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Abstract

Abdract

Purpose

This dissertation analyses whether Second Life, as an emerging interactive
online environment, provides marketers with the scope to establish
interwoven relationships to network condituents, and highlights the
importance and benefits arising from enabling technologies to busness

marketing operations

Dedgn / Methodology / Approach

The correlation to previous work was critically addressed with a focal point
st on relationship, and e-marketing approaches and strategies, whilst
highlighting the potential of an utilisation of virtual worlds / communities.
The methodological approach was of an inductive philosophy by
gathering information about Second Life from a corporate and an
individual point of view. This took the form of a self-administered Internet-
mediated questionnaire, a semi-gructured telephone interview and a

participant observation.

Findings

Through a conceptual analyss of the vitual community of Second Life in
terms of exploring reasons for participation and benefits received from an
immersion into Second Life, the research study indicated that corporate
involvement in this innovative environment can offer marketers with
opportunities to egablish relationships to existing and potential network

constituents.



Abstract

Research Limitations/ Implications

This marketing research sudy identified limitations due to its topical nature,
as the number of research publications is limited with regards to the
momentum of Second Life’sinnovative virtual 3-D environment and hence,
research in this arena is only just emerging and has not been empirically
tested. The evolving virtual world environment along with the possble
necessity for marketers to both establish a presence and demongrate
innovative marketing approaches to capture a tech-savvy audience,

identify the implicationsfor this dissertation.

Practical Implications

This paper provides a holigic picture of the importance of enabling
technologies, while setting the pivotal point on the emergence of virtual
communities, and Second Life in particular, and highlightsitsimplication for
relationship marketing attempts in an interactive and many-to-many

communication arena.

Originality / Value

This dissertation thoroughly examines the emerging phenomenon of
Second Life that isreaping an increased amount of media attention, both
online and offline, and provides an indicator for individual and corporate
motivation for participating in a new environment while underlining its

value for marketersin the relationship marketing milieu.
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B2B:
B2C:
C2B:
CaC:
Cf:
CRM:
GbR

GmbH:

lbid :
MNE:
NPS:
ME
SL:

Busnessto busness

Busnessto consumer

Consumer to business

Consumer to consumer

Confer

Customer relationship management

Geselischaft burgerlichen Rechts (private company under the
Civil Code)

Gesellschaft mit beschrankter Haftung (private limited
company)

Ibidem (the same place)

Multinational enterprise

Net-promoter score

Small and medium-szed enterprise

Second Life

User-generated content

\



Table of Contents

Table of Contents

Acknowledgements
Absdract
Abbreviations

Table of Contents
List of Fgures

List of Tables

1. Introduction

Chapterl

2. Literature Review
2.1 The Role of the Internet for E-businesses & Marketers
2.1.1 Opportunities & Advantagesof Enabling Technologies
2.1.1.1 Interactivity
2.1.1.2Intelligence
2.1.1.3 Individualisation
2.1.1.4 Integration
2.1.1.5 Industry Regructuring
2.1.1.6 Independence of Location
2.1.2 Challenges & Disadvantages of Enabling Technologies
2.2 E-Marketing Strategy & E-Marketing Mix
2.2.1 Product
2.2.2 Price
2.2.3 Place
2.2.4 Promotion
2.2.5 People
2.2.6 Physical Evidence
2.2.7 Process

VI
Vi
X
Xl

Vi



Table of Contents

2.2.8 Partnership
2.3 Relationship Marketing

2.3.1 Online Relationship Marketing
2.4 Technological Innovation & Firg-Mover Advantage
2.5S8ustainable Competitive Advantage
2.6 Online Consumer Behaviour in the Networked Economy
2.7Social Networks & Virtual Online Communities

2.7.1 Scial Networks

2.7.2 Virtual Online Communities

2.7.2.1 User-generated Content & Consumer Empowerment

2.7.2.2 Involvement
2.7.2.3 Value Creation & Trander

2.8 Literature Review Résumé

Chapterll

3. Methodology
3.1 Marketing Research Problem Definition
3.2 Marketing Research Approach & Research Strategy
3.3 Marketing Research Desgn
3.4 Marketing Research Methods & Techniques
3.4.1 Secondary Ressarch Methods
3.4.2 Pimary Research Methods
3.4.2.1 Semi-3ructured Telephone Interview
3.4.2.2 Participant Observation
3.4.2.3 Self-Adminigered Intemet-Mediated Quegionnaire
3.4.2.3.1 Quedion Desgn
3.5Sampling
3.6 Marketing Research Ethics

3.7 Marketing Research Limitation

27
27
32
34
37
41
45
45
48
53
55
57
60

62

63
64
66
67
69
69
70
71
74
75
78
81
82
82

Vil



Table of Contents

Chapterlil

4. Sscond Life
4.1 Linden Research Inc.
4.2 Second Life Population & Demographics
4.3 Opportunities
4.4 Challenges

Chapter IV

5. Key Findings & Analysis

5.1 Demographics & Characteristics of Participants

5.1.1 Occupational Characterigics

5.1.2 Premium & Non-Premium Profile Characterigics

5.1.3 Internet Utilisation & Primary Purpose
5.1.4 Virtual Worlds & Gaming
5.1.5 Corporate Arena
5.2 Motivation Characterigics
5.2.1 Awareness Initiation
5.2.2 Motivation Rationale
5.2.3 Membership Variances Amongst Avatars
5.2.4 Corporate Motivations
5.2.4.1 Fir¢-Mover Advantage

5.2.4.2 Interactive Communication Dimension

5.3 Participation Characterigics
5.3.1 Participation in Activities
5.3.2 Interactive Dimension
5.3.3 User-generated Content Generation

5.3.4 Engagement with Busnesses

5.4 Benefit & Relationship Development Characteristics

5.4.1 Benefits Received from BusinessPresences

84

85
88
88
91
92

97

98

99
100
101
102
103
104
105
105
106
107
108
109
110
112
113
115
116
117
119
121



Table of Contents

5.4.2 Real Life Nexus 123

5.4.3 Benefit for Businesses & Relationship Dimension 125

5.5 Key Findings & Analysis Resumé 128
ChapterV 130
6. Discusson & Areasof Further Research 131
7. Concluson 134
8. References 138
9. Bibliographies 154
10. Appendices 158
l. Appendix A: Examples of Online Communities 158
Il. Appendix B: Quedionnaire Outline 160
lll. Appendix C: Ethical Approval Form —Human Research Projects 166



List of Figures

List of Figures

Hgure 1: UK Online Retail Sector Value 2002 — 2006 7
Hgure 2: UK Online Retail Sector Growth 2003 — 2006
Fgure 3: Interactive Computer-Mediated Communication Environment 10

Figure 4: The Vicious Circle of Technology & Competitive Advantage 16

Hgure 5: 7Ps of the Marketing Mix 20
Hgure 6: The Trandtion Curve 29
Hgure 7: Relationship Stages 30
Figure 8: The Six-Markets-Model 31
Hgure 9: Stages of Industry Life Cycle 35
Hgure 10: Innovation Adoption Process| 36
Hgure 11: Innovation Adoption Processli 36
Fgure 12: The Internet & Sustainable Competitive Advantage 38
Fgure 13: Customer Orientation Framework 40
Hgure 14: Decison-making Process 41
Fgure 15: Factors Affecting the Online Consumer’ sBehaviour 43
Figure 16: Traditional Social Networks 46
Hgure 17: Computer-Mediated Interwoven Social Networks 47
Hgure 18: The Foundations of Community 50
Fgure 19: MySace Online Community 51
Hgure 20: The Membership Life Cycle 55
Hgure 21: The Relationship Life Cycle 56
Fgure 22: The Value Triangle 58
Hgure 23: Skype Mobile 59
Fgure 24: The Customer Bonding Trangle 60
Fgure 25: Stages of the Research Process 63
Figure 26: Framework forRegponsesto Interviewing 68
Fgure 27: Closed-ended Questions Applied 79
Figure 28: Multiple Choice Quesdions Applied 79
Hgure 29: Dichotomous Quesgtions Applied 79

X



List of Figures

Hgure 30:

Open-ended Quesdions Applied

Fgure 31: Unbalanced Alternative Response Quesgions Applied

Figure 32: Balanced Altemative Response Questions Applied
Hgure 33: Second Life’s Web Site
Hgure 34: Second Life Virtual Map

Hgure 35: Second Life User Population

Hgure 36: Second Life Demographics (Age Band of Active Users)
Hgure 37: There

Hgure 38:
FHgure 39:
Hgure 40:
Hgure 41:
Hgure 42:
Hgure 43:
Hgure 44:
Hgure 45:
Hgure 46:
Hgure 47:
Hgure 48:

Entropia Universe

Habbo Hotel

Age Groupsof the Participants

Nationalities of the Respondents

Occupational Role of the Participants

Initial Sources of Awareness

Membership Duration of the Participants

Amount of Avatar Friendshipsin Second Life

Perceived Benefitsfrom Corporate Presencesin Second Life
Preferred SL Attributes in Comparison to Real Life

Increase in Second Life Product Linksto Real Life

79

80
86
87
89
90
93
94
94
99

100

101

106

108

113

122

123

124

Xl



List of Tables

List of Tables

Table 1: Internet Utilisation (per week) 102
Table 2: Activities & Regularity 114
Table 3: Perceived Importance of Second Life’s Attributes 120

Xl



Introduction

1. Introduction

Technology introduces a new and constantly developing infragructure ad
infinitum and consequently, marketing is exposed to an accelerated
dynamic environmental vicisstude. The Internet, and its inherent
technological advancements, is having a decisive impact on the strategic
marketing alignments in today’s discontinuous and vastly fragmented
global business environment. Digital technology, including the Internet, can
be seen as an enabler of access to a global marketplace which is
becoming more crucial to marketing and businesses en bloc in order to
gay competitive. In addition, strategic marketing applications are being
transformed whilst influencing on consumer behaviour by augmenting

individual empowerment, and vice versa.

The marketing discipline metamormhoses into a new approach and
suggests a paradigm shift from a transaction to a relationship focus, in
which the customer is becoming increasingly proactive, and where
interwoven and interactive relationships are being developed and
retained. The Internet has accelerated and contributed a significant part in
this paradigm shift because it has evolved from being an impersonal and
commerce-driven first generation network to a collaborative and
community-based network of relationships. This allows users to establish
networks and to contribute user-generated content as a valuable source
of knowledge sharing indead of being exposed to prefabricated content.
The importance of strategic relationship building approachesin marketing,
and the emerging numbers of Intemet applications for social networking
can provide marketers with new dimensions and opportunities to capitalise
on the next generation of the Internet, which is fuelled by interaction and

individualisation impulses.



