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Tuomas Henttonen 

 

EXPLORING VIRTUAL WORLDS: KEY SUCCESS FACTORS IN VIRTUAL 

WORLD MARKETING 

 

 

 

OBJECTIVES OF THE STUDY 
 
Major virtual worlds such as Second Life and World of Warcraft have already attracted 
millions of devoted users. The potential of virtual worlds is tremendous as the technology and 
applications develop further. The growing user base and special characteristics of virtual 
worlds make them increasingly attractive, especially for a marketer. Because of the special 
characteristics of virtual worlds, new ways to connect with customers can be developed and 
customers can be provided with virtual experiences that efficiently contribute to their 
learning. 
 
 
METHODOLOGY 
 
The objective of this thesis was to determine the key success factors in virtual world 
marketing. As a fairly new phenomenon, virtual worlds have not yet received much attention 
in marketing research. Therefore, an exploratory approach was taken and qualitative methods 
of virtual ethnography were used. For the data collection, more than 1,100 pages of blog 
entries, including comments, were downloaded. In addition, participant observation methods 
and interviewing were used. 
 
 
RESULTS 
 
The findings of this study suggest that in virtual worlds, marketers have to provide value for 
customers in order to attract their attention because of the reciprocal nature of the interaction 
in virtual worlds. In addition, companies have to learn how to manage communities because 
communities play a critical role in virtual worlds. In order to foster customer learning and get 
more input from customers, marketing applications used should be highly interactive.  
 
 
KEYWORDS 
 
Virtual world, virtual world marketing, Internet marketing, interactive marketing, virtual 
ethnography, virtual communities
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TUTKIMUSMATKA VIRTUAALIMAAILMOIHIN: MARKKINOINNIN 

KESKEISET MENESTYSTEKIJÄT VIRTUAALIMAAILMOISSA 

 

 

 

TAVOITTEET 
 
Virtuaalimaailmat, kuten Second Life ja World of Warcraft, ovat keränneet jo miljoonia 
aktiivisia käyttäjiä. Kaikella todennäköisyydellä virtuaalisten maailmojen suosio tulee 
kasvamaan vielä entisestäänkin teknologian ja sovellusten kehittyessä. Yhä kasvavat 
käyttäjämäärät ja virtuaalimaailmojen erityispiireet tekevät virtuaalimaailmoista yhä 
houkuttelevempia – erityisesti markkinoinnin näkökulmasta. Erityispiirteidensä takia 
virtuaalimaailmat soveltuvat erinomaisesti yrityksen ja asiakkaien välisen vuorovaikuksen 
edistämiseen ja asiakkaiden oppimista edesauttavien virtuaalisten kokemusten luomiseen. 
 
 
TUTKIMUSMENETELMÄT JA AINEISTO 
 
Tämän tutkielman tavoitteena on kartoittaa, mitkä ovat virtuaalimaailmoissa tapahtuvan 
markkinoinnin keskeiset menestystekijät. Koska tutkimuksen kohteena oleva ilmiö on vielä 
lähes tuntematon, tutkimukseen valittiin eksploratiivinen lähestymistapa ja tutkielman 
empiirinen osuus toteutettiin kvalitatiivisin tutkimusmenetelmin. Tutkimusta varten 
analysoitiin 1100 sivun verran blogikirjoituksia kommentteineen ja  suoritettiin havainnointia 
merkittävimmissä virtuaalimaailmoissa soveltamalla virtuaalisen etnografian menetelmiä. 
Lisäksi tutkimusta varten suoritettiin asiantuntijahaastattelu. 
 
 
TULOKSET 
 
Tutkimuksen perusteella virtuaalimaailmassa tapahtuvan markkinoinnin pitää tuottaa 
asiakkaalle arvoa, jotta yritys saisi asiakkaiden huomion. Lisäksi yhteisöjen rooli on 
virtuaalimaailmoissa merkittävä, minkä takia yrityksen pitää osata johtaa niitä. Jotta 
vuorovaikutuksesta ja asiakkaiden oppimisesta saataisiin suurin hyöty, markkinoinnissa 
pitäisi pyrkiä mahdollisimman interaktiivisiin ratkaisuihin. 
 
 
AVAINSANAT  
 
virtuaalimaailma, markkinonti virtuaalimaailmoissa, Internet markkinointi, interaktiivinen 
markkinointi, virtuaalinen etnografia, virtuaaliset yhteisöt 
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1. Introduction  

1.1 Background 

 

One day in the near future, virtual worlds might change our lives dramatically. In today’s 

integrated world, virtual worlds offer an interesting new way of interactive communication 

that is not dependent on location. For some people, virtual worlds are already their most 

important vehicle of social interaction. As the technology and applications develop further, 

there are unlimited possibilities waiting. In the future, virtual worlds will not be similar to 

Metaverse in Neal Stephenson’s science fiction novel Snow Crash; instead, virtual worlds of 

the future will be much more fascinating and advanced. 

 

Virtual worlds offer a new kind of environment for marketing. Although marketing activities 

have already taken place in virtual worlds, virtual world marketing has not yet been studied 

extensively in the field of marketing research. Considering the potential of virtual worlds, 

marketing in them may require rethinking of marketing messages and channels (Hemp 2006). 

From the marketing point of view, virtual worlds offer several challenges. Being a completely 

digital environment, a virtual world differs in various ways from the traditional marketing 

environment.  

 

Numerous virtual worlds already exist; of these, Second Life is the most well-known, at least 

to marketers. The emergence of Second Life as a noted virtual world marketing environment 

started in 2006 when some major companies launched marketing activities in Second Life 

(see, for example, BusinessWeek 2006 or New York Times 2006). In 2006, Wired referred to 

Second Life as the “coolest destination on the web” and a place where visitors were “sure to 

have a memorable stay” (Wired 2006). Second Life got millions of new visitors in a short 

period of time. The company behind Second Life, Linden Lab, was also doing well. In early 

2007, Linden Lab was already valued at more than US$5 billion (Reuters 2007a).  

 

However, after the initial excitement died down, the media started to take a more critical view 

of Second Life. Only slightly more than six months after its first article, Wired published an 

article titled “How Madison Avenue Is Wasting Millions on a Deserted Second Life” in which 

it stated that Second Life was “just slurping up corporate dollars and delivering little in 

return” (Wired 2007). After a while, Second Life was not considered that interesting anymore. 
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For example, Google searches on Second Life dropped considerably toward the end of 2007 

(see Appendix II). Companies started leaving Second Life after the first excitement. 

Eventually, by the end of the year, virtual world consulting companies had started to lay off 

employees (Reuters 2007b). 

 

Even though the hype around Second Life is over by now, virtual worlds are still relevant for 

a marketer. Even in Second Life, tens of thousands of users are still online every hour, not to 

mention the millions of users addicted to other virtual worlds. Millions of users spend 

countless hours every week in virtual worlds away from traditional leisure activities such as 

watching television. Someday, virtual worlds might become an even more significant form of 

entertainment than film, TV, and non-role-playing games (Hemp 2006). For the first time a 

study revealed that young people were already using the Internet more often than they were 

watching television (MarketingWeek 2007).  

 

Virtual worlds are not necessarily interesting for what they are now but for what they might 

become (Castronova 2005). As a relatively new phenomenon, virtual worlds are still fairly 

undeveloped and far from their true potential. Virtual worlds have much more to offer than 

plain entertainment or social networking. Applications of augmented reality will bring virtual 

worlds closer to the physical world. Already, various applications of virtual worlds are on the 

market, such as an indoor cycling application that allows the user to train in a virtual world by 

using a cycle trainer with a real race bike as a control device (Tacx 2008). In the future, 

virtual worlds might play a significant role in various important areas of society such as 

education or health care. Sooner or later, virtual worlds will change the world as we know it. 

 

1.2 Research problem and objectives 

 

The objective of this study was to determine factors in success of virtual world marketing by 

exploring virtual worlds and virtual world marketing. After conducting observation and an 

expert interview, the research problem was formulated as follows: What are the key success 

factors in virtual world marketing? 
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The subquestions were as follows: 

1. What are virtual worlds? 

2. What are the special characteristics of marketing on the Internet? 

3. What is virtual world marketing? 

 

The research problem was examined from the perspective of a company using methods of 

virtual ethnography. For the data collection, blog entries were downloaded. In order to narrow 

the field of this study, the aim was to focus on consumer marketing taking place inside a 

virtual world. The goal was to form a model that would clarify which issues to tackle when 

operating in virtual worlds. Since the area of research is still fairly unexplored and extensive, 

another objective was to build a basis for further research on virtual world marketing. 

According to the literature review, the factors in success of virtual world marketing have not 

yet been researched.  

 

1.3 Limitations 

 
Since virtual worlds have not yet received much attention in marketing research, much of this 

study is based on the literature on marketing on the Web. Web and virtual worlds share many 

characteristics in common, including being interactive virtual environments on the Internet. 

However, there are also some major differences between them. For example, in virtual worlds 

all users are represented as avatars. As a result, users have a visible presence in virtual worlds, 

whereas in Web environments, users are not normally able to directly observe other users. 

However, in spite of some differences, research on the Web offers a good foundation for 

research on virtual worlds. 

 

The research findings of this study are based on ethnographic methodology. The data were 

downloaded from various blogs. Most bloggers about virtual worlds are avid users; some are 

professionals such as representatives of virtual world consulting companies or journalists. 

Therefore, to some degree, the data might be biased and not representative of average users. 

However, average users are not totally excluded, as comments left on blogs are made by more 

average and avid users than the professionals.  
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Virtual worlds are a reasonably new phenomenon that might still experience considerable 

change. In some aspects, this study might already be outdated in the near future as the 

technology develops further and new innovations occur. Some of the literature cited in this 

research is already referring to virtual worlds that were quite different from the virtual worlds 

of today.  

 

1.4 Structure 

 
The structure of this study is as follows. Chapter 2 starts by defining the concept of virtual 

worlds. The special characters of virtual worlds are identified. Three major worlds, Second 

Life, World of Warcraft, and Habbo Hotel, are presented in detail. The chapter concludes by 

categorizing the virtual worlds into four groups to facilitate and clarify the differences in 

virtual worlds. Chapter 3 deals with Internet marketing. First, marketing on the Internet is 

discussed in general, followed by a discussion of special characteristics of virtual worlds 

marketing. The concepts of telepresence, flow, and virtual experiences are presented. Chapter 

3 discusses the role of consumer learning in virtual worlds marketing. Chapter 4 presents the 

methodology used in this study and describes in more detail how the study was conducted. 

Chapter 5 explores virtual worlds, virtual world marketing, and factors in its success based on 

empirical data and a literature review. Chapter 6 discusses virtual world marketing on the 

basis of results of the study. Finally, chapter 7 concludes the thesis.  
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2. Virtual worlds 

2.1 Introduction to virtual worlds 

 
People have always been fascinated with the idea of a parallel world. The theater in ancient 

Greece can be considered a virtual presentation of a world, and the game of chess simulates a 

virtual battle (Lastowka & Hunter 2004; Castronova 2005). In the 16th century Thomas More 

wrote about an imaginary island of Utopia where everything would be better than in the world 

at the time. Now, as technology has improved, instead of just imagining virtual worlds, people 

are able to enter them, and people do not have to be alone in virtual worlds; because of the 

Internet, virtual world users can share the experience with other people.  

 

Virtual worlds are a new medium in which users communicate and interact in real time 

(Steuer 1993; Catterall & Maclaran 2001). Social factors play an important role in virtual 

worlds. In virtual worlds, avatars mingle with each other and create new relationships. Virtual 

worlds already have millions of users, and the user base is expanding. Avid users can spend as 

much as 20–30 hours in virtual worlds each week (Castronova 2005). One motivation for 

spending time in virtual worlds is they are free of some of the limitations of the physical 

world. In some virtual worlds users can, for example, fly all over the place, choose what their 

avatar looks like, and build fancy mansions without the constraints of the physical world. 

 

At the moment, most people spend time in virtual worlds for entertainment or for social 

networking. However, thousands of people already make their living in virtual worlds. Most 

of these are Chinese gold farmers who work in a virtual world earning virtual currency to 

exchange for real-world currency1. It has been estimated that there are already 100,000 gold 

farmers in China (New York Times 2007) 

 

Virtual worlds are also a very profitable business for the companies behind them (Hsu & Lu 

2004). To take an example, in 2007, revenues for World of Warcraft in 2007 were estimated 

                                                 
1 Gold farming is a remarkable business, especially in World of Warcraft. Gold farmers play online games to 
acquire gold. Some gamers buy gold from farmers in order to buy better weapons and other equipment needed in 
the gameplay. It has been estimated that only in China gold farming produces virtual goods with a value of $1.8 
billion in worldwide trade (New York Times 2007a). Gold farmers also provide services to advance avatars by 
acquiring experience points for the player. 
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at more than a billion dollars, with operating margins higher than 40% (BusinessWeek 

2007a). In the future, virtual worlds might become a major industry.  

 

In the following sections the characteristics of virtual worlds are discussed in more detail, and 

three virtual worlds, Second Life, World of Warcraft, and Habbo Hotel, are presented. 

Finally, in the last section, virtual worlds are divided into four categories on the basis of 

certain characteristics. 

  

2.2 Definition of virtual worlds 

 
The concept of virtual worlds has been defined in countless ways. By some definitions, virtual 

worlds can even refer to all computer based environments such as Web sites. The definition in 

Wikipedia defines the concept of virtual worlds appropriately for this study and reflects the 

common view of the definition of virtual worlds. According to Wikipedia (2007a), a virtual 

world is “a computer-based simulated environment intended for its users to inhabit and 

interact via avatars” that are “represented in the form of two or three-dimensional graphical 

representations of humanoids.” Most virtual worlds have a three-dimensional environment, 

however, the difference between two-dimensional and three-dimensional environments might 

sometimes be unclear. The Habbo Hotel, for example, is a two-dimensional environment that 

visually resembles a three-dimensional environment. Interactivity is one of the most important 

features of virtual worlds. In virtual worlds users are able to see the other users as avatars and 

the actions of a user affect other users (Castronova 2001). Personal computers are normally 

used to access virtual worlds. However, virtual worlds can also be accessed by other devices 

such as mobile phones.2

 

The special characteristics of virtual worlds distinguish them significantly from other media. 

Real-time communication and interaction especially distinguish virtual worlds from 

traditional media such as newspapers that do not allow users to interact with the sender of the 

message. The presence of avatars distinguishes virtual worlds from other social media on the 

Web such as MySpace or Facebook (Interview). One major difference is that on Web sites, 

users are not able to see other users on the site at the same time. Users are able to perceive the 

                                                 
2 For example, Ironstar Helsinki has launched a virtual world running on a mobile phone (Ironstar Helsinki 
2007). Virtual worlds will also enter console markets when Sony launches Home, a virtual world for PlayStation 
3 (BusinessWeek 2007). 
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presence of other users only indirectly, for example, if they add some content such as text or 

video to the site.   

 

Some offline video games are visually quite similar to virtual worlds. However, offline games 

are not virtual worlds, because there are no other players in the game world at the same time 

as the user. All players in game worlds are in separate worlds, and when the player closes the 

game, the world no longer exists until the player restarts the game. According to Castronova 

(2005), a virtual world is a persistent world that continues to exist and execute its rules 

whether someone is in it or not. Even though an avatar is not logged in, a virtual world 

persists and remembers locations and the ownership of objects (Castronova 2001).  

 

However, the line between virtual worlds and online games is sometimes blurred. In a way, 

some online games such as Team Fortress can also be defined as virtual worlds. In Team 

Fortress, multiple players are playing in the same game world and continuously interacting 

with each other. Players use the text chat or voice for communication and have different kinds 

of avatars depending on the role they play and the team each player has chosen. However, the 

degree of persistence distinguishes Team Fortress from ordinary virtual worlds. In Team 

Fortress, players are able to log out of the game and join the same game a bit later. Similar to 

most virtual worlds, the virtual environment on the server will run while the player is away. 

However, the life span of online games is normally very short, and a game in Team Fortress 

usually lasts for only an hour or less, and then everything starts from the beginning again. 

Therefore, online games such as Team Fortress are simulating more a scene of a world than 

the world in its entirety. 

 

The characteristics of a virtual world depend on the type of world. Some virtual worlds, 

especially massively multiplayer online role-playing games such as World of Warcraft, are in 

a way a substitute for the real physical world. These kinds of worlds might be very 

immersive, with users spending countless hours completely forgetting the physical presence 

of the real world. Some might also view a virtual world such as Second Life as mixing its 

reality with that of the physical world. For example, during a business meeting in Second 

Life, the participants do not forget the existence of the physical world. In these kinds of 

worlds, persistence is not a defining factor as long as the virtual world is online when needed.  
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All in all, the differences between virtual worlds and online games might sometimes be 

unclear. In many senses, it would also be reasonably restrictive to require that virtual worlds 

should, for instance, never be restarted or never be offline in order to be true virtual worlds.  

 

2.3 A brief history of virtual worlds 

 
Modern virtual worlds have been under development for more than a decade. For example, in 

1996, a group of companies funded a project aiming to create a virtual representation of the 

city of Helsinki (Helsingin Sanomat 1996). One problem was that the first projects on virtual 

worlds did not emphasize their social aspects. On the contrary, their technological aspects got 

too much attention. Virtual worlds eventually grew out of the game industry that was 

emphasizing emotionally engaging software, not from laboratories that were emphasizing the 

importance of hardware (Castronova 2005, 5). 

 

The first computer games already had some similarities with virtual worlds. For example, 

Pong, one of the first games on Atari, had paddles that could be considered comparable to 

avatars, and the background of the game represented the virtual environment of the game 

world (Lastowka & Hunter 2004). 

 

The first modern virtual world, Meridian 59, was released in 1996 when the idea of MUD, or 

multi-user dungeons, was combined with the graphical engines of three dimensional games. 

MUDs were text-based multi-player role-playing games played in a persistent game world. 

Three-dimensional first-person perspective games were popularized in 1992 when id Software 

launched Wolfenstein 3D. Meridian 59 was not a major success. However, Ultima Online, 

which was launched in 1997, became the first highly popular virtual world, with at least 

200,000 active subscribers. (Castronova 2002) 

 

Since the launch of Ultima Online, numerous kinds of virtual worlds have been developed. 

According to Castronova (2005, 56), new worlds are continually being born, following the 

rate of Moore’s law and doubling every two years. 
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2.4 Characteristics of virtual worlds 

 
A myriad of virtual worlds exists, with every world having some special characteristics. Some 

virtual worlds are purely fantasy worlds in which avatars fight monsters by casting mysterious 

spells, whereas some of the virtual worlds are peaceful environments where avatars mingle 

with each other, go shopping, or attend parties. The level of realism differs considerably in 

each virtual world. However, most of the virtual worlds have some supernatural 

characteristics. For example, in Second Life, avatars are able to fly, and in World of Warcraft, 

avatars are able to walk through other avatars. Supernatural powers such as these make the 

virtual worlds more user friendly; others, such as the ability to cast spells, make virtual worlds 

more exciting. 

 

Most of the fantasy worlds follow the common rules adopted from fantasy literature. The 

common rules of fantasy are not very often broken because it is difficult to create new 

conventions (Interview). The difficulty of creating new conventions is another reason for 

some virtual worlds to be similar with the physical world; consequently, most virtual worlds 

simulate the natural laws of the real world (Castronova 2001). For example, in massively 

multiplayer online role-playing games, the resources are scarce, even though reproduction of 

virtual objects does not cost anything.  According to Castronova (2001), the reason for 

scarcity is that it makes virtual worlds more addictive since users get the feeling of 

achievement after obtaining scarce items. In addition, because of the highly social nature of 

virtual worlds, users also get satisfaction from having better items than other users, just as in 

the real world. 

 

In virtual worlds, users are embodied in the form of an avatar. Heeter (2000) states that in the 

physical world the human body separates, integrates, and represents a human. In the virtual 

worlds avatars do the same as the human body in the physical world. An avatar is a virtual 

body of a user that allows the user to interact and communicate with other users.  Castronova 

(2002) claims that Royal Game of Ur can be considered the very first game having an avatar 

because it involved a racing game piece representing the player. In the present context the 

term avatar was used for the first time in 1985 for a cartoon character that users were able to 

drive around in a MUD named Habitat (Castronova 2002).  
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When a user enters a virtual world for the first time, the first thing to do is to create an avatar 

and name it. Most virtual worlds allow users to modify, at the very least, the figure, clothing, 

and hair of an avatar. Avatars can also usually be modified later. For example, in Second Life, 

avatars can be modified with few limitations; most advanced users can even script the 

movements of an avatar.  

 

Avatars allow users to express themselves and try different kinds of roles. Some users even 

have multiple avatars in a single virtual world and can select one depending on their mood 

(Interview). In a virtual world, other users do not always know who is controlling an avatar. 

Most users are anonymous, giving them a chance to do whatever they want without 

consequence to their reputation in the physical world. If an avatar loses its reputation, the user 

can basically create a new avatar and start over again. Hence, in virtual worlds, users might 

behave differently than in the physical world. Nevertheless, most users in virtual worlds are 

well mannered and polite. An avatar might have a reputation or skills so valuable that a user 

does not want to risk its reputation. Other users are also very sensitive about giving feedback 

on misbehavior, most likely even more sensitive than in the physical world. However, most 

users do not want to get negative feedback. On the contrary, for most users it is important that 

avatars are regarded as prestigious by other users (Interview). In virtual worlds, avatars have a 

social hierarchy. For example, in World of Warcraft, the social status of an avatar increases 

when the avatar reaches higher levels and gets better equipment.  

 

In virtual worlds users get together and create communities. Communities are one of the main 

reasons that virtual worlds are so addictive. Contrary to some traditional forms of 

entertainment, in virtual worlds other users are also responsible for creating entertaining 

experiences for other users (Interview). Some virtual worlds have created mechanisms that 

facilitate and encourage users to cooperate and create communities. For example, in World of 

Warcraft, it is difficult to make progress without cooperating with other players, and players 

are encouraged to create, alliances of players called guilds by adding guild functions to the 

user interface. 

 

Communities can be very engaging. Members of the community participate actively in 

various activities of the community. Users do not want to disappoint other members of the 

community, so they might even prioritize activities in the virtual world over activities in the 

physical world. A player in the World of Warcraft joked that he was not able to travel for a 
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while because his guild was so active in raiding.3 Communities in the virtual world have 

various communal activities such as parties (Interview). The most active virtual communities 

also organize meetings in the physical world.  

 

Some people have criticized virtual worlds for isolating people from the real world. However, 

virtual worlds also have positive effects on social relationships. One story tells of a family 

that plays World of Warcraft together. The father has to be abroad on business half the year, 

but the family meets regularly in World of Warcraft. In the evenings the father uses his laptop 

in his hotel room to log onto World of Warcraft to meet his family. With Skype, the family 

can use voice communications. Sometimes the family even forgets that they are not physically 

in the same location (Interview). 

 

Above all, virtual worlds are social worlds. Devoted virtual world users even consider friends 

in the virtual world to be as important as their friends in the physical world (Interview). 

 

2.5 Introduction to three major virtual worlds 
 
For better insight into virtual worlds, three virtual worlds, Second Life, World of Warcraft, 

and Habbo Hotel, are presented in detail. Each of the three is reasonably distinguished from 

the others. 

                                                 
3 Players of the World of Warcraft are divided into two opposite factions: Alliance and Horde. The two groups 
are able to raid each other’s territory. By raiding, players get honor points that can be used to buy new 
equipment. Some raids are organized by guilds. 
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2.5.1 Second Life 

 
Figure 1. Avatars socializing in Second Life 

 

Second Life was launched in 2003 by Linden Lab (Second Life 2007a). In 2006, Second Life 

hit the headlines after numerous companies established headquarters in Second Life. The user 

base started to grow rapidly, and by late 2006 Second Life had reached the landmark of one 

million residents (Second Life 2006)4. Among others, IBM bought many islands on Second 

Life, and the CEO of IBM, Samuel S. Palmisano, made a public appearance on Second Life 

(BusinessWeek 2006a) 5. Reuters initiated a Second Life News Center with a resident reporter 

named Adam Reuters reporting from Second Life (Reuters 2008).  

 

                                                 
4 It is difficult to define the real number of users in Second Life. Many accounts in Second Life are passive; 
some users have created an avatar and tried Second Life just once and some users may have multiple accounts. 
Linden Lab calls all avatars in Second Life residents and bases user statistics on resident activity. According to 
Linden Lab, in any given week, slightly more than 550,000 residents will log into Second Life (Second Life 
2007b). 
 
5 The virtual world of Second Life consists of the mainland and islands. Most of the islands are located far away 
from the mainland. Teleporting is a common way of entering an island. Most of the land on the mainland is 
owned by private persons or communities. Companies marketing in Second Life tend to buy private islands. 
Islands can be purchased from Linden Lab, which in addition to the initial fee will charge a monthly 
maintenance fee (Second Life 2008).  
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Second Life is not a game but a social world. In Second Life, users do not have any specific 

goal to achieve. Compared with most other virtual worlds, Second Life has three 

distinguishing features: users are able to generate content, users have rights to their 

intellectual property in the virtual world, and the currency of Second Life, Linden Dollars, 

can be converted to US dollars (Second Life 2007a).  

 

Second Life has its own economy. All the content in Second Life is created by its residents 

(Second Life 2007a), Linden Lab provides only the tools and the platform. Building tools are 

included in the software. Advanced users can also use Linden Scripting Language to make 

more sophisticated creations, and users can sell virtual objects they have created. For 

example, selling of virtual clothes is a major business in Second Life. Pornography has also 

gained a strong foothold. Many entrepreneurs in Second Life are selling pornographic 

pictures, movies, and clothes. A porn magazine of avatars is even published and virtual 

prostitution is taking place in Second Life. This has caused discussion about whether Second 

Life is a suitable environment for companies.  

 

Second Life is relatively easy to join. First, a user has to download Second Life software and 

complete the registration form. A basic user account is free, but users have to pay for a 

premium account in order to own land (Second Life 2007c).  
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2.5.2 World of Warcraft 

 

 

Figure 2. A Female Tauren on a flight in World of Warcraft 

 
World of Warcraft is a massively multiplayer online role-playing game released in 2004 by 

Blizzard Entertainment (Blizzard 2007a). In 2007, Blizzard Entertainment announced an 

extension pack, World of Warcraft: The Burning Crusade, which sold 3.5 million copies in a 

month, setting a new record in the history of PC-game sales (Blizzard 2007b). In 2007, World 

of Warcraft had already reached 9 million subscribers, making it the most popular massively 

multiplayer online role-playing game (Blizzard 2007a). 

 

World of Warcraft is a medieval fantasy world where users are not able to create or modify 

the content of the world. World of Warcraft can be defined as an online game, but it is also a 

virtual world. Unlike Second Life, World of Warcraft actually consists of numerous separate 

virtual worlds. Because World of Warcraft has millions of players, it has been divided into 

numerous identical “realms” of a few thousand players (World of Warcraft 2007a).  

 

The gameplay in World of Warcraft includes a lot of interaction. Some quests are easier if 

done in groups and some quests, such as dungeon quests, are especially meant for a group of 
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players.6 For dungeon quests, users have to gather a group of players. It is not insignificant 

who will be chosen for a team, because players have to be able to work well as a team. In the 

group each player has his or her own role defined by the special abilities of an avatar; for 

example, some players are healers and some are fighters. Users also have to agree, for 

instance, on how to share the items obtained from the quest.  

 

World of Warcraft is a highly social online world. It also includes social interaction that has 

nothing to do with the game play. Some players might log into the world just to chat with 

other guild members or to go to a city square to mingle with people. All in all, there are many 

things to do and many different ways to spend time in the World of Warcraft. 

 

The size of the economy of World of Warcraft is notable. Within the game, players can buy 

and sell virtual items in the auction houses for gold that is the virtual currency of World of 

Warcraft. However, unlike in Second Life, players are not officially allowed to exchange the 

virtual gold for real currency (World of Warcraft 2007b). All the same, some players still 

prefer to exchange real currency for World of Warcraft gold instead of spending time and 

effort earning the gold by themselves. Thus they buy the gold from unauthorized gold 

farmers.  

 

 

                                                 
6 In World of Warcraft, users can do quests to gain experience, gold, or items. The quests include various kinds 
of tasks that users are assigned by non-player characters.  To complete a quest users have to, e.g., collect some 
items, go to certain locations, or hunt for some creatures. Quests can be performed alone or in a group.  
 
Dungeons, also called instances, are special kinds of quests made for a group of players. Instances are locations 
where only one group of players is presented at the same time. However, there can be various parallel dungeons. 
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2.5.3 Habbo Hotel  

 
Figure 4. Avatars in a sponsored chat-room in Habbo Hotel 

 

Habbo Hotel is a social virtual world that targets teenagers. It is one of the oldest virtual 

worlds, founded in 2000. Nevertheless, the user-base of Habbo is still growing. By 2007, 

Habbo had been launched in 32 countries and was one of the biggest virtual worlds, with 6 

million unique visitors every month and 80 million avatars created (Sulake 2007). Basic usage 

of Habbo is free; however, users can spend some money, for example, by buying furniture for 

their apartments.  

 

Habbo is a two-dimensional virtual world in which users observe the world from a bird's-eye 

view. Habbo can be viewed in a Web browser, unlike most of the other virtual worlds, which 

require users to download and install software on their computers.  

 

In Habbo, users have only very limited possibilities to create content. Habbo Hotel and the 

objects in it are provided by the Sulake Corporation. However, according to Timo Soininen, 

CEO of Sulake, the user-generated content is one of the factors accounting for the success of 

Habbo Hotel (Sulake 2005). According to him, users can, for example, decorate rooms and 

direct animation clips (Sulake 2005). 
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In Habbo there is also some commercial content, for example, sponsored areas with links to 

the company Web sites. The commercial content in Habbo is hardly a coincidence. The main 

owner of Sulake, Taivas Group, is a major player in the Finnish advertising industry 

(Helsingin Sanomat 2006). Sulake realized the marketing potential of virtual worlds years 

ago. About a year before the marketing boom around Second Life started, Sulake (2005) 

stated, 

  

From an advertising perspective, Habbo concept offers one of the most innovative 

and cost-effective ways to communicate and interact with the teen demographic, 

build brand loyalty and modify consumer behaviour. Habbo Hotel turns traditional 

online marketing campaigns into live virtual marketing experiences. The viral 

marketing effect of these campaigns is multiplied by the fact that these take on a 

life of their own, outside the Habbo environment, as they flow into myriad fan 

sites and discussion forums. 

 

2.6 A Taxonomy of virtual worlds 

 
Numerous virtual worlds exist, all with differentiated characteristics. If a company establishes 

operations in a virtual world, it is not a trivial matter as to what kind of virtual world the 

company chooses. To clarify the differences among virtual worlds, they can be categorized 

according by users’ objective, as either game oriented or social oriented virtual worlds, and 

also by the amount of freedom in content creation. Virtual worlds can also be categorized by 

certain other qualities. Nevertheless, in this study the categories of objectives and freedom of 

content creation appear to be the most meaningful. 

 

The game-oriented virtual worlds include elements of traditional video games. Here, users 

have a straightforward goal. For example, the aim of the user might be to reach higher levels 

by gaining experience points or to get points by eliminating other players. The most well-

known goal-oriented virtual worlds are massively multiplayer online role-playing games with 

millions of players. In spite of the importance of the gaming aspect, some game-oriented 

virtual worlds are also highly social worlds. Nevertheless, the players in game-oriented 

worlds have incentives to achieve some objectives that normally also dominate the social 

interaction of players. 
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In social virtual worlds, users have no straightforward goals. The main purpose of these 

worlds is social interaction and networking with other users. In that sense, the social virtual 

worlds are closer to social networking sites on the Internet such as Facebook. However, in 

social virtual worlds, interactions occur mostly in real time and all the users are represented 

visually as avatars, unlike most of the social networking services on the Internet. Users of 

social virtual worlds can perform various activities together such as shopping, dancing, or 

running a small business. 

 

One significant difference among the virtual worlds is the amount of freedom that users have 

in content creation. In most of the virtual worlds, users have only limited freedom to create 

content. For example, in World of Warcraft, users are not able to create any new objects or 

modify the game world. The limited possibilities in content creation make the virtual worlds 

more harmonious because the developers have full control of the design of the environment 

and objects. By having full control of the design of virtual worlds, developers can better 

control the gaming experience. However, developers must also use a lot of resources to create 

enormous virtual worlds.  

 

The limited rights to content creation might also be a barrier to a company entering a virtual 

world. However, this will not prevent entry of a company if the developer of the virtual world 

accepts the presence of the company and assists the company in creating its presence in the 

virtual world. 

 

Since users can create content in Second Life with no direct limitations, companies can 

operate in Second Life independently of Linden Lab. Many companies marketing in Second 

Life use external consulting companies that specialize in content development for virtual 

worlds. 

 

Only a few virtual worlds allow user-generated content. In Second Life, for example, users 

are able to build virtual objects and animate avatars with no limitations. The user-generated 

content in virtual worlds is a relatively new concept. The avid content creators in Second Life 

could still be considered early adaptors who are, in accordance with Moore’s (1998, 13) 

definition, able to imagine, understand, and appreciate the benefits of this new technology. In 

all, user-generated content still faces various obstacles in virtual worlds. One limitation is the 
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lack of user-friendly tools. In Second Life, for example, tools are fairly difficult to use and 

users need to master scripting in order to create sophisticated content. In the 90s, the same 

kinds of barriers were preventing users from creating content on the Web. User-friendly tools 

were lacking and a tradition of user-generated content was missing. However, nowadays, 

countless services exist on the Web that provide tools for creating content easily, with no 

special skills. User-generated content in virtual worlds might have to go through a similar 

kind of development process. 

 

The following figure represents the categorization of virtual worlds. Different virtual worlds 

can be separated into a matrix according to their objectives and their freedom in content 

creation: 

 

 Limited content creation
 

 
 
 
 1. Static game worlds  
 
 
 

 
 
 
  2. Static social worlds 
 
 

 
 
 3. Dynamic game worlds 
 
 

 
 
 4. Dynamic social worlds 
 
 

Social oriented Game oriented 

 
 Unlimited content creation

 
Figure 5. Taxonomy of virtual worlds 
 

Most of the virtual worlds belong to the first or second category of static worlds. The first 

category, static game worlds, represents virtual worlds built by the game companies. It has the 

longest tradition in the rather short history of modern virtual worlds. The worlds are well 

planned, harmonious, and follow a certain theme. Users are not able to create any content. 

This category includes numerous virtual worlds; World of Warcraft is probably the most 

noted.  The second category includes virtual worlds exemplified by Habbo Hotel. Static social 

worlds are areas for social networking that are especially popular among children and teens.  
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The third category of dynamic game worlds might represent the future of online gaming. At 

the moment, user-generated content is almost nonexistent in the gaming industry even though 

user-generated content is a major trend on the Web; many major services on the Web such as 

Wikipedia or YouTube are based completely on user-generated content. User-generated 

content might be really helpful for the gaming industry. For example, the developmental cost 

of virtual worlds can be as much as US$100 million (BusinessWeek 2007a). As game worlds 

get bigger and more detailed, expenses will go even higher. User-created content might help 

to make even bigger and better virtual worlds at lower cost. Only the platform and the tools 

would be provided and users would create the rest, similar to Second Life. 

 

Actually, on a small scale, partially user-generated games have already existed for a long 

time. To take an example, already at the beginning of the 90s, users were able create mods 

and new maps for the groundbreaking first-person shooter game Doom.7 One of the most 

successful mods was Team Fortress, built on Quake in 1996 (Wikipedia 2007b). Team 

Fortress was an online game in which two teams competed to capture the flag from the 

opponent’s base. A widespread community quickly developed around Team Fortress. Players 

of Team Fortress created clans that competed actively. Players communicated mainly within 

the game, on IRC, and on Web sites. However, modifying of games was complicated and 

content could not be created or modified from inside the game world. Thus mods were not 

real dynamic game worlds. 

 

Second Life is a pioneer in the fourth category. Even though the fourth category is still 

relatively small, it has a lot of potential, especially for companies. The categorization is not 

always clear. Most virtual worlds overlap the category boundaries. Social-oriented virtual 

worlds might also include some elements of games, whereas some game-oriented worlds 

might also be highly social. Social worlds might have some features of game worlds and vice 

versa. Nevertheless, most of the virtual worlds belong for the most part to only one category. 

Because the definition of virtual world includes such a wide variety of virtual worlds, 

categorization provides an important tool when analyzing virtual worlds. After all, to take an 

example, Second Life and World of Warcraft are two quite different kinds of virtual worlds. 

                                                 
7 Mods are modifications of original games. For example, the gameplay, the characters, and the environment 
might be modified.  
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3. Marketing in virtual worlds 

3.1 Introduction 

 
Virtual world marketing is still in its infancy. According to Hemp (2006), virtual world 

marketing is facing the same challenges that web marketing faced in the 90s because 

marketers are still unfamiliar with the new medium and do not know what it has to offer. Ten 

years ago, in 1998, a study suggested that marketing applications of major U.S. companies on 

the Web were uninspiring and fell short of the true potential of interactive media (Parson et al. 

1998). Now, virtual world marketing is facing similar challenges. Virtual world users are not 

completely satisfied with the marketing applications in virtual worlds, and marketers are still 

unsure how to get the most out of virtual worlds. Marketers in virtual worlds still face 

countless challenges. For example, compared with the audiences in other marketing channels, 

some users of virtual worlds are very reluctant to accept the presence of marketers. Real-

world brands are not welcomed into these worlds, where users seek an escape from the real 

world (Hemp 2006). Thus, marketers have to find new and attractive ways to reach and 

communicate with the audience in virtual worlds.  

 

Interactive marketing on the Web has already received considerable attention in academic 

marketing research. However, marketing in virtual worlds must still be researched more 

carefully because of its possible special characteristics. The following sections give an 

overview of the basic principles of marketing on the Internet in general as well as marketing 

in virtual worlds. 

 

3.2 Internet marketing 

 
The Internet has become a vital part of society. People use the Internet every day for diverse 

activities such as information searching, communication, or playing online games. There is a 

tremendous amount of data on the Internet and it is growing every day. Almost everything, 

including music, pictures, and videos, has been digitized by now and all that content is now 

also going online. According to research, among youth in Finland the Internet was already 

considered the most necessary and important medium (Helsingin Sanomat 2007). The main 

reasons for Internet usage were the communities and entertainment. 
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For marketers the development of the Internet has created many new opportunities for 

communicating with customers. Practically all companies already have a company Web site. 

Popular Web services have millions of visitors making them an increasingly significant 

medium for advertising. All the major Web sites accept the presence of marketers since the 

revenue model of many major Web services is based on advertising revenues (Kangas et al. 

2007). In addition, users benefit from Web advertising, because without advertising they 

would have to pay for the services. Compared with other major advertising channels, this 

portion of the Web is still relatively small, but it is growing fast. According to TNS Media 

Intelligence (2008), Internet advertising in the U.S. has already surpassed radio with 8% share 

of advertising spending. The estimated growth for Internet advertising in 2008 is more than 

14% (TNS Media Intelligence 2008).  

 

The Internet is a medium giving companies new ways to connect with customers. Traditional 

mass media such as radio, newspapers, and television offer a one-to-many communication 

model to reach customers without a channel for receiving their feedback (Hoffman & Novak 

1996). In mass media, audiences receiving the content consume it passively (Heeter 2000). 

The passive role is a consequence of one-way communication. However, instead of only a 

one-way communication channel, communication on the Internet enables two-way 

communication between the company and the customers (Kozinets 1999). 

 

Two-way communication on the Internet creates the basis for interactive marketing. 

Interactivity is “a tool that allows good marketing to become good conversation” (Deighton 

1996). In interactive marketing, customers are not merely passively exposed to the marketing 

message (McMillan & Hwang 2002). Instead, customers have a more active role (Bezjian-

Avery et al. 1998). In interactive marketing, consumers have more control over information 

by having better ability and control for searching, selecting, processing, using and responding 

to it (Stewart & Pavlou 2002). According to Day (1998), “the essence of interactive marketing 

is the use of information from the customer rather than about the customer.” Conversation in 

interactive marketing enhances customer relationships by allowing personalization and 

customization (Coviello 2001).  

 

Based on the literature on interactivity, McMillan and Hwang (2002) conclude that the key 

dimensions of interactivity are two-way communication, control over information, and loss of 
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time as users get caught in the flow of computer-mediated communication. In the right 

context, interactivity has many positive effects on marketing. However, interactivity does not 

always lead to better outcomes (Bezjian-Avery et al. 1998). 

  

3.3 Virtual world marketing 

 
Virtual worlds are a highly interactive medium that offers new ways for a company to connect 

with customers. Because of the special characteristics of virtual worlds, new marketing 

methods can be developed. For example, the media-rich environment of virtual worlds allows 

consumers to experience products virtually (Li et al. 2001) or companies to test new product 

concepts (Lui et al. 2007). In addition, virtual worlds have various implications for market 

research (Hemp 2006). In virtual worlds, everything can be logged since everything is digital. 

For example, companies can analyze consumer behavior in the virtual world. As the 

applications develop further and computers become more powerful, comprehensive and in-

depth market research can be conducted in real time with low costs.  

 

The essence of virtual world marketing is interaction with customers. New ways of 

connecting and creating relationships with customers also contribute to the basic notion of 

market orientation. According to Kohl et al. (1990), marketing-oriented companies generate 

market intelligence of current and future customers. Companies have to sense the market and 

create connections with the customers in order to understand their needs (Day 1994). 

Consequently, because of the nature of virtual world marketing, it is highly probable that it 

efficiently supports the implementation of market orientation.  

 

As a new phenomenon, virtual world marketing has not yet received much attention in 

marketing research. However, because of the interactive nature of virtual worlds, marketing in 

virtual worlds is to some degree related to research on other interactive media such as the 

Web. Interactive marketing on the Web has already been studied more carefully; however, 

despite all the similarities between virtual worlds and the Web, there are also some major 

differences that might have an effect on marketing activities in virtual worlds. For example, 

interaction on the Web might be different from that in virtual worlds. The visible presence of 

other users in virtual worlds might have a significant effect on customer behavior. In virtual 

worlds, consumers can shop in an environment close to the environment of the physical 
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world, allowing them to communicate with company personnel and to observe the behavior of 

other consumers. Conversely, on the Web, the absence of pleasurable experiences, social 

interaction, and company personnel has reduced the popularity of online shopping (Holzwarth 

et al.2006). Yee et al. (2007) proved that social interactions in virtual worlds are governed by 

the same social norms as social interactions in the physical world. On the Web, consumers 

shop mainly alone, without the presence of other users and without the enjoyment of shared 

experiences (Balasubramanian et al. 2005). On the Web, other users on the same Web site are 

mainly invisible, whereas in virtual worlds all users are represented as avatars that might 

alleviate the feeling of being alone while shopping online.  

 

Similarities between virtual worlds and physical worlds offer a great potential for marketing. 

For instance, some product characteristics that would be impossible or too expensive to 

demonstrate in physical worlds can be demonstrated in the virtual environment. Similarities 

between virtual worlds and physical worlds might also indicate that experiences gained and 

behavior learned in virtual worlds could be brought into the physical world.  

 

Market research methods in virtual worlds are still quite undeveloped. However, virtual 

worlds offer a huge potential to measure the success of marketing activities. For example, in 

both physical and virtual worlds people interact with the world by their actions (Heeter 2000). 

In virtual worlds, interaction could be measured in new effective ways that would be too 

expensive or impossible in the physical world. Since virtual worlds are purely digital 

environments, everything could be logged and processed immediately (Hemp 2006). The data 

of customer interactions would be very valuable for market research. It could reveal, for 

example, how customers are using a company’s products. 

 

The following parts of the study present the concepts of telepresence, flow, virtual experience, 

and consumer learning, which are, based on the literature review, important elements of 

virtual worlds and virtual world marketing. 

 

3.4 The role of telepresence 
 
A user in a virtual world might actually feel as if he is really inside the virtual world. This 

phenomenon of immersion is known as telepresence. Telepresence refers to a sense of being 

in an environment established by a communication media (Steuer 1993). When the sense of 
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telepresence is intensive, the user fails to acknowledge the role of technology in the 

experience (Lombard & Snyder-Dutch 2001). Because of the sense of telepresence, users are 

able to indirectly experience objects and people (Li et al. 2001). 

 

The role of telepresence is essential in virtual worlds. Compared with some other media, the 

degree of telepresence can be very high in virtual worlds because of their special 

characteristics. According to Steuer (1993), both interactivity and high media richness 

contribute to the sense of being present in a mediated location. Also the use of various 

sensory channels such as vision and voice enhance the sense of telepresence (Lombard & 

Snyder-Dutch 2001). In addition, focused attention (Novak et al. 2000) and user control 

(Klein 2003) have a positive influence on telepresence. The feeling of telepresence can also 

be achieved in two-dimensional virtual worlds (Klein 2003). On the other hand, high media 

richness, which is characteristic for three dimensional environments, has a positive impact on 

telepresence (Klein 2003).  

 

Increased sense of telepresence may create richer consumer experiences (Li et al. 2001). In 

addition, it has a positive impact on recall and recognition (Keng & Lin 2006), persuasion 

(Lombard & Snyder-Dutch 2001; Klein 2003), and enjoyment (Lombard & Snyder-Dutch 

2001). Realistic behavior inside the medium may enhance the capability of a medium to 

change an individual (Yee et al. 2007). 

 

3.5 Getting the flow 
 

When users get really immersed in virtual reality they achieve a state of mind known as flow. 

According to Csikszentmihalyi (1997), who originally introduced the concept of flow, a state 

of flow “occurs when a person faces a clear set of goals that require appropriate responses” 

(Csikszentmihalyi 1997). It refers to a feeling of losing self-consciousness and sense of time 

while the user gets so involved in the virtual environment that he or she can concentrate only 

on matters that are relevant in the virtual world and ignores everything in the physical world 

(Novak et al. 2000). It is an enjoyable state of mind characterized by activities in which 

actions follow actions (Hoffman & Novak 1996).  

 

Flow can be achieved as a consequence of telepresence, challenges, and interactivity 

(Hoffman & Novak 1996; Novak et al. 2000). To get the flow, immediate feedback is 
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required (Csikszentmihalyi 1997). This is one of the main reasons flow is characteristic of 

virtual worlds: as an exceptionally interactive medium, virtual worlds provide immediate 

feedback for a user.  In addition, the user needs to have full control of the activity 

(Csikszentmihalyi 1997). Because of this, virtual worlds have to be user friendly and users 

need to have sufficient skill to smoothly control the avatar in a virtual world.  

 

From the marketing point of view, it is desirable that consumers achieve flow since it 

increases consumer learning, exploratory and participatory behavior, and positive experiences 

(Hoffman & Novak 1996). Nevertheless, flow might also have some negative effects. For 

example, a study concluded that spectators might better recall brands than the players of the 

video game (Nelson et al. 2006). However, the study investigated the effectiveness of 

advertising in a video game. Thus, the players achieved a state of flow most probably because 

they were fully immersed in the game play. It seems that flow might have a negative effect on 

consumer learning when the marketing application does not have a central role in the flow 

experience. As Novak et al. (2000) proposed, during a state of flow the user can concentrate 

only on relevant matters.  

 

3.6 Experiencing a product virtually 
 
According to Li et al. (2003), the true value of the product comes from the consumption 

experience. They claim that before a purchase, consumers need to be sure that they get the 

proper experience. Experiences occur when a consumer observes or interacts with objects in 

the environment (Li et al. 2001; Lombard & Snyder-Dutch 2001). Heeter (2000) describes 

interaction as “an episode or series of episodes of physical actions and reactions of an 

embodied human with the world, including the environment and objects and beings in the 

world.” The degree of interaction and the number of sensory aspects define whether the 

experience is direct, indirect, or virtual (Li et al. 2001).  

 

Direct experience refers to direct product contact (Li et al. 2003). It is the most profound 

experience that enables the use of all the sensory modalities: orientation, vision, hearing, 

haptic, and taste-smell (Suh & Lee 2005). Direct experience can be considered the best source 

of information for a consumer (Klein 2003). It leads to stronger beliefs and attitudes than a 

single exposure to an advertisement (Berger & Mitchell 1989) and enable consumers to 

anticipate the future experience of a product better than an indirect experience (Li et al. 2001). 
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Indirect experience is a mediated experience that consumers normally gain from sources such 

as advertising, word of mouth, and brochures (Li et al. 2003). Virtual experience is also a 

mediated experience (Heeter 2000). However, virtual experiences in interactive environments 

are richer than indirect experiences derived from traditional media (Li et al. 2001). In a highly 

interactive medium, consumers can influence the form and content of the virtual experience 

(Lombard & Snyder-Dutch 2001). 

  

3.7 Consumer learning in a virtual world 
 
Customers base their purchase decisions on information they learn about a company’s 

offering. To have an influence on customer learning and on purchase decisions, marketers can 

provide customers with information (Ariely 2000). Consumers first cognitively comprehend 

the information they acquire and then form an attitude that may lead to an action (Suh & Lee 

2005). In research on information search and direct product experiences, consumer learning is 

assumed to have a critical role as a mediator of consumption (Hutchinson & Alba 1991). 

 

Learning from direct experience is likely to influence consumer behavior (Smith & Swinyard 

1982). Learning gives the customer an opportunity to evaluate the consumption experience 

offered by the product before purchase (Hoch & Deighton 1989). It has been claimed that 

investments in customer learning lead to higher profits (Wernerfelt 1996). 

 

Virtual worlds are a new medium for providing consumers with information and experiences. 

Interactive characteristics allow consumers to test product functions and features in virtual 

worlds (Suh & Lee 2005). According to Hoch and Deighton (1989), learning from experience 

is efficient, because when consumers voluntarily experience a company’s offerings, they are 

motivated and involved, they think the credibility of the source is greater, and they have more 

control over the learning process.  

 

From the point of view of consumer learning, virtual experiences have the advantages of both 

direct and indirect experiences (Li et al. 2001). Both virtual experiences and direct 

experiences are interactive in nature (Hoch & Deighton 1989). Depending on the attributes of 

the product, real-world experiences can be simulated in a virtual world (Lui et al. 2007). 
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According to Klein (2003), an increase in the sense of presence enhances the feeling of direct 

experience, causing the consumer to develop more intense attitudes and beliefs toward a 

product. All media have different capabilities to allow companies to transmit product 

information to customers. Instead of pure information, media should deliver experiences (Li 

et al. 2001). The advantage of virtual environments is that in them, consumers can experience 

the products in a way that resembles direct experience (Klein 2003).  

 

Based on the literature review above, the following flow chart was compiled to illustrate the 

role of consumer learning in virtual world marketing: 

 

Altered consumer behavior 

Consumer learning 

Virtual experience 

 

Figure 3. Model of consumer learning in a virtual world 

 
The opportunities provided by consumer learning vary depending on the degree to which 

virtually experimental attributes can be represented (Suh & Lee 2005). In the three-

dimensional environment, consumers can examine products’ attributes and simulate 

interactions with the products (Li et al. 2001).   

 

Virtual environments are especially suitable for products with attributes that can be simulated 

in virtual environments (Li et al. 2001). Virtual experiences allow consumers to learn from 

virtually experimental attributes such as sounds, shape and appearance of the product, 

changes in the form of the product, and changes in its content (Suh & Lee 2005). Which 

attribute to emphasize depends on the product, while consumers have different criteria for 

different products (Li et al. 2001).  
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Some attributes, such as voice or appearance, are easy to simulate whereas those relating to 

taste or smell are difficult. In addition, if consumers rely strongly on brand, the significance of 

product attributes decreases (Van Osselaer & Alba 2000). Therefore, the effectiveness of 

learning from virtual experiences is not the same for all products or services. For example, 

Villas-Boas (2004) states that in a restaurant, consumers cannot estimate the quality of the 

product before purchasing and consuming it. The taste of wine, the flavor of food, and the 

atmosphere of a restaurant are difficult to experience through mediated media. However, a 

three-dimensional virtual world provides better opportunities than most other media to create 

virtual experiences such as having a dinner in a restaurant. At least for now, it is still 

impossible to recognize the taste of wine or the flavor of food in a virtual world. Nevertheless, 

the technology already exists to enable customers to experience the atmosphere of a restaurant 

by experiencing the interior design virtually or discussing the menu with a virtual waiter. 

Most likely, even more attributes can be simulated as the technology of virtual worlds 

develops further (Lui et al. 2007). 
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4. Empirical research plan 

4.1 Choice of Methodology 

 

The aim of this study is to explore virtual world marketing and find the key factors of success 

in it. Since only little is known about the research area, an exploratory approach is taken in 

this study. According to Malhotra and Birks (2007), an exploratory approach provides 

"insight and understanding of the nature of marketing phenomena." In accordance with the 

principles of exploratory research design, the research process of this study is flexible and 

unstructured (Malhotra & Birks 2007). The theory is built on the basis of the results of 

empirical research, an approach following the main principle of grounded theory (Glaser & 

Strauss 1968).  

 

The research problem and methods were still unclear when the research process began. First, 

observational methods were used and an expert interview was conducted to clarify the 

research problem and familiarize the researcher with virtual worlds. In accordance with 

Silverman (2006, 93), observational methods enabled shifting the focus of the research when 

new information became available. After the research area was reviewed and focused, it was 

decided to use qualitative research methods, because the research area was still fairly 

unexplored and more understanding was needed. As Silverman (2006, 56) states, qualitative 

methods allow for a deeper understanding of phenomena that support the aims of research. 

 

Since virtual world marketing is a new phenomenon and it takes place on the Internet, the 

most relevant and recent data was naturally found on the Internet. For the empirical part of 

this study, it was decided to use methods of virtual ethnography because the blogs on the Web 

and observation in virtual worlds were discovered to provide the most suitable data for this 

study. Nevertheless, the literature on interactive marketing was also used. After the data were 

downloaded and analyzed, the results were compared with the literature on interactive 

marketing. 
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4.2 From ethnography to virtual ethnography 

 
In ethnography, cultures are studied in their natural environment instead of in experimental 

scenarios (Hine 2000). Ethnography was first used by anthropologists who argued that in 

order to really understand the people one must spend time observing them (Silverman 2006, 

71). According to Hine (2000), ethnography provides a profound description of a 

phenomenon and helps to understand how people interpret the world without relying on a 

priori hypotheses. However, computer technology has now challenged the need of 

ethnographers to physically travel for face-to-face interactions (Hine 2000). 

 

Virtual ethnography is a methodology that adapts research techniques from ethnographical 

research (Kozinets 2002).8 However, instead of directly observing people, virtual 

ethnography is conducted on the Internet. This makes methods of virtual ethnography less 

time consuming and elaborate than traditional ethnography (Kozinets 2002). The goal of 

virtual ethnography is to identify and understand consumers’ needs and the influences on their 

decisions on the Internet (Kozinets 2002). It allows the researcher to study the conversation 

on the Internet in a real social context (Puri 2007). Virtual ethnography on the Web differs 

from traditional ethnography in that the conversation is computer mediated, public, written, 

and often anonymous (Kozinets 2002). Nevertheless, the researcher also has a chance to be 

hidden on the Internet, which is an ideal situation when conducting ethnographical research 

(Puri 2007).  

 

The main challenges of virtual ethnography are the narrow focus on online communities, need 

for interpretative skills, and difficulty in generalizing the results to groups outside of online 

communities (Kozinets 2002). Virtual ethnography is still a fairly new method that is not yet 

commonly used in academic research. Nevertheless, the importance of virtual ethnography 

will most likely grow as the Internet becomes an even more important information source for 

marketing research.  

 

Until now, virtual ethnography has referred primarily to research on the Web. However, in 

this study, virtual ethnography has also been used for research of virtual worlds. In a way, 

                                                 
8 Virtual ethnography is also called online ethnography, nethnography (Kozinets 2002), and webnography 
(Anjali 2007).  
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virtual ethnography in virtual worlds combines both traditional ethnography and virtual 

ethnography. Virtual ethnography of virtual worlds has many similarities with traditional 

ethnography for the reason that the environment of the virtual world is mostly a simulation of 

the physical world. Some people even consider a virtual world to be their primary world 

(Castronova 2005). However, when conducting virtual ethnography on the Web, the main 

focus of the research is on the texts written by consumers. To take an example, the behavior 

of consumers cannot be directly observed on the Web. On the contrary, in virtual worlds the 

researcher can also observe how consumers behave because the consumer is represented as an 

avatar that is able to move and interact with its virtual environment. However, despite all the 

similarities with the physical world, virtual worlds are still computer-mediated digital 

environments located on the Internet. As a consequence, virtual worlds are fairly 

distinguished from the physical world. Nevertheless, in a way, the gap between virtual worlds 

and the physical world is getting smaller all the time. 

 

4.3 Expert interview 

 
At the beginning of the study, an interview was conducted to clarify the area of research. Only 

one interview was conducted because the first interview was successful and interviewing was 

only a secondary method in this study. The interview took two hours and explored virtual 

worlds in general because at the time of the interview the research problem was not yet 

clarified. The interview was conducted in Finnish and was recorded. 

 

Jyrki Kasvi, a Finnish authority on computers, was the interviewee. Kasvi holds a PhD from 

Helsinki University of Technology and currently is a Member of Finnish Parliament. Kasvi 

has been in the computer scene since the days of the Commodore VIC-20 and already in the 

80s was writing for Finnish game magazines. Kasvi himself has expertise on various virtual 

worlds such as World of Warcraft.  

 

4.4 Participant observation of virtual research subjects 

 
Observation and participation were used to gain familiarity with virtual worlds. The main 

advantage of observation is that it allows the researcher to study behavior in the actual 

environment (Malhotra & Birks 2007). According to Hine (2000, 47), the ethnographer is not 
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a disengaged observer but also a participant sharing experiences with the research subject. 

Participant observation in-world was mostly conducted during the first phase of the study, 

before downloading and analyzing blog entries. The plan was to observe virtual worlds before 

analyzing the data from blogs. After data analysis, additional observations were conducted for 

a short period of time for verification of the research results.   

 

Second Life and World of Warcraft were chosen for more careful investigation. Second Life 

was chosen because it is the most discussed virtual world among marketers. For a researcher 

it is also relatively easy to join and use. World of Warcraft was chosen because it has attracted 

millions of active users and, for purposes of comparison with Second Life, because it is very 

different from Second Life. For instance, in World of Warcraft users are not able to create 

content and marketers are not able to run campaigns. In addition, World of Warcraft is a 

game-oriented fantasy world whereas Second Life emphasizes social interaction without any 

stated goals.  

 

During the period of research, countless hours were spent in Second Life and in World of 

Warcraft. In Second Life, most time was spent exploring different locations and building on 

the parcel of land that was acquired. World of Warcraft was played using three different 

characters from both factions, Alliance and Horde, reaching levels 4, 10, and 36. In World of 

Warcraft, characters have experience levels ranging from 0 to 70. World of Warcraft was 

quite time consuming but also fun. The hours spent were not counted. However, to get an idea 

of how much time it takes, it has been calculated that it takes approximately 100 hours on 

average to reach level 36 (PlayOn 2007). World of Warcraft was a good environment for 

observing the behavior of the users of a virtual world. Even thought it is a game-oriented 

virtual world, it is also a highly social virtual world. During the research, field notes and 

screenshots were collected. All the screenshots presented in this study were taken during the 

observation. 

 

Other virtual worlds were also visited. However, because observation is highly time 

consuming, other virtual worlds were visited only briefly. Habbo was entered to visit some of 

the company locations and get to know some of its features. Other virtual worlds visited were 

There, Entropia Universe, Red Light Center, and Battery Formula Racing. Team Fortress 2 

was played to learn from a merely game-oriented environment.  
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Observations were also made of traditional video games such as Half-life 2, a highly popular 

first-person shooter game, and Grand Theft Auto: San Andreas, an action game. The video 

games were tested to understand modern video games and to compare them with the virtual 

worlds.  Grand Theft Auto: San Andreas was an especially interesting game because it is 

highly similar to game-oriented virtual worlds, except that all the characters excluding the one 

controlled by the user are player are non-player characters. 

 

Observations were conducted with an Asus F3T laptop (AMD Turion 64 X2 TL-52 1.60GHz, 

2GB RAM, NVIDIA GeForce Go 7600, Vista Home Premium) with an external 22" 

widescreen monitor. The hardware was sufficient for running virtual worlds and games 

smoothly.  

 

According to Malhotra and Birks (2007, 290), a disadvantage of observations is the difficulty 

of studying the motivations behind behavior. Nevertheless, in this study observation was a 

complementary method and motivations were not a focal point of the study. In addition, in 

observation there is a high risk of researcher bias (Malhotra & Birks 2007, 290). Researcher 

bias is difficult to evaluate. However, it was minimized by reflecting the findings of the 

observation against discussions of virtual world marketing on blogs. Malhotra and Birks 

(2007) also propose that observation is highly time consuming, and this could also be said of 

observations in virtual worlds. However, when observing in virtual worlds, time becomes 

irrelevant for certain tasks such as traveling to the research destination, though time is needed 

for other things such as getting acquainted with the virtual world. Some virtual worlds differ 

significantly from each other. For instance, the user interface and the etiquette might be 

totally different. When playing World of Warcraft for the first time, a user must take the time 

to learn the controls; when a user enters Second Life, it takes time to know what to do there 

and where to go.  

 

4.5 Blogs as a source of qualitative data 

 
From the perspective of marketing research, the most interesting virtual world is most likely 

Second Life because of the vivid marketing activity there. However, not all users in Second 

Life are pleased with in-world marketing activities. Many active Second Lifers have an 

offensive attitude toward virtual world marketing. As a consequence, in Second Life it could 
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be challenging to conduct research on marketing only by interviewing and observing avatars, 

which had been the initial plan in this study. It would also be difficult in other virtual worlds, 

however, for other reasons. The problem with many other virtual worlds such as World of 

Warcraft is that the presence of the marketers is not even allowed. Especially in game-

oriented worlds, marketing has some limitations because certain kinds of marketing methods 

might interfere with the gaming experience.  

 

However, to overcome some of the challenges mentioned above, virtual ethnography on blogs 

offers a good option for exploring virtual world marketing. The marketing activities in virtual 

worlds are widely discussed, especially on the blogs. Thus, blogs contain a great deal of data 

on virtual worlds and on marketing. In blogs people can discuss the state of virtual world 

marketing as it is today, its major flaws and advantages, and ways in which virtual world 

marketing could develop further. Instead of just reflecting on virtual world marketing of 

today, blogs also offer a vision of what virtual world marketing could be in the future. Many 

popular bloggers are professionals or experts on the subject, and the commentators are mostly 

avid virtual world users or other experts. The bloggers represent, among others, the 

companies consulting in virtual worlds, companies having marketing operations in virtual 

worlds, marketing specialists, journalists, and avid virtual world users. There are numerous 

blogs that are very active and contain useful discussions on virtual worlds. In addition, from 

the ethical point of view, because blogs are published on the Web, the risk of violating 

privacy is smaller than in some other sources on the Web such as closed discussion forums 

(Puri 2007).   

 

Blogs are Web pages containing short entries of an author in reverse chronological order. The 

term blog was used for the first time in 1999 as wordplay on weblog (The Economist 2006). 

In few years blogs have become a common way of sharing information and ideas on the Web. 

A blog tracker, Technorati (2007), is already tracking 112 million blogs that are publishing 

1.6 million entries every day. Blogs are normally free to maintain and easy to use, and the 

most successful bloggers can even earn a reasonable amount of money by having 

advertisements on their blog. Entries in blogs, called posts, normally also contain links and 

pictures, and sometimes videos. Blogs also include interactions between readers and the 

author. The readers of the blog are normally able to comment on entries to discuss the subject 

further. People typically just give a brief comment on the entry, while occasionally blogs are 

relatively close to being discussion forums.  
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Most of the blogs provide a critical point of view on virtual world marketing. However, 

because some of the entries are written by company representatives, they might be biased or 

written solely for public relations purposes. In addition, one problem with blogs is that they 

might reflect the view of experts and avid users too much instead of average users.  

 

4.6 Downloading and organizing the data 

 
Blogs concerning virtual worlds and marketing were initially found linked from various Web 

sites and search engines. The most appreciated blogs were relatively easy to find since 

bloggers actively quote and recommend other blogs. After the initial investigation, the most 

relevant blogs were imported into Google Reader.9  The selected blogs included, among 

others, The Second Life Herald (http://foo.secondlifeherald.com), a blog that actively 

comments and publishes news on Second Life, Terra Nova (http://terranova.blogs.com), a 

blog founded by Edward Castronova that represents a bit more of an academic perspective on 

virtual worlds, New World Notes (http://nwn.blogs.com/nwn/) by W. James Au, a journalist 

and former employee of Linden Lab, Kzero (http://www.kzero.co.uk/blog/), by UK-based 

virtual world consultant Nic Mitham, and Jaffe Juice (http://www.jaffejuice.com/) by Joseph 

Jaffe, a popular blogger and founder of crayon, a marketing company specializing in new 

kinds of marketing solutions. For instance, in Second Life crayon created a marketing 

campaign for Coca-Cola. 

 

In Google Reader, marketing blogs and virtual world blogs were divided into separate folders. 

Then, blogs concerning virtual worlds were searched for the term marketing and blogs 

concerning marketing were searched for the term virtual worlds. This ensured that the search 

results were relevant to both marketing and virtual worlds. The search had to be done in a 

rather complicated manner because Google Reader has only limited search functions. When 

the search was performed, even a basic search within Google Reader was a completely new 

feature. The search gave 1,208 results, of which 176 entries were downloaded according to 

relevance, judging by the title of the entry and the relevance of the blog. Blogs having active 

                                                 
9 Google Reader is a feed reader. Feed readers aggregate content from various Web sites to provide a 
consolidated view of the content. The idea of the feed reader is to make it easier and faster to follow Web sites 
that are updated regularly such as blogs and news sites. In Google Reader, Web sites can be organized into 
folders and information can be searched within the selected Web sites or within the selected folders. The beta 
version of Google Reader was released in 2005 and the final version in 2007 (Wikipedia 2007c).    

http://foo.secondlifeherald.com/
http://terranova.blogs.com/
http://nwn.blogs.com/nwn/
http://www.kzero.co.uk/blog/
http://www.jaffejuice.com/
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commentators and thus vivid discussion were favored. In addition, 35 other relevant posts 

were included in the research. The other posts were found mainly through links from initial 

posts that were downloaded. The blog entries were downloaded between 12 and 17 September 

2007. 

   

 Altogether, the material from blogs consisted of 211 posts and 1,086 pages of single-spaced 

12-point text including pictures (see Appendix III for a list of the most relevant threads). All 

comments in the posts were included in the research together with the blog entries. In some 

blogs, discussion had a remarkable role whereas posts on some blogs were only rarely 

commented on. The huge number of pages can be attributed to the really active discussion on 

some blogs. To take an example, some entries of Terra Nova had comments for more than 40 

pages and 20,000 words.   

 

The quality of the discussion was mostly good. Nevertheless, the discussions also contained 

quite a lot of repetition, which can be considered to have both negative and positive effects 

for this research. The good thing is that the results of this research are probably more reliable 

as it more accurately reflects the commonly assumed views on virtual worlds. However, the 

negative thing is that, in part, the discussion on virtual world marketing was narrowed to only 

a few issues such as debates on certain marketing activities and practices in Second Life. It 

was expected that other virtual worlds have also received more attention. In addition, the 

discussion on marketing in Second Life was limited mostly to current marketing practices 

such as launching a company island in Second Life. Besides, fewer than 211 blog entries 

probably would have been enough since almost all the blogs were dealing with Second Life. 

World of Warcraft received some attention whereas Habbo Hotel was mentioned only a few 

times. Typically Habbo was mentioned for its enormous user base. However, considering its 

enormous user base, Habbo did deserve more attention. Not even a single blog had a 

comprehensive discussion on marketing actions inside Habbo Hotel. One possible reason for 

this is that Habbo Hotel is a virtual world for teens, whereas World of Warcraft also has adult 

users and Second Life targets only adults. The teens spending time in Habbo Hotel are 

probably not too keen on joining the discussion on virtual world marketing and adults do not 

have sufficient interest to join Habbo to learn more about it. In addition, from the innovational 

and technological point of view, Habbo may not be as interesting as Second Life.  Judging 

from discussion on blogs, it seems that the marketing in virtual worlds would almost equal 

marketing in Second Life, even though judging by the user base Second Life does not defeat 
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Habbo Hotel or World of Warcraft. In addition, media attention on virtual worlds 

concentrated mainly on the marketing actions in Second Life. 

 

After the blog entries were downloaded, the data were coded. In the second phase, the text of 

the blog entries was reduced to 41 pages and categorized. When the data were reduced, a 

reference to the original blog entries was added. The data were analyzed further and reflected 

on the literature of interactive marketing and of virtual worlds. The aim was to condense the 

data without losing information. Analysis was done manually, without use of specialized data 

analysis software.  
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5. Exploring virtual world marketing  

5.1 Introduction 
 
The following part of the study aims to explore virtual worlds and virtual world marketing on 

the basis of the research material obtained and by comparing it with the existing literature on 

marketing and virtual worlds. The quotations are taken from the blogs that were downloaded 

and analyzed. The meaning of quotations is to give examples of the discussion on the blogs, 

not necessarily to represent the common view of the discussion. To ensure privacy, most of 

the quotations are left anonymous. 

   

5.2 About virtual worlds 
 
Based on the observation, virtual worlds are a highly immersive medium. The technology of 

today already allows users to get experiences in virtual worlds that resemble experiences in 

the physical world. The graphics of virtual worlds such as World of Warcraft are impressive. 

For instance, a user can really enjoy the beautiful sceneries of World of Warcraft, get 

absorbed in the quests, and lose the sense of time. All the virtual worlds visited are different 

from each other. Visually, Second Life is considerably inferior to World of Warcraft, which is 

visually years ahead. In World of Warcraft, graphics run more smoothly and are more 

detailed. Normally when a user changes location in Second Life, it takes a while before all the 

objects in the environment are downloaded. 

 

For a first time user, it takes time to find out what to do in Second Life. That might be one 

reason for many people to visit Second Life only a few times; it takes time and commitment 

to find the most interesting places. In addition, a user has to make the effort to create social 

connections with other users.  In World of Warcraft, first-time users have a better idea of what 

to do, because non-player characters give quests for the players from the very beginning. 

While doing the quests, players learn what else there is to do and create social connections 

with other players. In World of Warcraft it is normal that players gather on the city square for 

chatting and passers-by wave to each other. Most of the players belong to a guild that 

increases social interactions with other players. 
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Most of the analyzed blog discussions dealt with Second Life. Other virtual worlds such as 

World of Warcraft are also discussed on the Web; however, the discussion is more gameplay 

than marketing oriented. 

 

‘In the end, the market will probably not support a ton of massive, private virtual 

worlds. A few big worlds will no doubt capture significant market share, but I 

believe that most consumers will gravitate towards platforms where it is easy to 

move from one niche world to another, just as you can hop from one website to 

another with your web browser.’ 

- A virtual world consulting company blog 

Some bloggers, especially avid Second Lifers, believed that Second Life was going to be the 

future of virtual worlds. However, many bloggers were skeptical about the Second Life hype 

from the very beginning. Castronova, a pioneer researcher of virtual worlds, assumed on the 

Terra Nova blog that  

2007 may become known as the virtual world crash. That was the year when all 

the serious people decided that everything they heard about virtual economies 

was crap, just because SL turned out to be more like Mayberry than Manhattan 

On the other hand, who cares. While the serious people decided it was all hype, 

the game masters continued to crank out virtual worlds and thereby sucked 

more and more real energy out of the mainstream economy. By 2012, 

macroeconomic effects became evident. 

To examine the situation of virtual worlds a year later, Castronova predicted the future fairly 

well. However, crash might not be the right word to describe the development of the situation 

of virtual worlds in 2007. Nevertheless, the attitude toward virtual worlds, especially toward 

Second Life, changed considerably.  

 

In the interview it was suggested as well that the real breakthrough might come after Second 

Life. The huge potential of virtual worlds was also pointed out in the interview. For example, 

as the displays and controls develop, virtual worlds become more immersive. The 

improvements might be pretty drastic, for example, someday the traditional interface could be 

replaced by a neuro-controlled interface.  
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5.3 Virtual world marketing of today 
 

‘Clearly, lots of interesting kinds of advertising work on the Internet. Paid search 

works. Product placement in video games works. Something will work in virtual 

worlds, too. I am just not sure that we've figured it out yet. What I've seen so far 

feels like tired old interruption marketing in a new venue that lets us all feel cool’ 

- An Internet marketing blog 

 

Virtual world marketing is still a new phenomenon. Even though modern virtual worlds have 

existed since the end of the 90s, virtual world marketing gained a foothold only after the 

breakthrough of virtual worlds such as Second Life and Habbo. Therefore, virtual world 

marketing is still fairly immature and missing the tradition. Until now marketing in Second 

Life has been fairly experimental. Only a few companies have taken marketing actions that 

could be considered successful. Most companies have not been able to attract visitors to their 

locations. According to a survey in Second Life conducted by German marketing agency 

Komjuniti, 72% of the 200 respondents were disappointed with the marketing activities in 

Second Life and only 7% considered current virtual world marketing activities to be having a 

positive influence on brand image and on their buying behavior (openPR 2007). 

 

‘As a media advertising professional who is additionally addicted to Second Life 

— my thoughts are that marketers are mostly using the virtual word incorrectly’ 

- A commentator on a virtual world blog  

 
Companies have not yet established generally accepted marketing practices in virtual worlds. 

The common view on the blogs was that the marketing actions of the companies in Second 

Life were pretty unsuccessful. Virtual world residents felt that marketers have not really taken 

them into consideration. Many agreed that most of the companies in Second Life only build 

some fancy buildings on isolated corporate islands without providing any value for the 

community.  

 

In addition, some companies themselves were skeptical about the benefits of virtual world 

marketing. Many companies were quite unsure how to manage marketing in virtual worlds 

and how to benefit from it. For example, a representative of HP, Eric Kintz, wrote an entry on 
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his corporate blog titled “Top 10 Reasons as to why I still need to be convinced about 

marketing on Second Life.” Among other things, he was skeptical about how a large brand 

can reach customers in Second Life if only a few people can be in one place at the same time: 

“The model is not yet scaleable—Second Life can only accommodate less than 100 people in 

one place at any point of time, not a very exciting statistic for a large brand.”  

 

Then, hype around Second Life faded and even the media started to criticize Second Life and 

the marketing opportunities it has to offer. However, not all the bloggers agreed with the 

criticism of the media. They felt that companies just did not know how to deal with marketing 

in Second Life. If companies had planned their marketing campaigns more carefully and had 

taken the special characteristics of virtual worlds into more careful consideration, they would 

have done better. 

  

5.4 Why should companies enter virtual worlds? 
 

‘Why does so many companies invest so much in a virtual world with no 

inhabitants? I guess for two reasons: (1) To get the PR and (2) for the marketing 

guys to be able to tell that at least they weren’t caught napping, while something 

major happened in the evolution of the web.’ 

- A commentator on a virtual world blog 

 
Many of the bloggers believed that hype attracted most of the companies into virtual worlds. 

Companies entered Second Life because they were afraid of missing something important. 

Some companies entered Second Life because of public relations: When a company entered 

Second Life, it had a good chance to make headlines in major media such as BBC or 

BusinessWeek. Probably thousands of newspapers, magazines, and Web sites have mentioned 

companies such as IBM and Reuters while writing about Second Life. 
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‘There’s emotional engagement, like marketing that elicits strong feelings. There’s 

social engagement, like spreading word of mouth, participating in a group like 

Harley HOGs, etc. There’s physical engagement, like playing with or using a 

product. (What car salesman would be worth his weight if he doesn’t get you into 

the car to feel the leather and drive it around?) All of this leads to the engagement 

that matters the most to advertisers, the decision to buy.’ 

- A virtual world consulting company blog 

 

In discussions of virtual world marketing, engagement was mentioned several times. 

According to the blogs, companies should engage their customers and offer them branded 

experiences. Virtual worlds are not suitable for engaging masses of people, but the benefit of 

engagement in virtual worlds is that the length of an engagement is significantly longer than 

in other media. Virtual worlds are especially suitable for engaging smaller segments. Virtual 

worlds are a way to be “part of people’s lives.” 

 

“I’ve said this again and again - companies aren’t getting into Second Life 

because of what it is today but what it will become in the very near future….and 

because of the head start/lessons learned they are betting they will be in a position 

to benefit from getting involved now”. 

- A commentator on a virtual world blog 

  

In addition, one reason for companies to enter Second Life is to learn from virtual worlds. 

Even though marketing in virtual worlds is still challenging, it certainly helps companies to 

prepare for the virtual worlds of the future. For most of the projects in Second Life it is still 

too early to calculate return on investments. Nevertheless, experimenting in Second Life is 

still relatively cheap and may pay off in the long run. According to many blogs, now is the 

time for innovating and experimenting.  

 

Therefore, in accordance with previous statements, it is highly probable that some companies 

did not enter Second Life to reach Second Lifers but to experiment and prepare for the future.  
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5.5 Challenges in virtual world marketing 
 

The basic principles of marketing are also valid in virtual worlds. However, because of the 

special characteristics of virtual worlds, some issues have to be taken into consideration when 

planning and executing marketing in virtual worlds. So far companies have had problems in 

virtual worlds, and only a few companies have gotten enough visitors to compete with the 

most popular places in Second Life. 

‘It's a good tool for communication, a way to create intimate space with customers 

but not an efficient way to reach masses in a grand sweep like television, radio or 

web pages. I just don't get why anyone ever thought of it that way in the first place 

with such inherent limitations in the technology. That said, it's a fantastic place for 

innovation, creativity, design, experimentation and communication on a smaller 

scale.’ 

- A commentator on a business blog 

The common view in the blogs was that virtual worlds are a difficult media for reaching mass 

audiences since only a limited number of users will be in the same location at one time. On 

the other hand, it is not impossible to reach the masses in virtual worlds. In virtual worlds 

such as Second Life, all activities do not have to be in a single location. On the contrary, 

marketing efforts can be spread around the virtual world. In some cases, the whole virtual 

world is a branded corporate world, in which case there is no limitation on the overall size of 

the audience. The technology of today still restricts how many users can be in the same 

location at the same time. However, in many cases it could be better to create intimate spaces 

and events. 

Sometimes the content in virtual worlds might be in conflict with the brand. For instance, 

many of the virtual worlds are fantasy worlds. The presence of real-life brands might interfere 

with the virtual world experience, and a medieval fantasy setting might not be a suitable 

environment for a modern brand. In Second Life, most of the companies have private islands 

where they are able to control the environment without any close neighbors. Some blogs 

suggested that companies should go to the places where the people are—in other words, to the 

dense mainland. On the other hand, in observations in Second Life it was noted that in an 

unrestricted virtual world, the neighborhood might be constantly changing. For example, the 
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parcel next door might unexpectedly be suddenly full of enormous billboards advertising 

Second Life’s mature content. 

The islands in Second Life are normally far away from the mainland; thus the only way to get 

to them is by teleporting. Therefore customers will not end up there by a coincidence; instead, 

they need a reason to go there. To get the people there, companies should have ongoing 

activities on the islands, and the content should be updated regularly. 

‘it's amazing the number of businesses that are left as a self-service place. You 

walk in there, and you're on your own to figure stuff out. The ones I've seen that 

are the best will usually have the owner of the place hanging out or when she/he 

isn't there, there will be a host there to greet folks as they come in’ 

- A commentator on a virtual world consulting company blog  

Many bloggers agreed that companies should have staff on their locations. At the moment, in 

Second Life only a few companies have company representatives on company islands. A 

company representative could, for example, welcome visitors and help customers to 

familiarize themselves with the company location. 

“As an avid second life user, I knew nothing about the 9/11 event, further more 

even if I did know I wouldn’t care. Most users don’t care anyway about company-

created events, with the exception of “town-hall meetings” with Linden 

employees.“ 

- An commentator on a virtual world blog  

One problem in marketing in Second Life is that some residents do not even want real-life 

companies to be able to enter Second Life. According to them, they log into virtual worlds to 

get away from the real world, not to see, for instance, corporate locations or advertising. 

Some of them want to keep Second Life purely as a fantasy world. The most radical users are 

even demonstrating against the companies and trying to prevent them from entering Second 

Life, even though companies are on remote islands far away from the mainland. 

In addition, one challenge in virtual world marketing is the lack of metrics. There are no 

generally approved methods to measure the success of virtual world marketing. It was 

suggested that some traditional methods could be applied to virtual worlds such as surveys 
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and focus groups. For quantitative measures, the length of time spent in the company’s 

location or length of interaction with company’s objects could be measured. 

 

5.6 Marketing in different kinds of virtual worlds 
 

A wide range of virtual worlds exists, and it is important for a company to select the right one. 

Before entering a virtual world, marketers should investigate in which virtual world the 

customers can be found and which virtual worlds are the most appropriate for the company. 

As detailed earlier, virtual worlds can be divided into four categories: static game worlds, 

static social worlds, dynamic game worlds, and dynamic social worlds. 

 

Heretofore, virtual world marketing has taken place mainly in the social virtual worlds such 

as Second Life. For example, no marketing campaigns are permitted inside the game-oriented 

World of Warcraft. Nevertheless, Gold farmers, which represent the black market of World of 

Warcraft, are prominently visible in World of Warcraft. It is quite common to see gold 

farmers’ sales forces standing in the busy city square promoting their services.  

 

 

Figure 4. A gold farmer advertising in World of Warcraft 
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Regular companies have no visible presence in World of Warcraft. In game-oriented worlds 

some marketing actions could interfere with the gameplay and disturb the gaming experience, 

especially in the fantasy virtual worlds. The gaming experience would suffer if brands from 

the real world were added into the fantasy world, and equally true, a fantasy environment of 

dragons and monsters might not be an appropriate environment for some brands. A beer brand 

in the medieval fantasy environment of World of Warcraft might work, but what about a 

modern Japanese car or a credit card?  

 

Therefore, marketers use other ways to get access to millions of players of fantasy worlds. For 

example, a bank launched a World of Warcraft theme credit card that enables consumers to 

gain free access to World of Warcraft (Blizzard 2007c). Another game-oriented virtual world, 

EverQuest II, allowed players in the U.S. to order a real pizza simply by typing “/pizza” while 

playing. Chris Kramer, a representative of the company behind EverQuest II, stated that the 

point of the ordering systems is that it “doesn't remove you from the game experience” (Wall 

Street Journal 2005).  

 

Nevertheless, marketers have more opportunities in the real-world-like game worlds. Years 

ago, game companies had to pay brand owners to be able to add real brands into games to 

create an authentic game environment (Kaikati 2004). However, ads are now a major source 

of revenue for game companies instead of a cost.  

 

Marketing in video games is a relatively new phenomenon. Advertisements on computer 

games took off after consumers’ computers were connected to the Internet, allowing 

advertisers to update their billboards in computer games in real time (Wall Street Journal 

2006). The growth of the video game advertising industry has been fast. In 2006, Microsoft 

acquired Massive, a two-year-old start-up placing ads in video games, for as much as $400 

million (Wall Street Journal 2006). By advertising in video games, marketers get access to a 

growing consumer segment that is spending less time every year consuming traditional media 

such as television (CNET 2006). 



53 
 

 

Figure 5. Fake advertising in Grand Theft Auto: San Andreas 

 

The expansion of advertising into video games, advergaming, is closely related to virtual 

world marketing since the line between video games and virtual worlds is blurred and gets 

even more blurred every year. It is highly probable that already in the near future most of the 

games will adopt more features from virtual worlds. Why would players want to play alone 

against computer-controlled non-player characters if the technology of today allows playing 

against other real players and socializing with them?  

 

Both real-world-like game-oriented worlds and social worlds are suitable environments for 

virtual world marketing. However, the different characteristics of each have to be taken into 

consideration. In social worlds, customers can visit a company’s virtual office or attend a 

focus group. However, in a game-oriented world, such activities would interfere with 

gameplay. Advertising works better in a real-world-like game environment, and the attitude 

toward advertising might be more positive there. For example, when companies advertise in 

the real-world-like virtual worlds, they provide value for users by increasing the level of 

realism of the world (Nelson 2002). Marketing inside the game worlds has many similarities 

with already existing marketing methods, except that in the game worlds, everything is 

digital. At the moment, most marketing in game worlds consists of advertisements such as 

billboards or product placement such as branded cars.  
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Currently most of the existing virtual worlds are static worlds. From a marketing point of 

view, static worlds are the most secure option because, for example, in static worlds other 

users are not able to create controversial content that would be in conflict with the brand. 

Nevertheless, in static virtual worlds, companies might be dependent on the virtual world 

provider, contrary to dynamic virtual worlds such as Second Life. 

 

In Second Life, companies entering the virtual worlds are responsible for their own content 

creation.  Linden Lab does not offer any content creation services or interfere with the content 

creation process. Even though the ability to freely create content might also have some 

disadvantages such as controversial content, it also provides new marketing opportunities. In 

dynamic virtual worlds, customers are able to create and modify objects that could be used in 

various creative ways. 

  

 

Figure 6. User-created Coca-Cola vending machine in Second Life 

 
For example, crayon used this opportunity when designing the Virtual Thirst campaign for 

Coca-Cola in Second Life. The Virtual Thirst campaign was a competition for consumers to 

design a virtual Coca-Cola vending machine that “would vend Coca-Cola experiences.” For 

example, one of the contestants designed a vending machine that looks like a normal vending 
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machine; however, instead of providing a bottle of Coke, the vending machine transforms 

itself into different sceneries depending on the selected drink. A marketing campaign like this 

could not have been done before dynamic virtual worlds such as Second Life.  

 

In some cases a company can even create its own virtual world. For example, in 2007 a 

Finnish energy drink brand, Battery, launched a Battery Formula Racing game. In Battery 

Formula Racing, users first gather in the launch area, where they can chat, create teams, and 

arrange races with other players. The entire environment, including the launch area and race 

track, is completely branded for Battery and for Formula One team WilliamsF1, including its 

partners. Battery is also a partner of the WilliamsF1 team. 

   

 

Figure 7. The lounge in Battery Formula Racing game 

 

By having its own virtual world, the company can control the entire virtual world experience 

and build a virtual world completely around the company’s brand with no limitations. 

However, the drawback is that launching a virtual world is a major investment. As stated 

earlier, it may cost as much as US$100 million to develop a virtual world (BusinessWeek 

2007a). Nevertheless, of course there are also much cheaper options for creating virtual 

worlds. 

 



56 
 

 

Figure 8. Playing with other users in Battery Formula Racing Game 

 

5.7 Suggested ways to improve marketing efforts in virtual worlds 
 

‘In fact, most brand islands in Second Life are ghost towns. Why is that? I think 

that most of the companies that have built in Second Life have done so without 

really knowing why and the approach they typically use comes from their 

traditional marketing experience’ 

- A marketing blog 

 

Marketing practices used in other environments probably will not work in virtual worlds; thus 

marketers have to learn new ways to operate in virtual worlds. Marketers should know the 

virtual worlds before getting in. In order to better understand virtual worlds, marketers should, 

for instance, spent time in virtual worlds, conduct ethnographical research, and be in contact 

with local communities. 
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‘When you've got all the power of an imaginary world to paint your picture and send 

your message, why are we futzing around with virtual branch offices or selling 

imaginary cars? I just don't get how real brands and real products seem exciting in a 

virtual world’ 

 - An Internet marketing blog  

 

Most companies operating in Second Life have bought their own island; only a few 

companies have any presence on the main islands. On their islands, companies normally have 

a virtual branch office and maybe some promotional activities. However, the island should be 

more than buildings. If a company has an island in a virtual world, marketers first have to get 

the visitors in and then give them a reason to return; therefore, company presence in virtual 

worlds should be attractive and bring value to customers. 

 

“In order to participate in a campaign on Second Life, users have to actively seek them 

out. The virtual land area in Second Life is about five times the size of Manhattan and 

growing. Finding a virtual construction requires knowledge of that location’s 

coordinates through other means, usually a blog post. Those who actively seek out a 

campaign are already interested in the brand. That, coupled with the high level of 

interactivity, can create brand evangelists, influential voices online who blog about 

things they’ve experienced and can amplify the reach of a campaign” 

- A marketing blog 

 

Virtual world marketing should be integrated with other marketing channels. Campaigns 

should be cross promoted or entirely integrated. For example, consumers could get some 

special benefits from visiting virtual worlds such as promotional codes that could be used 

outside the virtual worlds to buy a company’s products. Customers could be redirected from 

virtual worlds to a company’s Web site and vice versa. Some content such as videos could be 

imported into virtual worlds from other media. However, most of the content transferred from 

other sources might fail to create interaction (Parson et al. 1998). 

Companies have not had anything interesting to offer virtual world users. Many bloggers 

agreed that companies should have a product or a service at their location so users would have 

a good reason to visit a company’s location and also have a reason to return. Second Life 

users would especially like entertainment and social networking. The problem is that 
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companies are not investing in virtual world locations after their initial investment. Only a 

few of the companies have staff in virtual world locations to exchange a few words with 

customers. For example, native companies in Second Life normally have a host to welcome 

visitors. Companies do not use the same tricks as native Second Life companies to get more 

visitors. 

‘To play in Second Life, corporations must first come to a humbling realization: in 

the context of the fantastic, their brands as they exist in the real world are boring, 

banal, and unimaginative’ 

- A virtual world blog 

 

In order to get consumer attention, companies have to be attractive. For example, if a 

company has its own location in a virtual world, it has to appear attractive because users are 

visiting the location voluntarily (Parsons et al.1998). Being attractive helps companies to get 

attention, which is the “scarcest commodity of the information age” (Kozinets 1999). 

 

To attract people, companies first have to attract a critical mass. Empty locations do not 

attract any users; after all, virtual worlds are all about social networking. In Second Life, for 

example, avatars can be seen as green dots on the maps. Green dots attract more users because 

users think there must be something interesting going on where other avatars are located. This 

is known as a “green dot effect.” Therefore, companies should have ongoing activities on 

their locations. 

 

Company representatives should also have appropriate avatars to attract more users. For 

instance, virtual worlds might have avatar clerks that could adjust their behavior in 

accordance with the customer in order to become more appealing (Hemp 2006). 

 

5.8 Success factors 
 
Marketing in virtual worlds has to be built on the new virtual world marketing tradition that 

takes the special characteristics of virtual worlds into consideration. In the following sections, 

three critical success factors that must be taken into consideration when marketing in virtual 

worlds are reviewed. The importance of the following factors is dependent on the types of 

virtual worlds and marketing methods used.  
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5.8.1 Value for customers 
  

’If you want people crowding around your towering marketing icon in Second 

Life, you need to find out what your market wants, but isn't getting. And give it to 

them.’ 

- A virtual world blog 

 

In order to get customers’ attention in virtual world marketing, marketers have to provide 

them with value. If customers will not benefit in some way from an interaction with 

marketers, they will teleport somewhere else. It has to be taken into consideration that 

ultimately it is consumer’s call whether to interact with the company or not (Schumann et al. 

2001). If marketers would provide more value, they would have better a chance of engaging 

their customers in their marketing activities (Parson et al. 1998).  

 

The value for which customers are searching might be anything from relevant product 

information to direct financial benefits. For example, native companies in Second Life give 

visitors Linden Dollars as a reward for nothing more than simply spending time on their 

islands. In this way native companies have attracted numerous visitors onto their islands and 

raised their rankings in search results of the most popular places in virtual worlds. 

Nevertheless, that might not be a sustainable way to create relationships with customers. 

However, it proves that by simply giving something away, it is possible to increase the 

number of visitors. 

 

‘I'm baffled by what American Apparel thought they were going to get. Putting 

some mediocre clothing, vastly inferior to what most residents sell, in a small store 

and then never doing any events, never changing anything...’ 

- A commentator on a virtual world blog 

 

For numerous reasons, most real-life companies in Second Life have had problems getting 

customers onto their company islands. One reason is that customers have not received enough 

value for visiting the islands. Too many companies have had only some nice buildings or 

virtual products displayed. This has not created enough value for customers; thus most 

company islands in Second Life have been deserted. 
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Company locations should be interesting all the time; marketers should therefore create new 

content and constantly organize events. Without ongoing activities, customers do not have a 

reason to come back. 

 

Figure 9. Nissan Island in Second Life 

 

One commonly used way of providing value for customers in Second Life is to give freebies. 

In virtual worlds it is cheap to give freebies since there are no production costs for virtual 

products. Freebies should be meaningful and interesting for the customers. Many companies 

are giving real-life products as freebies. For example, Nissan has a gigantic dispenser in 

Second Life that gives away free virtual Nissan cars. In addition, Nissan has built a track 

where customers are able to try their new car. Nissan freebies are probably one important 

reason that Nissan’s island almost always has visitors, unlike most of the other company 

islands. 
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5.8.2 Highly Interactive applications 
 

’There are definitely a lot of ways to do things wrong in SL. Companies that think 

they can just get in there and draw traffic based on their name will be very 

disappointed with their results. People don’t on SL to shop or be impressed upon; 

they use SL to interact with people and places. Companies who focus on 

interaction rather than selling will see success.’ 

-A commentator on a marketing blog 

 
Not too surprisingly, interaction, one of the main characteristics of virtual worlds, was seen as 

an important element of virtual world marketing. The degree of interaction is higher in virtual 

worlds than in other interactive media such as the Web. In virtual worlds, customers can 

interact, e.g., with the company’s representatives, products, or other customers. Interaction in 

virtual worlds can even be as real as in the physical world. One reason for companies failing 

in virtual worlds was that they did not pay enough attention to create interaction with 

customers. By increasing the level of interaction, companies can engage customers. 

 

“In essence, from a neurological standpoint, virtual reality IS reality. Presumably, 

some virtual reality environments are better than others, and some online social 

interactions are more potent than others. Still, marketers looking to develop 

relationships with their customers have to realize that the online interaction can 

be as real as, well, reality” 

- A marketing blog 

In blogs, discussions of social aspects of interactivity were emphasized because of the social 

nature of virtual worlds. Social aspects were seen as a main motivating factor in customer use 

of virtual worlds. To enhance social interactions, companies should have representatives at 

their locations. It is better to have real people at a company location than computer-controlled 

avatars because virtual-world users want to interact with real people. 

Virtual-world customers should also be able to interact with a company’s products. Marketing 

can be highly persuasive when customers are voluntarily interacting with a company’s virtual 

items. For some products, virtual worlds are more suitable than for others. It might be 

pleasant to drive and experience a car in a virtual world, while for some products, the 

information-rich Web might be a better medium. 
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‘Looking at some of the most publicized corporate projects in SL, I feel like most 

companies haven’t grasped the nature of the medium. The platform has the 

potential to involve the consumer with a brand, like no other medium before. I 

would love to see more projects, where visitors are incorporated in design 

processes or idea generation. I see large potential in SL to give customer feedback 

to companies.’ 

- A commentator on a virtual world blog 

 

Companies also benefit from high levels of interaction because interactivity allows consumers 

to give feedback and share ideas. A virtual world is suitable for getting customer input 

because it allows two-way communication in real time with customers. Because of the great 

media richness of virtual worlds and their three-dimensional characteristics, it is easy and 

functional, for example, to show new product designs to customers in order to get feedback.    

 

Starwood Hotel is a good example of a company getting customer input in a virtual world. 

Starwood built a virtual hotel in Second Life to test-market its new hotel design. The 

company then observed how consumers behaved in the new hotel and collected feedback. 

Starwood Vice-President Brian McGuinness stated, “We're saving money. If we find that 

significant numbers of people don't like a certain feature, we don't have to actually build it” 

(BusinessWeek 2006b).  

Lombard and Snyder-Dutch (2001) propose that the degree of interactivity varies in 

accordance with the following variables:  

• Number of inputs from the users that the medium accepts and to which it responds  
 

• The number and type of characteristics of the mediated presentation or experience that 
can be modified by the user 

• The speed with which the medium responds to user inputs and degree of 
correspondence between the type of user input and the type of medium response 

• Range or amount of change possible in each characteristic of the mediated 
presentation or experience 
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The first element of interactivity is the number of inputs that the medium accepts from the 

user with a response. Most of the interaction in virtual worlds has been based on haptic inputs 

such as controlling the avatar with a keyboard and mouse. However, voice communication 

now is also becoming standard in virtual worlds, increasing the level of interactivity. In 2007 

voice communication was introduced into virtual worlds such as Second Life and World of 

Warcraft. 

 

On the blogs it was not discussed how voice communication would affect marketing in virtual 

worlds. Nevertheless, voice in virtual worlds will most likely also have an impact on 

marketing applications since it enhances interactivity and creates new opportunities to 

communicate with the customer. Traditional applications for voice communication include, 

for example, using it in customer service. As the technology develops, virtual worlds will 

most likely accept even more inputs from the user. 

 

Another variable that has an effect on the level of interactivity is the number and type of 

characteristics that users can modify such as colors and placements of objects. So far most of 

the marketing campaigns in Second Life have not taken advantage of the interactive 

characteristics of Second Life. Instead, many of the company islands have had mostly static 

content. However, on Nissan’s island, for example, customers can interact with the 

company’s products. 

 

The speed of response is also a significant factor in interactivity. In virtual worlds, action 

ideally leads to an almost immediate response; thus the interaction in virtual worlds can be 

considered a real-time interaction. However, the user would have to have a computer that 

performs well and a good Internet connection; otherwise, he or she might have to wait for 

downloading or for the computer to process the content. Marketers also have to take certain 

requirements into consideration and not provide content that is too heavy for virtual worlds. 

In Second Life, especially, it takes time for objects to download if the environment consists of 

multiple complex objects. The advantage of rather simple virtual worlds such as Habbo is that 

users do not have to wait for a long time for objects and environment to download.   

 

The range or number of changes possible in each characteristic of the mediated presentation 

or experience refers to the degree to which users can control each attribute of the experience. 

Virtual worlds are highly interactive because users can, for example, control the movement of 
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the avatars in the virtual environment. However, the level of interactivity differs between the 

virtual worlds. For example, the level of interactivity is higher in Second Life than in Habbo. 

In Second Life, users can move freely in the three-dimensional environment and create and 

modify objects. In Habbo, users are able to move only in one dimension without the ability to 

create or modify objects. Because of this, Habbo and Second Life are quite different 

environments for marketing. To take an example, it would have been difficult for Coca-Cola 

to launch the Virtual Thirst campaign in Habbo because users would not have been able to 

create prototypes for the competition.  

 

Even so, only a few companies have really taken advantage of the highly interactive 

characteristics of Second Life. Many of the marketing campaigns in Second Life could have 

been launched as well in Habbo because of the lack of highly interactive features in the 

campaigns.  

 

5.8.3 Community management 
 

‘…probably most significant flaw in the typical approach is failing to understand 

the community you are trying to engage with. Virtual Worlds are very different 

from websites and physical presences in that they are, by nature, platforms for 

social networks. In Second Life, it’s all about adding value to the community.’ 

- A marketing blog  

 

Most of the blogs emphasized the importance of the communities and stated that the real 

world companies do not understand communities in virtual worlds. In order to be successful, 

companies should seek ways to engage communities and create shared experiences for 

community members. In this study communities are defined as follows (Leimeister et al. 

2006): 

A virtual community consists of people who interact together socially on a 

technical platform. The community is built on a common interest, a common 

problem, or a common task of its members that is pursued on the basis of implicit 

and explicit codes of behavior. The technical platform enables and supports the 

community’s interaction and helps to build trust and a common feeling among the 

members. 
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Community management refers to an activity of establishing, maintaining, and re-producing a 

virtual community for commercial purposes (Holmström & Henfridsson 2002). Muniz & 

O’Guinn (2001) propose that a brand community is a “specialized, non-geographically bound 

community, based on a structured set of social relationships among admirers of a brand”. 

Bloggers noted that a company can join existing communities or create new communities 

around the brand. To join existing communities, companies can use methods such as 

sponsoring. More resources are needed if a company creates a new community.  

 

The active role of the consumer has to be taken into consideration when dealing with 

communities. According to Kozinets (1999), in virtual communities of consumption, 

“consumers are active, deeply involved, articulating and re-articulating their consumption 

activities”. Firat and Dholakia (2006) propose that consumer satisfaction is not going to be 

goal of marketing any longer; instead, “with the new conditions, marketing would have to 

reorient its goal toward consumer empowerment; that is, marketing would become a tool of 

consumer communities to enable them further in constructing their particular modes of life or 

ways of organizing and experiencing life”. 

 

‘Building a community around a product, brand, or company, and having plenty of 

participation from company representatives, can have multiple benefits. Beyond 

providing a distortion-free and rapid communication channel, it allows customers 

to interact with each other and with the company on a personal, social basis’ 

- A marketing blog 

  

Companies need to have conversations with the community. Company representatives also 

need to interact in the communities in order to create communication between the company 

and the customers. Smaller virtual locations are sometimes better than larger ones because 

they create a more intimate atmosphere that enhances interaction between the community’s 

members. To foster integration into the community, companies can have community members 

as advisors and even employ them to work at the company’s virtual locations. In other words, 

marketing need to become a process of partnership (Firat & Dholakia 2006). 
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‘There are companies that do it right in SL and companies that do it wrong.. and 

there's in betweens... but if you'll notice, the companies that are doing it right are 

hiring QUALIFIED people that are also HEAVILY LOGGED into SL. The 

companies that are doing it right are hiring people who are in SL constantly 

anyway and are a major asset to the growth and development of the SL community 

as a whole. Simply put, the qualified people are the ones that live, work, and play 

in Second Life’ 

- A commentator on a virtual world blog 

 

In order to be attractive, companies have to provide value for a community. A community can 

get value from entertainment, free items, or relevant services. Because of the social nature of 

virtual worlds, companies should aim to enhance social interaction within the community by 

arranging events for the community or offering meaningful locations for interaction. 

Companies have to be part of the community “to facilitate the efforts of consumer 

communities to mutually construct their desires and the products (Firat & Dholakia 2006). 

 

‘Second Life has an existing culture that brands have to contend with when creating 

their own experiences, and that culture is very difficult for brands to jive with. A perfect 

example of this culture is the Second Life Liberation Army, a group of Second Lifers 

seriously bent on destroying corporate in-world outposts’ 

- A video game blog  

  

Companies should sometimes be in contact with local communities even though the members 

of the community would not be the target group. In Second Life, especially, companies have 

to be able to deal with many different kinds of communities. Many residents in Second Life 

are against a company presence and some of them have even organized in-world 

demonstrations against the companies. According to a protester, he or she did not care about 

company events or activities because in Second Life he or she did not want to be reminded of 

the physical world or see advertising or visit company locations. Some residents protest 

against companies even though most of the companies are located on remote islands far away 

from the mainland. The protestors want to keep Second Life as something different from real 

life and purely as a fantasy world. They feel that the presence of corporations is an intrusion 

of real-world commercialism into their fantasy world that must be stopped. To prevent 
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companies from entering Second Life, they have had demonstrations at corporate events and 

have created offensive content on corporate sites.  

 

  

Figure 10. Visitors on Nissan island with weapons and cages in Second Life 

 

Not all companies have had enough knowledge or skills to deal with the demonstrations. 

Some of the sabotage could have been prevented if companies had been better prepared. 

Because of anti-corporate activities in virtual worlds, companies should learn how to avoid 

and deal with sabotage and demonstrations. 

 

Before entering virtual worlds, companies should become familiar with the local culture of 

the virtual world that also to a degree determines the behavior of the different communities in 

the virtual world. Instead to have one best choice for all virtual worlds and communities, 

every choice is complex and can be differentially evaluated by various communities (Firat & 

Dholakia 2006).  

 

According to Giddens (2001, 22), culture refers not to the inherited but to learned aspects that 

are created by the members of a society to facilitate cooperation and communication. Because 

the characteristics of virtual worlds differ considerably in each virtual world, the culture is 

also distinct in each virtual world. To facilitate cooperation and communication in virtual 
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worlds, users have created certain norms that have to be followed. Norms come from the rules 

of behavior that reflect values of the culture and define what is considered important (Giddens 

2001, 22). For example, in World of Warcraft, users follow the unwritten norms that players 

have probably learned in other similar environments and then adjusted to World of Warcraft 

in order to facilitate gameplay; the strong culture within the community facilitates gameplay 

by allowing smooth communication and cooperation. When following the norms, players 

have better chances, for example, to increase the abilities of their avatars and make them 

successful, which is a key driving force for spending countless hours in-worlds (Castronova 

2001).  

 

In addition, it is important to get along with other avatars because the social status of an 

avatar has an effect on the entertainment value of a virtual world (Castronova 2001). In virtual 

worlds, all players are responsible for creating an entertaining game experience for all the 

players (Interview). Users not following the rules get immediate feedback from other 

members of the community. Feedback is the main method for educating new community 

members and preserving the culture. However, the norms in virtual communities are much 

more liberal and anarchistic than in the physical world (Interview). 

 

 

Figure 11. Avatars dancing the night away in World of Warcraft 

 



69 
 

 

Marketers also have to take the culture of virtual worlds into consideration when planning in-

world marketing activities. To take an example, spamming is really condemned in virtual 

worlds10. Nevertheless, unauthorized marketers in World of Warcraft advertise mainly by 

spamming. Therefore, some avatars, mainly of high level, might for example spit on the 

advertising avatars while passing by to protest against them. Marketers have to understand the 

culture of virtual worlds and learn how to deal with it. Virtual world users will most likely 

accept marketing efforts if norms of the virtual worlds are followed (Interview). 

 

English is probably the most common language in Second Life but there are also, for 

example, numerous German communities in-world. However, in the blog entries, the 

language barrier was not considered a problem and did not receive much attention. Perhaps 

language was not perceived as a problem because most of the blogs were in English, the same 

language mainly used in marketing activities in Second Life. Grace-Farfaglia et al. (2006) 

state that language might be a problem if the goal is to foster participation between cultures. 

In addition, they argue that cultural characteristics should be taken into account because 

motives for online participation are different in each country. International brands, especially, 

might face challenges with the languages and cultures in virtual worlds such as Second Life. 

Compared with other virtual worlds, Second Life is really a global virtual world, with users 

from around the world. Many other virtual worlds have local servers. For example, World of 

Warcraft can be played in German or Chinese, and Habbo has local hotels in numerous 

countries. In global virtual worlds, marketers have to take into consideration the cultural 

background of the communities and be able to communicate with them using the same 

language as the community. 

 

5.9 A model of virtual world marketing  

 
Based on the exploratory part of the study, it can be concluded that value provided for 

customers, interactivity, and community are critical elements in virtual world marketing. 

Combining the results of the empirical study with the literature review, a model of virtual 

world marketing was created to illustrate the findings, shown in figure 12: 

                                                 
10 Spamming in virtual worlds refers to continuously repeating the same line over and over again 
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Altered consumer behavior 

Consumer learning 

Telepresence Flow 

Value for 
customers 

Community 
Management 

Highly Interactive 
applications 

Customer 
input 

Success factors 

Virtual experience 

 

Figure 12. Virtual world marketing model 

 

The model proposes the route by which the success factors lead to the ultimate goal of virtual 

world marketing: altered consumer behavior. First, in order to provide customers with virtual 

experiences, marketers have to pay attention to success factors in virtual world marketing. 

The perceived virtual experience also depends on the mediating elements, flow and 

telepresence, that have an effect on experiences in virtual worlds. However, it is really 

difficult to control the degree of flow or telepresence in marketing applications. Consumers’ 

virtual experiences lead to enhanced consumer learning that may affect consumer behavior. In 

addition, virtual worlds are especially suitable for getting customer input since the 

communication is bidirectional and everything can be measured, since everything is digital. 
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6. Discussion 

 
This aim of this study was to explore virtual world marketing and to find factors for success 

in it. The study was conducted by applying qualitative methods of virtual and traditional 

ethnography. The results of the study are based on analysis of blogs concerning virtual world 

marketing, observations in virtual worlds, and an interview and literature review. All the 

methods used played a valuable role in this study and helped to answer the research question 

and the sub-questions. The research was initiated by conducting an expert interview and 

participant observation. The first phase of research created a basis for this research and aided 

in selecting the second method, virtual ethnography on the blogs, to go forward in the study. 

Blog analysis gave valuable and fresh information on the state of virtual world marketing of 

today and ideas on how it should be developed further. Combining the outcomes of virtual 

ethnography with the literature review, a virtual world marketing model was created and 

success factors defined. The model played an important role in helping to clarify the 

relationships between the success factors and other important elements of virtual world 

marketing. The success factors consisted only of elements on which companies can have a 

fairly direct impact. 

 

Because of the versatile nature of virtual worlds, several factors have to be taken into 

consideration in virtual world marketing. According to this study, three factors especially 

need attention in virtual world marketing: creation of value for customers, highly interactive 

marketing applications, and management of communities. All three factors overlap and are 

closely tied together. For instance, interactive marketing applications and membership in a 

virtual community create value for a customer. The weights of the various factors also differ 

in different virtual worlds according to the characteristics of those worlds.   

 

Above all, the three success factors are important because customers have a more active role 

in virtual worlds than in the traditional media. Whereas most traditional media marketing is 

based on one-way communication in which consumers are exposed to advertising, in virtual 

worlds customers can actively interact with the company. Customers can interact, for 

instance, with the company’s products or with the company’s representatives. However, in 

order to provide a reason to interact with the company, the interaction has to be reciprocal and 

deliver value for both sides. Otherwise, if consumers have no incentive to interact with the 
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company, they will simply teleport elsewhere. In virtual worlds highly interactive marketing 

solutions benefit both sides. For instance, because of the social nature of virtual worlds, 

consumers in virtual worlds enjoy social interaction. Therefore companies should also 

consider having real representatives in virtual worlds. A high level of interaction has also a 

positive effect for getting customer input.  

 

Communities have an important role in virtual world marketing. When operating in virtual 

worlds, companies have to be able to manage virtual communities. Companies can join 

existing communities or create new communities around company’s brand. Various kinds of 

activities and events can be organized for the community. Communities in virtual worlds can 

be exceptionally engaging and addictive for their members. 

 

In virtual world marketing it has to be taken into consideration that communities are different 

in each virtual world and attitudes toward the companies and toward marketing might be 

different. For example, in Second Life some communities are actively protesting against the 

presence of companies in virtual worlds. Consequently, companies have to take already 

existing communities into consideration when entering a virtual world and learn how to deal 

with them.   

 

One of the main advantages of virtual world marketing is the capability to offer virtual 

experiences to a customer. In virtual worlds, consumers can efficiently experience and learn 

about a company and its products because of the interactive and immersive character of 

virtual worlds. In a three-dimensional environment, consumers can examine products and 

learn about  product attributes. Virtual experiences can be nearly as real as direct experiences, 

depending on the nature of the virtual world. For example, the level of immersion might be 

considerably higher in World of Warcraft than in Habbo as a consequence of, among others, 

distinct levels of media richness. Virtual experiences resembling direct experiences have a 

highly positive effect on consumer learning. 

  

The concepts of telepresence and flow have a significant effect on perceived experience in a 

virtual world. By enhancing media richness in marketing, marketers can enhance the feeling 

of telepresence that may lead to richer consumer experiences. The state of flow might also 

have a positive effect on consumer learning. To contribute to the customer’s flow 

experiences, virtual world marketing should be challenging and interactive. To maximize the 
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benefit of a flow experience, marketing applications should play a central role in the creation 

of a flow experience. For example, in a game world, a car manufacturer might achieve better 

results using product placement to promote the car in a race game rather than advertising, 

because when the user achieves a state of flow, attention is probably focused on the car rather 

than on the advertisement. 

 

Before entering a virtual world, a company has to investigate what kind of a virtual world is 

most suitable for it. Virtual worlds can be categorized into static game worlds, static social 

worlds, dynamic game worlds, and dynamic social worlds. Static environments offer the most 

secure environment for a company while allowing the company to have more control over the 

virtual world experience. However, in dynamic worlds, a more active role can be given to the 

customer, and this has a positive effect on consumer learning. In game-oriented worlds, the 

gaming experience has to be taken into consideration when planning marketing activity. 
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7. Conclusion 

 

At the moment, most marketing in virtual worlds or in comparable online games consists of 

traditional advertising and product placement. However, traditional advertising might not be 

the most effective way to exploit the special characteristics of a virtual world. There is a huge 

potential in virtual worlds for new and innovative marketing methods that are highly engaging 

and take advantage of users’ active role in virtual worlds. From the marketing point of view, 

virtual worlds can be used especially to connect with customers, contribute to customer 

learning, and get customer input. 

 

Because of the special characteristics of virtual worlds, marketers have to take certain factors 

into consideration when operating in virtual worlds. To get the attention of the customer, 

companies have to create value for them. In addition, marketers have to be able to manage 

communities that play an important role in virtual worlds. And, finally, highly interactive 

marketing methods should be used to take full advantage of virtual worlds. Interactivity is the 

cornerstone of virtual world marketing, especially since it contributes to both customer 

learning and customer input. The degree of interactivity can be significantly higher in virtual 

worlds than in any other media.  

 

 

Future research and limitations 
 

This study was an exploratory study based on qualitative research methods. The main 

outcome of the study was a proposition for three success factors in virtual world marketing 

and a model for virtual world marketing. Because this research was exploratory in nature, the 

results of the study are merely suggestions. 

 

More research would be required to validate the outcomes of this research. In addition, more 

research is needed to investigate further causalities of the elements of virtual world marketing 

and the weights of different success factors.  
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Appendix I 

Glossary 
 
 
Advergaming Advertising in video games. 
 
Avatar  Representation of a user in a virtual world. 
 
Blog  A web log that displays entries by an author in reverse 

chronological order. 
 
Clan  An alliance of online gamers. Term used, e.g., in Quake. 
 
Flow  A mental state of full concentration. 
 
Gold farming An act of acquiring virtual assets intentionally by repeating 

profitable actions in a virtual world. 
 
Habbo Hotel A two-dimensional static social world targeting teens. 
 
Island A remote location from the mainland in Second Life that is 

privately owned and operated. 
 
IRC Internet Relay Chat, one of the first communication services on the 

Internet that allowed text-based chatting. Used mainly in the 90s.  
 
Linden Dollar The official currency of Second Life.  
 
Mod Modification of a video game. 
 
MMOG   Massive multiplayer online game, e.g., Quake or Counter-Strike. 
 
MMORPG Massively multiplayer online role-playing game, e.g., World of 

Warcraft. Most are fantasy worlds based on MUDs. 
 
MUD Multi-User Dungeons are text based role-playing games dating 

back to 70’s.    
 
Noobie, Newbie A commonly used term for first-time users.  The term is a 

wordplay on the expression “new user.” May have a negative 
meaning. 

 
NPC Non-player character. Characters in virtual worlds not controlled 

by a user. 
 
Online game  A video game played on the Internet with multiple users. 
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Parcel  Properties in Second Life that a user can buy and develop further. 
 
Second Life A pioneering dynamic social world that gained millions of users 

and numerous marketers from 2006 to 2007. 
 
Guild An alliance of online gamers. Term used, e.g., in World of 

Warcraft. 
 
Telepresence The feeling of being present in a computer-mediated environment. 

Sometimes abbreviated as presence. 
 
Virtual world A computer-based simulated environment intended for users to 

inhabit and interact via avatars. Also called a metaverse. 
 
World of Warcraft A game-oriented virtual world. The most popular MMORPG, with 

9 million subscribers. 
 
3D Three-dimensional. In this study it refers to three-dimensional 

virtual environments.  
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Appendix II 

Google Trends chart 

 
Source: Google Trends (2008a) 
 
Chart 1. Google search trend for Second Life, Habbo Hotel, and World of Warcraft.  

 
Google Trends show how often a particular term has been searched compared with the total 
number of searches in Google. Nevertheless, it has to be taken into consideration that the data 
provided by Google Trends may contain inaccuracies (Google Trends 2008b).  
 
The trend lines represent only approximations of the popularity of the three virtual worlds. 
Habbo Hotel and World of Warcraft were searched using the short version of the names to 
better reflect real searching behavior. Habbo Hotel is commonly known as Habbo and World 
of Warcraft as Warcraft. WoW is also a very commonly used abbreviation for World of 
Warcraft; thus the trendline for Warcraft should probably be even higher compared with other 
virtual worlds.  
 
The chart indicates that the popularity of World of Warcraft rocketed right away when it was 
launched in the U.S. and it has been popular ever since. The popularity of Habbo has 
increased steadily year by year without any significant volatility. In the case of Second Life, 
people were searching for information on Second Life especially after the media headlines at 
the end of 2006. Nevertheless, interest in Second Life had decreased significantly by the end 
of 2007. 
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 Appendix III 
 
Some of the most relevant threads used in the analysis 
 
Date Blog Thread 
    
2007-09-13 Next Up  What’s Wrong With Virtual World Marketing  

2007-09-10 Second Life Insider Practical Marketing - Top 10 reasons you should 

   not consider marketing in Second Life 

2007-09-07 Second Life Herald LL Selling Residents’ Souls To Data Miners? 

2007-09-07 Metaversed How Calvin Klein Swept L$1,000,000 Under the 

  Rug 

2007-09-05 Next Up Circuit City 2.0 in Second Life. 

2007-09-04 Kzero Telecom Italia crashes into Second Life 

2007-08-30 Tao Takashi SLCC: The Coca Cola/Crayon presentation 

2007-08-28 Tao Takashi SLCC: Business Track Observations 

2007-08-28 Second Life insider Coke campaign officially a success and not over 

2007-08-28 Metaversed Was Coke's Virtual Thirst a Virtual Flop? 

2007-08-27 ESC Blogs Coke Comes Clean about Second Life 

2007-08-22 ESC Blogs Surprise! A Balanced View of Second Life from 

   the Media 

2007-08-21 Your2ndPlace People Don't Like Marketing and Advertising 

2007-08-20 Teknobeduiini Virtuaalimaailmat ja lojaalisuus 

2007-08-19 Terra Nova Sustain That Brand 

2007-08-15 Kzero Real advertising for Metabrands 

2007-08-13 Neuromarketing The Neuroscience of Second Life 

2007-08-08 Virtual World News SpunLogic Provides Analytical Marketing for 

   Virtual Worlds 

2007-08-08 Kzero Exploring Metabrands: Second Analytics 

2007-08-03 Next Up Marketing to Youth in Social/Virtual Worlds 

2007-08-03 Gaming Insider Companies Learn To Choose Virtual Worlds 

  Carefully 

2007-08-02 Conversation Starter Second Life: Not Dead Yet! 

2007-08-01 C.C. Virtual World Marketing 

2007-07-30 Millions of Us Anti-Second Life media backlash? 
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2007-07-26 Conversation Starter The Demise of Second Life? 

2007-07-25 Biznology Blog Does Second Life Need a Second Life? 

2007-07-25 Clickable Culture ‘Playboy’ Pulls Out of ‘Second Life’? 

2007-07-24 Kzero Real places recreated part three: Office buildings 

2007-07-18 ESC Blogs How Should Ad Agency People Think About 

   Virtual Worlds like Second Life? 

2007-07-16 Second Life Insider Practical marketing - On the Internet, everyone 

   knows you don't give a damn 

2007-07-15 Business Communi- Engagement Redemption 

  catiors of Second Life 

2007-07-15 My Infocalypse User Generated XBOX 360 Game? 

2007-07-12 GigaOM Debunking 5 Business Myths about Second Life 

2007-07-10 Adrants Ready for a New Buzz Word? All Together Now:   

                                  'AVATARSMENT' 

2007-07-09 Your2ndPlace The Death of Second Life Hype 

2007-07-07 Second Life Insider Transformers Enter Second Life & Forget to 

   Transform 

2007-07-04 Business Communi- Virtual Brand Answers: A Starter Kit for

 catiors of Second Life  Marketers 

2007-06-30 Business Communi- Why What Works in Second Life Isn't Working

 catiors of Second Life   for Corporations 

2007-06-30 ESC Blogs Profitability and Private Worlds 

2007-06-29 Ricomatic Measuring Avatar Engagement: the $100 million 

   question 

2007-06-29 Kzero BMW vs. Mercedes. A strategic assessment 

2007-06-29 Virtual World News Virtual Worlds Advertising at $15 million in 2006; 

   to Grow to $150 Million in US by 2012 

2007-06-29 ESC Blogs Value of Measuring Engagement 

2007-06-28 Metaversed Seven Point Plan for Marketing in Second Life 

2007-06-26 3pointD.com The Virtual Brand, Today in Second Life 

2007-06-26 Second Life Insider Virtual 3D Marketing 

2007-06-26 Terra Nova Second Life Business Exodus? 

2007-06-25 Terra Nova Gaze into your Crystal Ball 
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2007-06-23 Kzero First examples of integrated marketing for Second 

   Life 

2007-06-21 Virtual World News Brands Need to Change for Virtual Worlds 

2007-06-20 Kami Harbinger American Apparel Doesn't Get It 

2007-06-19 Virtual World News Interview: Success with Mixed Reality Brands 

2007-06-19 Caleb Booker Forbes Calls Second Life Dangerous 

2007-06-18 Jaffe Juice Forbes magazine ain't what it used to be 

2007-06-18 Virtual World News Marketing: Flower Guy Gets the Idea 

2007-06-14 Terra Nova Synthetic World Data 

2007-06-13 GigaOM GigaOM Top 10 Most Popular MMOs 

2007-06-10 GigaOM Is World of Warcraft really the most popular 

   MMO? 

2007-05-30 Second Life Insider Practical Marketing - getting the most out of your 

   Marketing Team in Second Life 

2007-05-30 Metaversed Blog: Why I Hate "Virtual Thirst" 

2007-05-30 ESC Blogs What We Can Learn from Sweden 

2007-05-24 GigaOM Virtual World Marketing: Lots of Companies, Few 

   Visitors (So Far) 

2007-05-22 3pointD.com Second Life to Get Voice,Sculpted Prims [or not] 

2007-05-20 GigaOM Virtual World Population: 50 million by 2011 

2007-05-14 Metaversed Marketing in Second Life, Nailed 

2007-05-13 Second Life Insider Practical Marketing - differentiating yourself 

2007-05-09 Jaffe Juice Elevating a comment regarding Virtual Worlds 

2007-05-04 Biznology Blog The World of Virtual World Marketing 

2007-05-04 3pointD.com Second Life Gaining Germans, Losing Women 

2007-05-03 GigaOM Virtual World Revenues, $6 Billion by 2012 

2007-05-03 Second Life Herald Cory Linden's Reply To Residents' Open Letter 

2007-04-29 GigaOM Does Virtual World Advertising Work? 

2007-04-27 Virtual World I wish this was my idea 

  Marketing 

2007-04-27 Gaming Insider Epic Gear 

2007-04-27 3pointD.com Second Life Build Tools Support More Formats 

2007-04-26 Nissan Retools Nissan Retools 
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2007-04-23 Business Communi- Coke in Second Life: Inspires Thoughts on How 

  catiors of Second Life   Companies Market In SL 

2007-04-19 Jaffe Juice Virtual Thirst 

2007-04-19 Metaversed 5 Reasons Why Companies are Streaming into 

   Second Life 

2007-04-16 Second Life Insider Coke infecting SL? 

2007-04-16 3pointd.com Design a Virtual Vending Machine for Coca-Cola 

2007-04-13 Metaversed 5 Second Life Marketing Pitfalls, and How to 

   Avoid Them 

2007-04-09 Second Life Insider Advertising in SL not so easy? 

2007-04-05 Fischmarkt Warum Marketing in Second Life nicht 

   funktioniert 

2007-04-04 GigaOM Marketing in Second Life doesn’t work… here is 

   why! 

2007-04-04 Millions Of Us Marketing in Second Life 

2007-04-03 Metaversed Why HP's Eric Kintz has Second Life Marketing 

   All Wrong 

2007-04-02 HP The Digital Top 10 Reasons as to why I still need to be 

  Mindset Blog  convinced about marketing on Second Life 

2007-03-31 Eightbar  Virtual Worlds 2007 it was good for me 

2006-12-20 Next Up Verdino to SecondLife Marketers: Guiding 

    Principles 

2006-12-12 Next Up Why Brands Want a Presence in SecondLife 

2006-11-13 Darren Herman Avatars at the Office - WSJ Today 

2006-11-02 Marketing & Strategy How to Advertise in Second Life  

  Innovation Blog 

2006-05-12 Online Marketing Advertising on Social Media  

  Blog 
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