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Virtual Worlds

Virtual Societies with the character of a fully
fledged world are booming, worldwide.

Freedom of choice makes that users are free
to participate as long the specific virtual
world Is attractive and challenging.

Most of the interactive virtual worlds enable
to participate with user created content.

Users are trading content themselves.
Earning real money in virtual worlds Is easy.



What is a fully fledged world?

A ‘fully fledged world’ is a virtual society
that tunes with the involved inhabitants
and visitors and has a well balanced life.
(sociology, economy, ecology and health care)

e Social influences, expectations, needs,
aims and attitudes form together with
structures, networks, values, norms and
rules the reality performance of a ‘fully
fledged world'.




ldentifying a ‘fully fledged world’

Conditions:

e Manipu
e Manipu
e Manipu

ation of values and goals
ation of reality impression
ation of norms (expectations

related to behavior)
e Exploit and Manipulation of needs
 The command of behavior.

All these are possible in cyber world ...



Conditions to be successftull

low more disruptive and creative In the
concept, how longer you will able to survive.

Let users explore and drive with their own
ideas and content. User content is king.

A business driven virtual world is no
guarantee to survive.

For a user a personal mix of price, quality,
timing and interest rules.

Most of the virtual worlds are successful Iin
small marketgroups.
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Case of Second life research

Qualitative research only

Questioning on-line when
wandering in SL; email or
phone contact for depth Q

Respond: 246 of 273
(90%); 115/246 to final Q

112 male, 110 female, 24
gender-switch

49% age 25-40, 25% 40+,
26% age 16-24;

Female are more educated
than male or ‘switch’

Value virtual property 30%
< $800 up to 12% >$8.000



man/woman producer/consumer



Average stay In Second Life



Producer / Consumer in SL



Everyone can be a producer



SL- usage vs. real occupation



SL-usage vs. real yearly income

US$



Real Income vs. Presence in SL



Virtual possession vs. real income



Soclal contacts In real life



Happiness in real life



Happiness in virtual SL



Virtual life vs. Real life



Influence of having virtual affairs

to my real life relation



Value to personal Awareness



Motives to be In Second Life



Second life

pri\éately—owned, In 2003 by San Francisco-based Linden
Lab.

partly subscription-based 3-D virtual community in cyber
world.

The Second Life "world" resides in a large array of
servers that are owned and maintained by Linden Lab,
known collectively as "the grid" .

The Second Life client program provides its users
(referred to as Residents) with tools to view and modify
the SL world and participate in its virtual economy, which
concurrently has begun to operate as a "real" market.

As of early October 2006, Second Life has approximately
850,000 total user accounts and 358,000 users active
over the previous 60 days, relatively few compared to
other virtual worlds, such as World of Warcraft® 7 million
subscribers.



Second life economy

Earning Money

Second Life is an entrepreneurial world. You can create your own
segment of the economy; create new goods and services that other
iInhabitants will be willing to pay for. Your creativity in simulated
business can be as important -- and fun -- as your creativity in other
aspects of Second Life. Every Second Life resident receives a basic
weekly Linden Dollar grant. This will be enough to explore, have fun
and participate in all sorts of events and practice building objects. If
you need or want more money than your grant, you® have to find a
way to earn it.

Second Life Starter Guide by suezanne baskerville 2004

Developer Incentives

Second Life® best attractions, creations, and entertaining diversions
are created by Second Life® Residents. Developer Incentives
acknowledge these hard-working Residents with real-world cash.
US Dollars are awarded monthly to the creators, designers, hosts,
and bon-vivants who make Second Life more than the sum of its
parts. We® use a variety of measures and mechanisms to seek out
those worthy of rewards - not just traffic. Stay tuned for additional
details about this exciting development.



Some features of Second Life

The Lay of the Land -- Get an overview of the world where you live your
Second Life, and find out where to go for a good time.

Getting Around: Navigation and Landmarks -- Navigation around the world.
Nesting -- Find a place to call home and buy some land.

Home Time -- Buy a house, then decorate it.

Personalize Your Home -- A little paint and wallpaper goes a long way.

The Second Life Economy -- The money system works in Second Life.
Shopping 201 -- Pick up some furnishings for your new home.

People -- Find people you know + people and groups you may want to meet.

More Ways to Communicate -- Gestures, sounds and shortcuts will spruce up
and speed up your conversations.

Clothing Makes the Avatar -- Avatar customization and create your own look.
Party Time -- Time to go dancing and meet some new people.

Dangerous Time -- Jessie is where you can play the deadliest game.
Creation 101 -- Some basics on creating, building new things in Second Life.
Graduation -- Congrats on a job well done, and next want to learn more.
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Virtuality enables new identities



Aspects of Virtual Identities

Online communities are booming and
business, so your virtual ID In In
business too.

Survey of users of www.SecondLife.com
where virtual houses are for rent, and a
growing percentage of SL citizens gets
money from their virtual stuff.



Virtual ldentity

* A human being uses more identities In
live,simultaneous (also In transactions)

 Virtual identity is also used in software

Identity change depends of somebody®: Multiple ID’s
Role

Profile

Position

Behavior / Discipline

Financial policy

Risc evaluation

and how communication take place:
 Online/ Off line

e Synchronic / Asynchronic

o Centric (Staying) / Empathic (Moving)



Virtual ldentity in practice

Use and users of virtual or online identity

— Use of virtual identity
o Offline games
e Online chat rooms
e Online communities
e Online games
e Online dating
* Online transactions and e-commerce
e Other

— Users of virtual identity
 Individual

e Group
« Machine (Bot: pre-programmed, automated identity)



Virtual Identity (legal view)

 As long as we can track and trace the origina
a virtual identity, in most countries the law wil
related to the initiator (a human being ‘behinc
the virtual identity, even when (s)he does not
know about the action or incident).

of
be

« When a random created automated V.Il. goes in

action, the law will be related to the system
iInvolved, and at last to the system-owner.

 More and more the legal question will be: who

and where Is the ‘owner’ of the problem.



Legal aspects of virtuality

ne origin and owner of ID’s and content ???
ne legal status of each kind of virtual identity
ne relation between physical and virtual ID

ne border between virtual and physical acts

ne legal view to virtual replacement (like

verbots and avatars)

The legal consequences of random automatic
generated executing machine actions

The exchange between virtual and real money
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What will change soon?

Product design path, business processes,
manufacturing technigues, marketing strategy

Starting and managing human relations.
Way of experimenting, learning, evaluating.
Way of amusing and entertaining.

Entertainment and Education will connect by
new media.

Work with impersonal, standard, replaceable
character will be executed by virtual clones.

ldeas about supervision, control, enforcement



Business Aspects of V.W.’s

Virtual worlds are basically social worlds.
Business success depends of interaction.
Profitable business have to be personalized.

Being authentic and distinguish Is very important.

Regular product design paths will change in
Interactive customer-tuned design streams.

Business processes, manufacturing techniques,
and distribution need new concepts to market.

Real money is not the 1st clearance in virtual world



Commercial aspects

Research shows that there are in virtual worlds
no barriers in buying nor in trading.

Marketing strategies and customer care will be
profile and context oriented.

In media time is the message.
Content is free as long nobody actually charges.

The exchange rate between virtual money and
real currency Is unsure.

Customers will accidentally virtually cooperate to
achieve their goals.

Be authentic! Manipulation is your opponent.



Interactive user content experiences

e group-interaction (to create together content),
e databased narratives / user content scripts,

e ad-hoc customization of content,

 live audience participation,

* multi-user <-> single location / several
networked locations,

 live-gaming In user created environment,
e expanded cinema, d-cinema-alternate content,
e machinima, live cinema I

<_some examples™
.
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Will V.W. business boom?

Consumers

Distribution

Professionals

Letter
Article CDs Kazaa Phone

downloads Napster Webcam chat |
Videostreams Yahoo!Photos Email

Friends Reunited Chatrooms p, 1, 00q

Ringtones  Cardsonline

Books :
Match.com I . Personal  pating
Professional Virtual Worlds Web sites

Web sites Magazines Ebay Amazon book
Video games ~ Newspapers SIMsOnline 'eviews
Television Radio  gMms applicaties
Cinema ScreenSavers.com

Professionals Creation Consumers




Interreality will boom

By using user driven content, interactive
technology and telecommunications

* [nterrea
* Interrea
* Interrea
* [nterrea
* [nterrea
* [nterrea

ity enables fantasy to enhance,

Ity suits the ‘make able’ world.

Ity connects to individualism.

Ity supports emancipation.

ity Is unrelated to race, culture, et c.
ity provides for human need into

Interactive dreams and dream worlds.

 |Interreality completes with virtual in situations
where physicalds limited.



Dimension of interreality

Affects individuals, companies, governments.
Affects consumers, providers, manufacturers.
Food for reporters, scientists and lawyers.

Challenges clericals, educators, psychologists,
psychiatrists, architects, futurologists.

It stimulates entrepreneurs, creative persons,
In technical, graphical and multi-media way.

It has a unprecedented multidisciplinary and
economical potence.

It's developing faster than most of us expect.




Conclusions

You need trial and error
You need to make new business plans

Make also business plans with profit but
without money

—~un and exploring are on top; money sucks
Realistic (social) virtual worlds are booming
Jser created content is king in virtual worlds

How more media involved, how less time for
your message... sSo timing Is your message!




Happy End

In Virtual World Is
everything possible !

www.kokswijk.com
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