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Abstract 

Information technology is rapidly changing and companies are amending to the inevi-
table changes. Recently, the traditional Internet has started to evolve into a 3D Internet, 
thereby challenging companies into becoming more active in virtual worlds in order to 
keep up with the latest technology. In this thesis, the virtual world environment is high-
lighted from a v-business perspective to emphasize on potential opportunities and pro-
blems businesses face when entering virtual worlds. Moreover, the future outlook for v-
business in virtual worlds is discussed, based on interviews with companies that are ac-
tive in virtual worlds jointly with observed phenomenon identified in the literature stu-
dy. Since Second Life is one of the largest and most recognized virtual worlds up to 
present, having a resemblance with the real world, this virtual world has been selected 
to pose as an example in this thesis. Taking this into consideration, the aim of this rese-
arch is to answer the following research questions: 

 What kind of value has v-business added to companies operating in virtual 
worlds and what kind of impact has it had?  

 What kind of complexities and restrictions have companies experienced 
with v-business in virtual worlds, and why have these occurred? 

 What does the future look like for v-business in virtual worlds considering 
opportunities and problems related to such a business approach? 

Consequently, the purpose of this thesis is to examine the future outlook for v-business 
in virtual worlds, by investigating what opportunities and problems companies face in 
such a virtual setting, along with their predictions about its future development. Based 
on these findings an outline of the prospects of v-business will be developed. 
Given that the area of this particular study is not yet broad in terms of research, the re-
search has been conducted through an inductive approach using a qualitative method. 
Seven companies have been interviewed for this research and a majority of the company 
respondents have been interviewed through real-time communication using Skype. 
The outcome of this research implies that there is great potential for v-business in virtu-
al worlds, hence adding additional value to companies’ positioning on a yet unique en-
vironment. A number of possibilities have been identified where communication was 
identified as a major opportunity. In contrast, there are also current problems where 
technical restraints and comprehension problems were especially emphasized. Howe-
ver, in spite of some problems, companies report that they are in general very positive 
about the future outlook for v-business in virtual worlds, which is one of the reasons as 
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to why we conclude that there is definitely a future awaiting for doing business in virtu-
al worlds. 
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1 Introduction 
This chapter will provide an introduction to the topic by describing a possible scenario of the future 
taking place in a virtual environment, aiming at familiarizing the reader with the concept of a virtual 
world. A discussion of the problem area of interest will follow, which in turn will be narrowed down 
into three research questions. From thereon the purpose, delimitation of the problem, definition of key 
terminology and interested parties will be presented. 

1.1 Background 
What if you could...?  

“Go mall shopping with a gang of friends during a lunch break, even while you remain miles apart. In 
reality, you'd all be pinned to your work terminals, but on that screen you would be transported to a 
digital replica of the shopping center. As you walk by a sale at a virtual jeans store, Web cameras in 
the real store let you see how crowded it actually is, in case a popular item is selling out. Your avatar, 
set to your body's measurements, tries on the jeans and spins around to show them to your pals. You 
might buy the pants online or visit the physical store later. Either way, you'd have had a fun afternoon 
without leaving your cubicle.” 

This is a future scenario extracted from an article in Business Week online (McCon-
non, 2007), discussing the web as a virtual world, having a digital replica strolling 
around in a virtual computer-based environment. At first, the idea might seem quite 
unrealistic – more like a visionary dream than a real world scenario with substance. But 
this visionary dream about the future is not new. Already in 1992, the famous author 
of the book “Snow Crash”, Neal Stephenson, made a prediction that virtual worlds 
would become a natural element of the Internet in the future. He predicted that there 
would exist a metaverse with human interaction through the Internet, making it possi-
ble to “meet with people”, but not really in a physical meaning. However, these ideas 
are not as farfetched as they may seem, the Internet is in fact changing. Buzz words 
like “3D Internet” and “Web 3.0” are circulating in media, implying that the web has 
something more waiting for us in the nearby future.  

A relatively popular notion derived from the 3D Internet is the concept of a virtual 
world. A virtual world is a part of the 3D Internet, it is a society-based platform where 
users are represented by iconic symbols, also referred to as avatars. The purpose of 
many virtual worlds, apart from socializing with other avatars, is to create personal and 
professional opportunities. That is, engaging in business activities. These virtual worlds 
strive for as much resemblance with the real-world as possible; comprising societies 
with market economies. Second Life is an example of such a virtual world. At present 
time, November 2007, Second Life is one of the most growing and most popular vir-
tual world platforms, having 10,590,092 members (Second Life, 2007).  

Along with this evolution of the Internet, new business opportunities have emerged 
for diversification-seeking firms, and traditional concepts have evolved into more 
technological, sophisticated and widespread models. Traditional business models have 
for example already started to embody, or in some cases completely transformed into 
e-commerce business models. Perhaps, the next transformation will be real-life busi-
ness activities in 3D virtual worlds?  

Many companies have already recognized the potential in such a development. A re-
cent trend for many companies today is to establish a virtual presence in Second Life, 
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enabling an extension of product and service offerings beyond the “real world”. This 
trend invites a novel opening for conducting business in an online setting characterized 
by close interaction in a 3D environment, simultaneously as having a widespread au-
dience regardless of location. An expression for this new type of business is “v-
business”. A term originally coined by IBM, describing the new idea behind making 
business in a virtual environment (IBM, 2007a). Hereafter, this thesis will take on a de-
scription of v-business as: 

 “V-business is the profit and non-profit business activities taking place in a virtual world having close 
resemblance with the real world” 

Taking the development of the Internet into account, the evolvement of virtual worlds, 
and the rise of the concept of v-business – a change has become evident in the way 
firms traditionally conduct business. Today’s endless technology opportunities have 
challenged many companies to alter their business to a more widespread customer au-
dience. To be a winner in a global market, companies might have to adapt and dare to 
be first-movers. Preserving old fashioned business models is not feasible if one wants 
to be a winner (Kalakota & Robinsson, 2001). Business in virtual worlds might be a 
business model of the future.  

1.2 Problem 
Recently the interest for virtual worlds has exploded. More users are signing up for a 
membership in virtual worlds, spending over 1,000,000 of US dollars on activities such 
as building virtual houses, buying virtual clothes, and donating money to charity, 24 
hours seven days a week (Second Life, 2007). It is a new type of market place, a 21st 
century market place; coexisting in parallel with the real world. An expanding global 
market is evidently not enough for companies such as IBM, Manpower and Electro-
lux, these companies are now eager to expand virtually as well, and they are not alone. 
Marketing, promoting, branding, selling, research and concept testing, education and 
training, fund raising, and meetings through video conferences are some of the busi-
ness activities companies engage in, in the virtual world of Second Life. Opportunities 
seem to be infinite. 

Nevertheless, problems do exist even in a surreal world. In the article “Trouble in pa-
radise” in The Economist (2007), problems are revealed, discussing Second Life’s first 
bank run. A day where its residents, called avatars, lined up in front of virtual teller 
machines trying to withdraw so much money that it forced the bank, Ginko Financial, 
to cease operations and turn deposits into perpetual bonds, followed by a prediction 
that the virtual economy is in for its first financial crisis (The Economist, 2007). This is 
only one of many examples of uncertainties facing businesses in a virtual world. As for 
these examples, are the rules and norms the same in a “virtual” world as in the “real” 
world? No one really knows what to expect, which might explain why many compa-
nies have chosen a more passive approach, solely observing and keeping an eye on the 
development of virtual worlds, awaiting the final verdict if it will become a viable 
business model or not. Which makes us wonder, what are the potentials for a virtual 
business model today and in the future? 
 
The aim of this thesis will be to provide answers to the following three research ques-
tions:   
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 What kind of value has v-business added to companies operating in virtual 
worlds and what kind of impact has it had?  

 What kind of complexities and restrictions have companies experienced with 
v-business in virtual worlds, and why have these occurred? 

 What does the future look like for v-business in virtual worlds considering op-
portunities and problems related to such a business approach? 

1.3 Purpose 
To examine the future outlook for v-business in virtual worlds, by investigating what opportunities 
and problems companies face in such a virtual setting, along with their predictions about its future de-
velopment. Based on these findings an outline of the prospects of v-business will be developed. 

1.4 Delimitations 
There is a variety of approaches that can be taken when exploring this fairly new but 
nonetheless rich area of research. To make this study manageable and relevant, this 
thesis will focus on the experienced added value and problems with virtual business 
models from companies’ perspective, not customers’. Furthermore, companies operat-
ing in these virtual worlds can be completely virtual (hence originating from that set-
ting), or they can be companies that have extended their traditional real-life presence 
by entering virtual worlds. In this research we will only focus on the last-mentioned 
type of company. Naturally, completely virtual companies could be equally interesting; 
nevertheless we believe that at this point in time, the target group of interested parties 
for this thesis will be larger if we decide to focus on companies having a traditional 
real-life presence in addition to a virtual presence in virtual worlds.  

Besides Second Life there are also many other virtual worlds, some of them with quite 
distinctive characteristics. Entropia Universe and Sims Online are examples of virtual 
worlds similar to Second Life, primarily focusing on social interaction. But there are al-
so virtual worlds such as World of Worldcraft and Everquest, offering computer gam-
ing environments with 3D technologies. In this research, only virtual worlds having a 
close resemblance with the real-world will be of interest. Nevertheless, in order to gain 
the depth and focus needed, we found it necessary to restrict our research area by only 
including the virtual world Second Life. The reason why this world was selected to sta-
ture as an example for similar virtual worlds was due to its great popularity among 
companies and people, and all the attention this specific world has gained in media and 
press. Siklos (2006), correspondent at The New York Times is one among many that 
holds the belief that: “Second Life is the largest and best known of several virtual worlds created to 
attract a crowd.”  Consequently, only companies operating in Second Life will be inclu-
ded in this study since we believe this is a virtual world most companies are familiari-
zed with, due to its publicity. 

1.5 Positioning and Use of Previous Studies 
One of the reasons as to why we decided to conduct a research about v-business in 
virtual worlds was due to the fact that this area of research is yet an unexplored realm, 
waiting to be discovered. To our knowledge, no previous studies have been researched 
from our perspective before, being fairly anonymous in the academic context. As a 
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consequence, making it especially interesting and thrilling to delve into this research 
process, generating new interesting knowledge about this topic field. Previous studies 
that we have come across in our literature study have mainly been descriptive, aiming 
at describing the nature of virtual worlds by observations. The paper Second Life: Second 
Change by Seryte & Stoorgard (2007) is one such study. Business in Second Life: an intro-
duction by Salomon (2007), a Senior Researcher at Swinburne University of Technolo-
gy, have also adopted a more descriptive approach, gathering and compiling secondary 
data about virtual worlds’ opportunities and threats, thus providing very valuable in-
formation when familiarizing ourselves with the topic. Additionally, we have also ob-
served many researchers taking on a more marketing oriented perspective, investigat-
ing brand performance in virtual worlds and the like.  

1.6 Definition of Key Terminology 
To avoid confusion and possible misunderstandings between the different technical 
concepts that might be present in this research, a list of definitions is presented to dis-
tinguish ambiguous terms and meanings from each other. These definitions have been 
inspired by other researchers’ definitions, where some of them have been modified to 
suit this thesis’ specific purpose and context. From hereon these concepts will be re-
ferred to throughout this thesis. A more detailed discussion of these concepts’ linkages 
can be found in the theoretical framework under the heading concept clarifications. 

Virtual environment: Could be any virtual creation on the internet. It comprises the 
concepts of virtual reality, virtual world, virtual business and additional activities such 
as chatting, blogging and information access. 

Virtual Reality (VR): A three dimensional world where users interact by wearing ste-
reo goggles, headset and sensory gloves (Turban & Aronson, 2001).  

Virtual World: A three dimensional society on the Internet where the user is 
represented by a third person, a digital alias also called avatar. Socializing and partici-
pating in business activities are the main purposes in these worlds. Second Life or 
close substitutes with the same characteristics will be referred to when mentioning this 
concept. Further, this concept should not be confused with virtual reality since the 
level of interaction differs. 
 
Metaverse: Another word for internet setting, or cyberspace, and is a conceptual set-
ting where users interact with each other, socially or economically, through software 
without any physical limitations. The concept derives from Neal Stephenson’s Snow 
Crash, a novel written in 1992. 

Avatar: Refers to your “in-world” representation. Every virtual world uses avatars. 
Typically, when you enter a virtual world, you create your avatar, and, from then on, 
your avatar is you. You are your avatar. It is what people see of you in-world, and it is 
what represents you. 

Virtual Business (V-business): “V-business is the sale of real or virtual products or services 
from a virtual world” (IBM, 2007a). This concept will be referred to as any business activ-
ity in a virtual world, both profit and non-profit activities. 
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Virtual Business Model: Generally, a business model is a description of the business 
logic of a firm. A virtual business model is referring to how a firm delivers value 
through business activities in a virtual world, that is; v-business in a virtual world.  

Virtual good: A virtual product or service in a virtual world. 

Griefers: A term originating from the word “grief”, and is often related to avatars that 
cause grief or vandalize other avatars and/or environments. This can be done in a 
number of ways, such as terrorizing virtual environments or harassing other avatars. 

The Second Life Grid: A platform that enables an organization to create a public or 
secure private space using the leading 3D online virtual world technology.  

Opportunities: This concept could be of both tangible and intangible nature. It in-
cludes all positive effects that can add value to a company conducting business in a 
virtual world.  

Problem: Any problem a company have experienced or come across, that decreases 
business value when conducting business in a virtual world. 

1.7 Interested Parties 
Parties that might benefit from the outcome of this research are companies that are in-
terested in initiating some kind of business activity in a virtual world, but who are in 
need of more information concerning how such an investment could add value to ex-
isting operations. Concurrently, it could be equally valuable for companies that already 
conduct business in a virtual world. The outcome of this research can facilitate com-
panies in acknowledging possible problems and opportunities related to activities in a 
virtual world. Furthermore, when knowing possible problems, companies can prepare 
by developing strategies on how to deal with such in the best manner. Also, by know-
ing the benefits, companies can use this information as a base for making decisions re-
garding what activities to invest in.  

1.8 Disposition 
Introduction: The thesis starts of with an introduction and background to the area of 
interest, which is further narrowed down to a problem discussion, research questions 
and purpose of the thesis. The research questions and the purpose will hereafter guide 
the research process. 

Method: This section presents and discusses our choices of methods. The knowledge 
we aim to include and generate will be characterized, our choices for an inductive and 
qualitative approach will be argued for and ultimately the data collection will be de-
scribed. 

Frame of Reference: In this part of the thesis, descriptive knowledge and theories will 
be presented. Initially, a discussion will be held regarding clarification of concepts, fol-
lowed by a more detailed explanation of the virtual world of Second Life and its cha-
racteristics, and ultimately the change taking place regarding business models and ver-
sions of the web will be presented. 

Empirical Findings: The content of this section will act as a foundation for the sequen-
tial analysis. Primary data, represented by summaries of the eight interviews will be 
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presented, further accompanied by secondary data in the form of phenomenon that 
have been observed in the literature study. 

Analysis: Interested findings from the interviews combined with observed phenome-
non and our own reflections will be discussed and analyzed in this chapter. 

Conclusion: Finally, the conclusions from analyzing the empirical findings will be pre-
sented according to each research question. Furthermore, a discussion about personal 
reflections will be held together with reflections regarding the research process, and 
propositions for future research. 
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2 Method 
In this section the scientific research approach that constitutes the foundation for this thesis will be pre-
sented and motivated. The research process will be explained in detail in order to develop a comprehen-
sion concerning how the data will be collected and how it can be repeated. Reliability and validity crite-
rions will be used continuously to secure the quality of the study. 

Method should be seen as a tool that assists researchers in attaining their purpose and 
aim of their study (Holme & Solvang, 1997). Theorell & Svensson (2007) states that 
method is about the different approaches that exist in the transformation process from 
questioning to answering. Bryman and Bell (2003) states that a research method is the 
technique that a researcher uses when collecting data for empirical study. To us more 
specifically, method refers to the necessary and strategic choices we will have to make 
in our research process concerning how to categorize the knowledge that we aim to 
develop, what approaches to adopt, and what techniques to use when collecting the 
data necessary to fulfill the purpose of this thesis.  

2.1 Research Approach 
Researchers have different approaches to choose from when conducting research. It is 
important that the selected approach fits the study and helps fulfilling the purpose of 
the research (Holme & Solvang, 1997). Thus, implying that the choices of research ap-
proach constitutes a strong impact on subsequent decisions concerning what methods 
to use when performing this research. In this section a discussion will take place con-
cerning the characteristics of the knowledge we aim to include and generate in this re-
search, followed by a discussion whether to adopt an inductive or deductive approach, 
and at last our choice of conducting a qualitative or a quantitative approach.  

2.1.1 Characterization of Knowledge 
Characterization of knowledge involves determining what type of knowledge that will 
be developed in the research. According to Goldkuhl (1998) the nature of the know-
ledge to be developed has direct impact on the strategy of the research process, and is 
hence very important. There are several different types of knowledge: descriptive, eva-
luating, normative and predictive knowledge. 

The foundation of almost any research is descriptive knowledge. Descriptive know-
ledge aims to provide a detailed description of a categorized phenomenon (Goldkuhl, 
1998; Ruane, 2006). The theoretical knowledge about Second Life and the terminology 
related to the concept of virtual worlds are examples of the descriptive knowledge 
used when describing and familiarizing the reader with these phenomenon€.   

Our first two research questions are characterized as evaluating and explanatory know-
ledge. Evaluating knowledge is used when the researcher aims to develop knowledge 
that can determine pros and cons or effects of a certain phenomenon (Ruane, 2006). 
Accordingly, companies’ experience regarding opportunities and problems with v-
business in Second Life will be accounted for when conducting the empirical study. 
The purpose of the collection of data will be to reveal the benefits and shed light on 
the problems that can be associated with v-business. Secondly, explanatory knowledge 
attempts to explain why a phenomenon is in a certain way. It aims to identify cause 
and effect resulting from a specific situation (Ruane, 2006). Simultaneously as we want 
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to discover the opportunities and drawbacks with v-business, we also want to extend 
our questioning further by trying to explain what impact this has composed, and why 
it occurred.  

The final research question this thesis aims to answer is normative and predictive in 
nature. Normative knowledge is used when the researcher wants to develop know-
ledge that aims to act as guidance, outline, or direction. In addition to that, predicting 
knowledge can be used when the researcher wants to develop knowledge about the fu-
ture. This kind of knowledge is used when the researcher wants to predict the outlook 
for future events (Goldkuhl, 1998). By combining these two types of knowledge, it be-
comes possible to produce new interesting knowledge. The knowledge derived from 
the first two research questions will be analyzed, and thereafter compiled into a format 
of an outline, describing the future outlook for v-business in virtual worlds.  

2.1.2 Inductive or Deductive Research 
The process of systematically developing new knowledge can be categorized into two 
different approaches: the deductive and the inductive approach (Teorell & Svensson, 
2007).  On a hypothesis-deductive approach the researcher derives hypotheses from 
existing theories and validates them by testing them through empirical research. In the 
contrary, the inductive approach starts with the empirical research, and from thereon 
develops new theories (Ruane, 2006).  

Considering the lack of theories about v-business in virtual worlds, a deductive ap-
proach alone would be very difficult to carry out since there are almost no authorized 
theories that can be tested. At present time, discussions about this very new trend are 
frequently circulating in media, but so far almost no extensive research have been car-
ried out within this specific area of interest, resulting in theories that can explain this 
phenomenon. As a consequence, a deductive approach is not suitable for this research, 
leaving us in favor of an inductive approach. 

In this research we will adopt a modified inductive approach, meaning that our re-
search will be initiated by the process of collecting information from the field, a pre-
study that will assist us in gaining a deeper knowledge about the topic field and extend 
our questioning further before determining our final research questions. Thereafter we 
will start our empirical research by collecting essential data from primary sources. Af-
ter that the empirical findings will be analyzed and new theories will be derived. When 
the theory is adequately well established in the empirical findings, we will review the li-
terature of interest once more, and relate the new theory to the subject by integrating 
different ideas. This kind of research is referred to as exploratory research. We will aim 
to explore this quite new and unchartered area of research, rather than trying to verify 
existing theory. Consequently, no predetermined results can be expected since there 
are few, or no existing authorized theories that can aid in the research. The adopted 
approach can be visualized in figure 2.1. 
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Figure 2-1 Inductive Approach 

2.1.3 Qualitative or Quantitative Research 
According to Holme & Solvang (1997) there are two main categories of methods for 
collection of research data: quantitative and qualitative methods. The main distinctions 
between these two methods are that quantitative methods generally aim to transform 
information to numbers and quantities from where statistical analyses can be carried 
out. In contrast, qualitative methods focuses on providing rich descriptive reports of 
individuals’ perceptions, attitudes, beliefs, views and feelings (Hakim, 2000). This me-
thod is closely related to the researcher’s understanding and interpretation of the in-
formation. However, the two methods are equally reasonable according to Holme & 
Solvang (1997), both have different strengths and logics, and are often best used to 
address different kinds of questions and goals. What matters when deciding upon 
which approach to use, depends not only on the research question, but also on the ac-
tual research situation. The researcher has to choose the method that will work most 
effectively when generating data from the prevailing circumstances (Maxwell, 2005). 
Choosing between the two approaches is not a necessity though, in some instances the 
best results are created in the interaction between the two (Holme & Solvang, 1997). 
While our problem suggests new ideas and findings through more unquantifiable me-
thods – that is to say, less need for statistical measurements and more need for a dee-
per understanding, our research will be based on qualitative methods of research.  

Adopting a qualitative approach will help and support us to shed light on the characte-
ristics of v-business in various ways. According to Holme & Solvang (1997) a qualita-
tive method enables a deeper and more complete understanding of the research area 
and its complex nature. Furthermore, Hakim (2000) stresses that; the great strength 
with qualitative research is in the study of motivations and other connections between 
factors. It becomes possible for the researcher to ask more explanatory questions such 
as “why”. Ultimately, Maxwell (2005) states that qualitative research has an inherent 
openness and flexibility that allows the researcher to modify the design and focus dur-
ing the research in order to understand new discoveries and relationships. These are 
only a few among many benefits that distinguish qualitative methods. Consequently, 
these are the benefits that we believe will add value to this specific research. The qua-
litative method will provide us with the depth and richness of data needed to develop 
a balanced picture of companies’ experiences when conducting business in Second 
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Life. Secondly, being able to ask explanatory questions will assist us in our aim to gain 
an understanding of the opportunities and problems present in a virtual world. Finally, 
since we do not know beforehand what kind of issues that will be discovered in the 
collection of data, we need a method that allows for flexibility. Otherwise important 
information might be left out due to a rigid structure that is unable to adjust. 

Nevertheless, there are drawbacks with this method. Qualitative methods usually in-
duce a greater proximity towards the respondent as opposed to quantitative methods, 
which is considered to be favorable but not unconditionally. The closeness to the res-
pondent can cause interpretation problems. The researcher’s experience of the interac-
tion with the respondent might not coincide with the actual situation. That is to say, 
the researcher might fail to interpret the respondent’s actual motive and expressed sig-
nals (Holme & Solvang, 1997). To limit the occurrence of misinterpretations of data in 
this thesis, collection of data, interpretations, analysis and conclusions will be made 
with cautiousness. 

2.2 Data Collection 
Collection of data is a very important element in every research. The characteristics of 
data can be of two different kinds: primary sources or secondary sources of data. As 
their names might imply, primary data is collected from the original source whereas 
secondary data is collected from sources other than the main source. Primary sources 
of data are closer to the main source than secondary sources and can therefore be con-
sidered to have a higher reliability. However, secondary sources of data should not be 
excluded based on this assumption. Secondary data is essential in the sense that it pro-
vides the researcher with the necessary background and context needed to carry out 
the study. Comparing primary data with existing research can aid in the process of 
producing new interesting knowledge. Such a comparison can provide a better basis 
for taking a standpoint and concluding research, and determine if the outcome of the 
research is generally applicable or not (Repstad, 1993).  

Primary data can be collected in a variety of ways; the three most common approaches 
are observation, surveys, and interviews. Observation is usually carried out in field stu-
dies where the researcher’s aim is to understand a phenomenon through observation 
of human behavior and the way in which they interact (Repstad, 1993). Surveys and in-
terviews are somewhat similar; the difference primarily lies in the way answers have 
been collected from the respondents. In a survey, the respondents provide answers by 
writing them down themselves, in contrast to an interview where there is direct con-
tact between the respondent and the interviewer (Holme & Solvang, 1997).  

In this particular study, primary data will be collected through interviews since a close 
contact with, and direct interaction with respondents will be vital to get a complete 
understanding of companies’ opinions and perspectives regarding their experiences in 
Second Life. Additionally, secondary sources of data will be collected through a litera-
ture study, which is the most commonly adopted approach for this purpose (Gold-
kuhl, 1998). Since the literature study will be initiated at the commencement of the re-
search, partly serving as pre-study, secondary sources of data will be presented first. 
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2.2.1 Literature Study 
Glaser (1978), reproduced in (Merriam, 1988) considers it to be essential to study a 
great deal of literature also in inductive and empirical grounded theory research. He 
suggests that the researcher should initiate the study by researching the area of interest 
closely but widely, and then immerse within the specific domain as the research 
proceeds. The purpose is to integrate the generated theory with previous literature dis-
cussing the subject. A literature study can therefore be of assistance when formulating 
the problem regardless of methodology approach, however occupying a less important 
role in inductive research compared to deductive.  

A literature study is the process of finding, examining and analyzing information that 
is already available (Theorell & Svensson, 2007). Books, statistics, registers, and other 
documents are a few examples of secondary sources that can add valuable depth and 
range to a research. Reviewing the literature will help us to familiarize ourselves with 
the background of virtual worlds and all the related concepts it encompasses. It will 
help us to formulate and define our research questions further, and guide us to discov-
er unexplored fields within this area. The main search words that will guide the litera-
ture study, in both English and Swedish are virtual worlds, Second Life, virtual busi-
ness, v-business, virtual environment, 3D Internet, Web 3.0, and the future for virtual 
business models. Searching for words such as Second Life, virtual worlds and 3D In-
ternet alone resulted in over one million search queries using Google, making search-
ing relevant information far more complex. However, as defining specifically and add-
ing keywords together, the queries were also refined. Just by searching Second Life and 
v-business together refined the search results significantly – down to 6,930 queries as 
of December 26, 2007. As have been mentioned, the area of research being fairly new 
and the access to published theories about v-business and related topics being limited, 
the theoretical framework will mainly be descriptive, aiming at familiarizing the reader 
with the topic and its context.  

Internet is a research tool that allows easy and fast access to thousands of library cata-
logues, journals and tables of contents, including all major university research libraries 
online. By using Internet as a complementary source in the collection of data, our 
knowledge about this field will be expanded further than would have been possible by 
exclusively using ordinary physical publications. An important issue to bear in mind 
though, is the significance of scrutinizing internet sources in order to establish high 
quality and accuracy of the resources found. Being fully aware of this problematic is-
sue, internet sources will be evaluated based on their relevance, quality and reliability, 
and this especially applies for the news articles applied in this research. To add credi-
bility to this research, a guideline will be used when evaluating internet sources. Au-
thors’ qualifications will be assessed with regards to their credibility, main sources will 
be tracked to their original source and compared with other sources to check their 
adequacy, and the currency of the website will also be looked into (Hewson, Yule, 
Laurent & Vogel, 2003). Priority will be given to academic and research articles, theses, 
and dissertations in both online and published format, since we believe that these have 
a higher level of credibility than other internet sources. As current sources as possible 
will be strived for particularly when reviewing data regarding the outlook for v-
business in virtual worlds. 
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2.2.2 Outlining the Strategy for Conducting the Interviews 
Interviews can be organized and structured in many different ways depending on the 
occasion. Generally the degree of structure is one important factor that distinguishes 
different forms of interviews.  At one extreme is the structured interview, where the 
interviewer asks the respondent a predetermined set of questions which cannot be 
changed or restructured. An unstructured interview on the other hand, takes on an 
opposite approach. In such an interview the respondent is able to talk freely about the 
topic without any steering or influence from the interviewer (Teorell & Svensson, 
2006). In between these two extremes is the semi-structured interview where the for-
mulation of the questions can vary depending on the respondent. The interviewer only 
uses an interview guide with a few topics and issues that need to be covered (Fisher, 
2007). The choice of the level of structure should be guided by the purpose of the re-
search. A distinction can also be made between interviews that are conducted in per-
son or by the use of a telephone. In a personal interview the respondent and inter-
viewer meet in person to exchange information, as opposed to a telephone interview 
where the interviewer conducts the interview with the respondent over the phone. 
Personal interviews are to prefer since they allow a higher level of interaction, but 
when this kind of interview is not achievable telephone interviews is the second best 
choice according to Ruane (2006).  

In this research semi-structured telephone interviews will be conducted. A semi-
structured approach will provide us with the strengths from both extremes. It will al-
low structure and flexibility concurrently. The chosen approach will enable us to ask 
the respondents a predetermined set of questions regarding the opportunities and 
problems their respective company has experienced when conducting v-business in 
Second Life. Questions needed to be covered in order to generate the knowledge ne-
cessary for the analysis and ultimately to answer the purpose of this thesis. Moreover, 
semi-structured interviews will enable adaption to each respondent and interview set-
ting by allowing us to: change formulations of the questions, reorder them, and follow 
up with new questions if needed. A problem with a less structured approach is the in-
creased difficulty of carrying out the analysis due to the complexity of the information 
gathered (Holme & Solvang, 1997). Nonetheless, we believe the gains will be superior 
to this drawback. Given this approach, the number of respondents that can be inter-
viewed will be limited due to time constraints, but the outcome of each interview will 
be more extensive (Holme & Solvang, 1997). The reason as to why personal interviews 
were excluded was due to the fact that respondents are expected to be found at dispa-
rate locations, most likely in different countries. Otherwise personal interviews would 
have been favored since a visual and verbal interaction would have been conceivable. 

When developing the interview manual, several issues need to be considered. The de-
sign of the interview will have serious impact on the number of participating respon-
dents, the accuracy and validity of the answers, and the relevance of the outcome of 
the interviews, and is thus very important. Many problems related to performing inter-
views can be avoided simply by evaluating the interview manual beforehand, regarding 
its structure, scope and language. A common approach is to set up a structure that 
commences the interview with a couple of easy questions just to get a good start, and 
create a situation where the respondent feels confident. When the respondent has 
adapted to the interview setting and started to relax, it is appropriate to bring up more 
problematic questions. As a closure, the researcher returns to easier and less contro-
versial questions once more, in order to finish the interview in a comfortable atmos-
phere. Further, the order of the questions asked needs to be considered since the an-
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swer to a preceding question might determine the context of the following question. 
Regarding the scope of the interview, prioritizing is a must. Respondents cannot be 
expected to dedicate extensive time to participate in the interview; therefore the re-
searcher should stick to the most significant questions and leave other parts out. As 
for language, misinterpretations can more than often be avoided simply by using a very 
simple and clear language (Holme & Solvang, 1997).  

The interview manual constructed to guide the interviews will be developed according 
to these recommendations and can be found in Appendix 1. The purpose with the 
first five interview questions is to collect background information about each company 
participating, in terms of the characteristics and scope of their operations in Second 
Life. Question number six is specifically constructed to address our first research ques-
tion: to discover what kind of value v-business has added to companies operating in 
virtual worlds and what kind of impact it has had. The following question aims to ad-
dress our second research question: regarding what kind of complexities and restric-
tions companies have experienced when conducting v-business. The sub questions 
have been constructed in order to investigate why these problems have occurred. The 
last four questions, number eight to eleven, aims at collecting the information neces-
sary to assist us in the process of developing an outline regarding the future outlook 
for v-business in virtual worlds. All the questions have been designed to encourage 
open answers, so that the respondents are free to answer in a way they find appropri-
ate (Ruane, 2006). These questions have been designed to gather information that we 
believe will add relevance to our study. Nevertheless, lapse from the interview manual 
will be inevitable in a semi-structured setting so the interview manual will only been 
seen as a guide. Some questions will be rearranged, rephrased or excluded, and other 
questions might be added. Nevertheless, the questions covering our research questions 
will be prioritized and included in every interview. 

When conducting the interviews, the interview manual will be sent to the respondents 
beforehand to enable them to do some research if necessary as preparation for the in-
terviews. The telephone interviews will be performed through the software program 
Skype, and recorded by the plug-in programs Callburner and Pandora. Recording the 
interviews will help us document the interviews and enable us to focus solely on the 
conversation with the respondent without needing to worry about information being 
default due to us not being observant enough. Instead of spending time writing down 
each answer manually during the interview, time can be spent on listening actively and 
responding quickly with follow-up questions if needed. Recording the interviews will 
also facilitate the analysis; it will become possible to rewind the tape and listen to the 
interview over and over again, hence limiting the risk of us misinterpreting the conver-
sation (Repstad, 1993). To enhance the trustworthiness and further affirm correct in-
terpretation of the interviews, all respondents will be given the opportunity to revise, 
add comments, correct possible misinterpretations and ultimately confirm summaries 
of the interviews before publishing date.  

2.3 Selection of Respondents 
Respondents will be selected according to a predetermined criterion. Companies asked 
to participate in this research are ought to be for-profit and actively participating in 
business activities in Second Life. The geographical location of the offices which we 
will contact will not be of any particular importance, as long as the person contacted is 
English or Swedish speaking and has relevant knowledge about the subject matter. 
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The reasoning behind this decision is that Second Life is not bound to a specific re-
gion, and therefore, the location of where the company is situated is not of greater im-
portance. In order to generalize and avoid limitations that might restrict the thesis 
purpose, international companies, situated anywhere in the world, but active and es-
tablished in Second Life will be aimed at. By prioritizing international companies it will 
become more convenient to generalize the answers since such companies are not tied 
to a specific country other than its origin. The likelihood of our study being applicable 
to companies in many different countries will therefore increase.  

In order to select respondents a list will be created by combining three independent 
indexes found on the Internet, listing companies with a presence in Second Life. The 
list will be edited by deleting all the companies failing to fulfill the predetermined re-
quirements. From this list a second list will be derived, containing companies that have 
been identified in the literature study. These companies are large famous companies 
that have gained a great deal of publicity due to their activities in Second Life. The 
companies on this list do not necessarily have to be more interesting than any of the 
other companies on the original list, however we decided to put extra focus on these 
since we acknowledged them in our pre-study and recognized them as leaders in this 
new evolving trend, hence expecting them to provide valuable input to our research 
due to their experience in this virtual world. Additionally, we believed their strong cor-
porate brands would attract other companies in taking part of this research and thus 
share their experiences. 

As a result, first priority will be given to the twenty-six companies identified in the lite-
rature study. In the case of insufficient respondents, priority will be given to the other 
ninety-three companies on the original also having established a presence in Second 
Life. Since we anticipate that it might be difficult to get a satisfactory number of res-
pondents participating in our study within our specific timeframe, no particular selec-
tion strategy will be used when selecting respondents from either list. Starting with the 
first priority list, we expect to continue contacting most of the companies in the 
second priority list until we have enough interviews scheduled. A minimum of five 
respondents participating is what we are aiming at, thus we hope to get at least seven 
interviews. Nevertheless, level of satiation and time restraints are expected to deter-
mine the final number of interviews. 

All respondents will be contacted by e-mail, with an enquiry to participate in a research 
study concerning companies’ experiences of business activities in Second Life. Both 
Swedish and English-speaking departments of each international company will be con-
tacted since we suspect that it will be necessary to use every channel open to us in or-
der to get a satisfying number of respondents participating.  

2.4 Analysis and Interpretation Approach 
In qualitative research, collection of data and analysis are carried out concurrently. 
However, when the collection of data has finished the analysis enters a more intense 
phase. Data needs to be organized and structured in a way that makes it easy to com-
pile information needed. This implies that empirical data such as interviews need to be 
written down and summarized to become more manageable and explicit. This process 
involves removal of redundant and reoccurring information, and identification of simi-
larities that can be structured according to suitable parameters. In order to facilitate the 
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final analysis, it is advisable to organize the information from without some sort of 
scheme that makes categorization possible (Merriam, 1994). 

In this thesis we intend to follow the same working process. One of the first steps will 
be to translate contingent interviews from Swedish into English. Equally, important 
sections of the interviews that are closely interrelated with our research questions will 
be summarized almost word-for-word and quotations will be strived after. Irrelevant 
and redundant information will be left out as mentioned. To achieve a commonality, a 
collective structure will be elaborated and complied with when summarizing the inter-
views. All the detailed interviews will be sent to the respective respondent for confir-
mation of its accuracy before we comprise it into the thesis. At last, as a preparation 
for the final analysis, the data will be looked over carefully as a means to identify poss-
ible patterns such as regularities and similarities that can be assigned to a couple of dis-
tinct categorizes. The categories will then be visually represented in tables (Appendix 
2) to make linkages stand out as clear as possible.  

2.5 Research Credibility 
In order to obtain a valid and reliable outcome of this research which is ethically de-
fendable, the research credibility of this thesis needs to be addressed. Validity can be 
said to deal with the integrity of the conclusions that are generated from a piece of re-
search. It refers to whether you are observing, identifying, or measuring what you say 
you are. Reliability on the other hand is concerned with the question of whether the 
results of a study can be repeated or not. That is, it refers to the degree of reliability as 
the level of replication that can be expected when similar studies are undertaken (Rit-
chie & Lewis, 2003). A study needs to include valid and trustworthy results; it is a re-
quirement that researchers and other people can trust the outcome of a research (Mer-
riam, 1994). Critical instances where these two concepts will play a very important role 
in this research will emerge when making choices of what methods and analysis tech-
niques to adopt, and how to carry these out in a credible manner. Selection of respon-
dents, construction of the interview manual, applied interview technique and previous 
interviewee experience will be vital as a preparation for the collection of data. At the 
final phase, interpretation of results, analysis, and ultimately the process of making 
adequate conclusions will be factors that needs to be paid attention to in order to se-
cure trustworthy results. Considerations for these implications have been and will be 
brought up in pertaining context throughout the text. 
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3 Frame of Reference 
This section represents the theories evolving from the literature study regarding virtual worlds, v-
business and related topics. The aim of this section is to provide descriptive knowledge that will enable 
a greater understanding of the empirical material.  

3.1 Concept Clarifications 
In order to stand out as clear as possible and avoid potential misinterpretations, the in-
terconnections between some of the concepts listed in the first section of this thesis 
will be presented and explained. To make it easier for the reader to follow the discus-
sion a visual model is presented in figure 3.1. The areas of interest in this research are 
represented by the white boxes and circles, whereas areas that will not be focused on 
in this research are shaded. Since there are currently no precise and generally accepted 
definitions of the terms being used in our area of interest, we will take on our own de-
finitions, inspired by other researchers’ definitions.  

VIRTUAL ENVIRONMENT

VIRTUAL REALITY VIRTUAL WORLDS

World of 
Warcraft

Second 
Life
Entropia  

  Universe

SOCIAL INTERACTION
- Chat
- Talk

MARKET ECONOMY
- Buy
- Sell

Marketing
Promoting
Branding
Selling
R&D
Concept testing
Education & Training
Video conferences

Stereo goggles
Headset
Sensory Gloves

COMPANIESBus. activities

V-Business

 

Figure 3-1 Concept Clarification Model 

The concept of a Virtual environment can be classified as a fairly wide concept from 
where many sub-concepts originate. Virtual environments incorporate virtual reality, 
virtual worlds, v-business and all internet activity involving information access and in-
teraction between users, without any necessary physical contact or physical closeness. 
Although current research lacks a concrete definition of the term virtual environment, this 
thesis will take on the perspective by Chen (1999).  

“…a number of examples of popular and much-populated virtual environments, ranging from text-
based chat room to multimedia, multiuser, and virtual reality-enriched cyber-cities and cyberspaces. 
The aim is to illustrate two major aspects of a virtual environment: construction and interaction…A 
fruitful perspective is to examine the interplay between information visualization and virtual environ-
ments…The primary design principle of an information workspace is that users should be able to 
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access a wide variety of information visualization tools to meet the needs arising in their working envi-
ronments” (Chen, 1999, p.175-176). 

The most famous and researched topic descending from virtual environments is prob-
ably the concept of Virtual reality. Virtual reality was introduced during the late 1950s, 
but has since then developed and advanced to a far more complex technology. We 
take on Burdea & Coiffet (2003) definition of virtual reality as: 

“Virtual reality is a high-end user-computer interface that involves real-time simulations and interac-
tions through multiple sensory channels. These sensorial modalities are visual, auditory, tactile, smell 
and taste” (Burdea & Coiffet, 2003, p. 3). 

Furthermore, by the term Virtual worlds we refer to a three dimensional society on the 
Internet where the user is represented by a digital alias, also called avatar. This implies 
an obvious distinction between virtual worlds and the above mentioned definition of 
virtual reality. In a virtual world you interact through a third persona; the level of inte-
raction is not as advanced compared to virtual reality technology.  

In this thesis, we will reflect upon and develop an existing definition of the term virtual 
world from a Doctoral dissertation called Virtual Worlds & Interaction Design:  

“A virtual world is a synchronous, multi-user system that offers a persistent spatial environment for 
iconically represented participants” (Jakobsson, 2006, p. 27). 

One example of a virtual world that many people probably can relate to is an online 
gaming system, such as the World of Warcraft, where the multi-user setting allows us-
ers to communicate and access each others’ information worldwide, independent of 
time and place. This is where our restriction develops the above definition further. 
This thesis takes the approach of virtual worlds as a near resemblance of the real 
world, incorporating social interaction and market economy practices where real busi-
ness takes place. This criterion automatically excludes virtual gaming worlds; resulting 
in a focus on virtual worlds such as e.g. Second Life and Entropia Universe, from 
where the first mentioned has been selected to stature as an example throughout this 
specific research.  

Ultimately, this research aims to develop new knowledge about v-business. V-business is 
a concept originating from the introduction of virtual worlds. As virtual worlds devel-
oped and people started to become attracted and involved in these worlds, many com-
panies recognized the great opportunities of conducting real world business activities 
in these worlds, namely v-business. 

3.2 The Characteristics of Second Life 
Second Life is a virtual world platform created by Linden Lab in San Francisco and 
has a rapidly growing population (Telegraph, 2007). It is a 3D internet-based platform 
where users, also called avatars, can connect with each other through chatting and 
voicing (Second Life, 2008a). On the Second Life Official website, anyone can down-
load the software for free in order to get involved with one’s new identity in one’s 
“Second Life.” Not only individual avatars, but also businesses have emerged on 
Second Life’s marketplaces in order to promote their products and services, receive 
feedback from customers, sell products, have meetings and organize events for prod-
uct releases etc. Activities taking place are limitless, and some include having concerts, 
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seminars/conferences, casino, virtual drinking at virtual bars, teaching and education 
through Second Life, campaign runs from politicians, etc. 

 
Figure 3-2 Attend a Boat Trip during the Day (Wikipedia, 2005)  
Figure 3-3 Dance on a Disco during the Night (Wikipedia, 2005) 

Second Life is built up of islands, just like on a world map, where different places and 
events take place on the respective islands. Corporations rent or buy islands (private 
islands) where avatars can visit and take part in events or activities offered by the own-
ers of the island. Linden Dollars, Second Life’s own exchangeable currency, is most 
often used in Second Life to buy virtual goods. Currently, American dollars can be ex-
changed into Linden Dollars ready to be used in Second Life and can then be traded 
back to hard cash in the real world if one wants to (National Geographic News, 2006). 
Second Life also engages avatars to earn money through Second Life in many different 
ways, such as working in Second Life, dancing to earn money, “camping” – or placing 
one’s avatar to rest on specific locations and much more. 

 
Figure 3-4 Something for "Her"...(Kippe, 2006)  

Figure 3-5 And Something for "Him" (Mercedes-Benz, 2007) 

Furthermore, Second Life allows free coding, which means that any avatar can create 
scripts in order to fulfill their own needs or use scripts in order to supply creative 
business ideas, i.e. open source coding. In other words, Second Life assigns intellectual 
property rights for all objects to their creators, meaning that the virtual objects can be 
sold or traded within the environment, and Second Life is also owned and built entire-
ly by its residents (National Geographic News, 2006). This makes Second Life differ-
ent from virtual world gaming, where avatars cannot “kill” or “slaughter” each other. 
Second Life is a platform that tries to resemble the real life as much as possible, and to 
one’s avatar, one might purchase clothes, accessories, new hairdo, etc. 
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Figure 3-6 Avatars at Work... (Cherry, 2007)  

Figure 3-7 And Avatars at their Spare Time (Nextlust, 2007) 

Just like people, the avatars in Second Life usually walk from one place to another. 
However, avatars can also fly by clicking a fly-button, which transports them to a loca-
tion faster. Another function, called the teleport function, enables avatars moving 
from one island to the next. Just as the fly-function, the teleport function is also done 
by clicking on a button. In close relation to Second Life as a whole, the Second Life 
Grid is a platform that enables organizations to create public or secure private space, 
i.e. islands. The Second Life Grid enables organizations using the latest technology in 
order to build, run and maintain customized islands (Second Life Grid, 2008). 

3.3 Business Models are Changing 
In order for the reader to understand the concept of v-business in virtual worlds and 
the impact it may constitute in the future, we briefly want to introduce some theories 
regarding the change taking place in the role of adopted business models’ and the utili-
ty of the Internet. 

Historically, organizations have been characterized by hierarchies, with reporting rela-
tionships and with an internal economy. Throughout the years, the traditional starting 
point for strategic business thinking, have been the individual corporation. But in the 
digital economy, that is no longer appropriate. A new form of value creation is becom-
ing the basis for competitive strategy. Kalakota & Robinson (2001) describe a shift 
from conducting business in a traditional manner towards a business web (b-web). 
They describe the b-web as any system of suppliers, distributors, service providers, and 
customers that uses the Internet as the basis for business communication and transac-
tions. Industry by industry, business webs are destroying the traditional business mod-
el, indicating that new business models based on networks are the new keys to compe-
titiveness and wealth creation. The revolution of electronic commerce confirms this 
development – being a central theme at the heart of business strategy today. But as if 
that was not enough, we continue asking ourselves what will be the characteristics of 
the next generation of business applications. Managers may be struggling with e-
commerce, but new e-business technologies are approaching, forcing them to adopt 
business models built on a flexible foundation that are able to adapt to the inevitable 
change that are occurring (Kalakota & Robinson, 2001).   
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3.3.1 Internet is Changing From Web 1.0 to 3.0 
Concurrently as organizational structures and business models have changed, the In-
ternet has changed too. The latter is acting as a tool and enabler for the evolution we 
are facing today. Ever since the introduction of the Internet, the Web has evolved and 
developed to include a rich variety of uses, having a great impact on how we conduct 
business. Nowadays we refer to the first web as ”Web 1.0”, or perhaps the less flatter-
ing name “flat web”; indicating its limitations compared with today. In order to spark 
new interest in the usefulness of the web, and recover from the bad reputation the 
dot.com crash invoked, a man named Dale Dougherty coined the concept of ”Web 
2.0”; a concept changing the view of how we use the Internet. Dougherty imagined a 
web describing almost any site, service, or technology that promoted sharing and col-
laboration over the Internet. A web that included blogs, wikis, tags, RSS feeds, and on-
line media and communication tools such as YouTube and MySpace. Today Web 2.0 
has become a part of our everyday lives even though it is still considered to be on a 
developing phase in its lifecycle. Nonetheless, this has not restrained people from dis-
cussing and predicting the prospects of Web 3.0. In the article Web 3 – The Internet is 
changing…again, the author Cade Metz (2007) describes the four most popular ideas 
about how the Web 3.0 will look like in the future. He describes: A Semantic Web, 
The 3D Web, The Media-centric Web and The Pervasive Web. The 3D web is the 
concept that represents the belief of a future Web 3.0 containing virtual worlds, fur-
ther described as:  

“A Web you can walk through. Without leaving your desk, you can go house hunting across town or 
take a tour of Europe. Or you can walk through a Second Life-style virtual world, surfing for data 
and interacting with others in 3D” (Metz, 2007, p.75). 

A visual description of the development of the Internet, created by IBM, can be found 
in figure 3.1. This model aims to illustrate how the web has developed and how the ac-
tivities, content and functions have changed throughout the years. We refer to the Ear-
ly Net as the Web 1.0, Mature Net as Web 2.0, and 3D Net as Web 3.0. According to 
this model the content on the Internet has changed from being informational towards 
user-generated and finally towards highly social. Simultaneously, business functions 
have changed from focusing on using Internet as a tool for communication, to IT col-
laboration, and at present as a tool for product and service development. IBM (2007c) 
believes that the future is 3D Internet, and that virtual worlds will be a natural part of 
peoples’ lives. Colin Parris, VP of Digital Convergence at IBM, said in a speech at the 
virtual world conference that “Virtual worlds are quickly becoming a powerful tool and a driv-
ing force behind what many are calling the 3D Internet – one that is open, immersive, innovative, and 
social. IBM has serious interest in virtual worlds and the 3D Internet… and we are beginning to un-
derstand the strong impact that virtual worlds can have on our business and government” (IBM, 
2007c). 
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Figure 3-8 Development of the Web (IBM, 2007) 

Metz (2007) believes that many see the 3D Internet as an extension of virtual worlds 
popping up on today’s Internet, which are gaining an increasing interest from both 
companies and consumers. Google and Microsoft are two giants already moving to-
wards 3D with their Google Earth and Virtual Earth applications (Salomon, 2007).  
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4 Empirical Findings from Interviews 
In this section, summaries of the qualitative findings that were revealed in the interviews with IBM, 
Manpower, Electrolux, Greenberg & Lieberman, STA-Travel, Crescendo Design and Dell will be 
presented. The findings originating from the interviews are structured according to the three research 
questions: opportunities, problems and future. 

4.1 Interviews with Respondents 
In addition to the summaries of the interviews that will be listed below, a quick over-
view of the outcome of the eight interviews with the seven companies can be found in 
Appendix 2. Here we have listed tables outlining the findings from each research ques-
tion.  

4.1.1 IBM 

Date: 2007-11-22 

Respondent: Mikael Haglund Interview: Telephone interview 

Title: Country Technical Executive Location: Sweden 

 

IBM is a multinational computer technology and consulting corporation, known to be 
the world’s largest computer company with 355,766 employees worldwide. IBM man-
ufactures and sells computer hardware and software, and offers infrastructure services, 
hosting services, and consulting services in areas ranging from mainframe computers 
to nanotechnology (IBMb, 2007). Officially, IBM has been active in Second Life a little 
bit more than a year. IBM bought and rented their first islands in Second Life in the 
beginning of year 2007. IBM uses Second Life more as a test and development plat-
form, but also as a way to work with customers who want to do various projects in 
Second Life. An important remark to point out is that IBM does not exclusively oper-
ate within Second Life. The company cooperates with several different suppliers of 
virtual worlds, all actors having potential to be more specific. Entropia Universe is one 
among many examples.  

One of the positive effects that have originated from IBM’s activities in Second Life is 
all the attention the company has gained from media and press. “It is important to get a 
reputation that implies that IBM is on and forward going” Haglund says. There are many crea-
tive people in Second Life who engages in art, music, and who are not afraid to think 
outside the box. Haglund believes it can be beneficial for computer companies to take 
advantage and pay attention to the individuals attracted to virtual worlds. From per-
sonal experience, Haglund knows many colleagues that have developed business con-
tacts through Second Life. He explains that virtual worlds provide a great opportunity 
to meet with people with common interests. IBM’s activities in Second Life have re-
sulted in many new collaborations and projects with new customers that would not 
have existed otherwise.  
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The problems and limitations IBM has experienced and observed when operating in 
Second Life are quite a few. To start off with, it is almost impossible to verify peoples’ 
identities that can impose a problem in the long run if companies want to engage in 
more serious business. Many identity and security related problems are partly due to 
the concept and culture of Second Life; the possibility to create a “second life” where 
anonymity is possible and individuals can be anyone they like to be. Stealing or copy-
ing intellectual assets are also seen as problems. This means that users copy resources 
others have created and then sell it under one’s own brand. “That is part of the design; it is 
okay that no one can figure out who you really are. Second Life is not primary developed to provide 
high security and facilitate transactions. As soon as money transactions enter the picture, verifying the 
individual behind the avatar becomes absolutely necessary. The risk of people stealing each other’s 
identities, or logging in on someone else’s account needs to be minimized” Haglund adds.  

On the whole, IBM is satisfied with their investment in Second Life. “It has worked out 
great as an educational place for us; there have been many positive aspects with Second Life.” IBM is 
planning on investing more in Second Life in the nearby future. “The investment carries on 
constantly” Haglund notes. However, Haglund once again indicates that IBM does not 
limit their interest to Second Life only; the company chooses virtual worlds or imple-
mentation strategy depending on what they wish to accomplish.  

Regarding the future, Haglund personally believes users will be able to have many dif-
ferent avatars where the movement and transferring between several different worlds 
and marketplaces will become achievable. So far, avatars mostly buy virtual goods in 
Second Life, e.g. houses. As for the future, Haglund thinks it will become more com-
mon to buy real physical products in virtual worlds, especially niche products that are 
difficult to get a hold of in the real world. Adding 3D functions to mail ordering com-
panies’ offerings would be interesting as well. As an example, Haglund describes an 
extension of the web that makes it possible to enter a virtual world with some friends 
to discuss whether or not one should purchase the product of interest. In a virtual 
world, one can rotate the product in several different angles and where one will have 
the opportunity to talk to an expert who can explain the functions of the product and 
compare it with others before making a decision, and the feedback and instructions on 
how to use the product can be visually described. This scenario is an example of how a 
company can extend their selling process – something that would be exceptional in a 
virtual world.  

Haglund believes that the 3D Internet will be a natural development of the Internet. 
That is, the next logical step will be integrating 3D technology in the interaction be-
tween people. Gaining knowledge and experience from this technology will be a very 
important preparation for companies. Discussions between IBM and suppliers of vir-
tual worlds are persisting constantly. Their conversations deal with how to move on to 
the next level by triggering more advanced thinking, and how to set a standard for ava-
tars and virtual goods so that these will be able to move between virtual worlds. This is 
one of the challenges Haglund believe Second Life will have to face in the future. Hag-
lund also remarks: “It is not necessarily the one who is first that survives in the long run.” 
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4.1.2 Manpower 

 Date: 2007-11-22 
          2007-11-26 

 

Respondent: Dan Darrow 
                       Ludvig Liljeqvist 

Interview: Telephone interview 

Title: Virtual Worlds Liaison 
          Project Manager 

Location: US 
                 Sweden 

 

Manpower is a world leading recruitment- and consulting firm which specializes in 
employment services, training and outsourcing. It has 4,400 offices in 73 countries or 
territories around the world and has five brands under Manpower Inc.; namely Man-
power, Manpower Professional, Elan, Jefferson Wells and Right Management. The 
company had 30,000 employees worldwide as of year 2006 and is listed on the New 
York Stock Exchange. Manpower has engaged in activities in Second Life since July 
2007. The activities that Manpower has engaged in so far includes providing a registra-
tion portal which brings a user into Second Life for the first time, information ex-
change about companies under the Manpower umbrella to help individuals getting in-
to Second Life, and job recruitment.  

Positive effects that have arisen in connection to Manpower’s investments in Second 
Life are several. The company has experienced increased brand awareness, boosting 
Manpower’s image and PR exposure through articles. Manpower has also noticed op-
portunities such as communication with clients and potential clients in Second Life, 
where such activities open doors to new discussions and debates. Manpower has 
gained internal experience and knowledge about virtual working environments with 
Second Life residents. It has helped them to understand what people want to talk 
about, what they are interested in and what they are coming to the island for -  in other 
words, engaging in conversations. This has enabled Manpower to communicate with 
avatars on the island and to ask them what they think about Manpower – a market re-
search that would normally be an extra financial cost. 

With positive outcome, usually, some problems arise as well. Manpower has expe-
rienced these problems not to be major issues, yet issues that are observable. Among 
these, technical issues such as breakdowns, network/internet connections not willing 
to allow the software, and users’ knowledge scarcity of the software, hindering indi-
viduals whom are computer users below average to use and/or participate in Second 
Life as actively as they probably would have otherwise. Another dilemma that Man-
power has faced is griefers, whom can be verbally and technically abusive, both to 
Manpower and other users, and Manpower has in the past removed facilities which 
were abused. On how these issues would have been prevented, Darrow explains: “Al-
lowing building and scripting on the island was a conscious decision on Manpower’s part. Manpower 
knew they were taking the chance. There is nothing that Manpower can do to avoid verbal abuse as 
long as Manpower is a public island, which Manpower intends to stay.” “Seriousness has to be estab-
lished in the case of a virtual employment, since companies and individuals would want to know who 
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their employer or employee is. More seriousness could be justified, perhaps through a universal identifi-
cation process for individuals who are very serious about this.”  

More general complexities include having a difficulty in determining the offers to pro-
vide on the Manpower Island. Second Life seems to have had a lot of hype, and is be-
lieved to have reached its climax and reached its peak. This makes it difficult in general 
to forecast possible trends in Second Life, since the communication method used is 
not traditional and there are no set guidelines on how to attract users to the island. 
Despite some intricacies, Manpower feels that they are very satisfied with the outcome 
of their investments in Second Life. As for future investments, Manpower is focusing 
on Second Life. Since business opportunities are expanding and most users are de-
voted to Second Life, Manpower intends to invest more in Second Life, rather than 
other virtual worlds.  

In regards to future prediction, Manpower acknowledges that new virtual marketplaces 
will emerge. As Darrow points out: “Some virtual market places might spawn from Second 
Life, and some will develop in Second Life. Although, there is a virtual marketplace in Second Life 
already. Transactions are being limited to virtual currencies, and this doesn’t allow for these things to 
grow as quickly as it could grow, even though some organizations can move real money in to Second 
Life. He further states that these virtual worlds will then be classified as big-small, 
good-bad marketplaces, however, will sooner or later part and as a result, there will be 
a few larger virtual world actors, just like any other development of an industry. More-
over, according to Darrow, there are not a lot of barriers that keep virtual marketplac-
es from being established. Ultimately Darrow believes “A PayPal-like function will proba-
bly pop-up in Second Life. Limitations will diminish once there is a more stable platform, once we are 
able to prove more business value, once real dollar transactions are happening over these systems, and 
once it is something that everyone is able to get to as opposed to just people who have a powerful enough 
PC to get to it”. 

4.1.3 Electrolux 

Date: 2007-11-29 

Respondent: Carola Lundell Interview: Telephone interview 

Title: Senior Project Manager Location: Sweden 

 

Electrolux is a world leading producer of appliances and equipment for kitchen and 
cleaning. Electrolux’s products include refrigerators, dishwashers, washing machines, 
vacuum cleaners and cookers sold under esteemed brands such as Electrolux, AEG-
Electrolux, Zanussi, Eureka and Frigidaire. The company has 59,500 employees, sell-
ing products to customers in 150 different countries every year. Electrolux has en-
gaged in activities in Second Life since spring 2007. Activities they have engaged in so 
far in Second Life include research and competitions.  

For Electrolux, online communication is a prioritized area since it provides the oppor-
tunity to interact directly with end-consumers. And, as a part of having a complete 
web presence, Electrolux decided to take a closer look at virtual worlds. Lundell refers 
to virtual worlds as “a growing phenomenon that consumers spend more and more time in.” Elec-
trolux presence in Second Life has received a lot of attention and publicity in related 
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blogs and newspapers. In addition, the project in Second Life has given Electrolux ex-
perience and learning related to virtual worlds. The choice of entering Second Life in-
stead of other virtual worlds was due to the fact that this virtual world best reflected 
Electrolux’s physical global market. 

Since Electrolux does not have any significant business activities in Second Life, no 
extensive problems have been experienced. One can expect that there are companies 
that have come across problems in relation to their activities in Second Life, but this is 
nothing Electrolux has experienced with the activities they have pursued so far. Never-
theless, Lundell mentions that it is difficult to get access to Second Life from the 
company’s offices since firewalls refuse accessibility. She also comments that the 
number of sign up members in Second Life sounds quite impressive; however the 
number of active members has started to decline drastically. The reason behind this is 
due to avatars strolling around spending a great deal of time on trying to find other 
avatars to talk to or perhaps discovering other fun activities. At present time, chatting 
with other avatars is the main activity in Second Life; there are no enjoyable scripts 
present for how to interact with other avatars in a meaningful and entertaining way. 
Based on this, it is not so difficult to understand why members’ interest has started to 
subside. Nonetheless, a voice function was introduced not long ago, which induced a 
significant improvement in Second Life. 

As for positive effects, Electrolux is generally very satisfied with their investments in 
Second Life. According to Lundell, the presence in Second Life has been a very in-
structive period and the company is more than satisfied with the outcome. Electrolux 
has received a very positive response from the community in Second Life, blogs, and 
media related to digital channels. Electrolux holds the opinion that there is a large 
market for using virtual worlds such as Second Life. It can facilitate and improve in-
ternal communication and teamwork in multinational companies where individuals are 
located in different countries. To meet in Second Life with voice is very efficient com-
pared to an ordinary telephone conference. As a result, the company is planning on 
continuing acting as an innovation incubator in the future. Electrolux will mainly focus 
on maintaining the presence that already exists in this virtual world. No large monetary 
investments are planned so far.  

As for potential prospects, some improvements could be wished for. A web based so-
lution, better user-friendliness; better graphical environment; more activities, and inte-
gration with other web-based applications are some of the improvements Lundell be-
lieves should be incorporated in a virtual marketplace for the future. She believes it 
will be important that Second Life does not remain as a closed entity; rather that it 
opens up so that it can attain a greater accessibility. A web based solution should be 
strived for, and in that way it would not be necessary to download applications and in-
stall programs. Companies would then obtain greater access to Second Life. When it 
comes to user-friendliness, Second Life must become easier to use. This virtual world 
is built from a programmer’s perspective instead of a user’s perception. The graphical 
environment can be improved to a great extent and the lack of activities in Second 
Life is, as mentioned earlier, a serious problem. Lundell stresses that it would be inter-
esting to connect other applications with Second Life, such as e-mail functions and 
other functions that are available in communities such as MySpace and Facebook. 
Thus, “It does not necessarily have to be Second Life that will accomplish this, just because they hap-
pened to be first, it does not necessarily mean they are best or will be able to maintain their position” 
Lundell notes. 
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4.1.4 Greenberg & Lieberman 

Date: 2007-11-29 

Respondent: Stevan Lieberman Interview: Telephone interview 

Title: Attorney & Intellectual Property 
Partner 

Location: US 

 

Greenberg & Lieberman is an Intellectual Property Law Firm located in Washington 
DC, offering services such as patents, trademarks, copyrights, Internet law and litiga-
tion. The firm first entered the Second Life legal profession in March 2006. Activities 
offered by Greenberg & Lieberman include trademarks, copyrights and patent applica-
tions, however, contracts are written in real-life, not in Second Life.  

Lieberman explains that he initially steered his firm into this legal alter ego out of ex-
citement for the budding technology associated with the virtual world. He remarks 
that it is important to be on the cutting edge of emerging technologies. Conversely, 
this excitement soon developed into a concerted marketing strategy. The extension of 
Greenberg & Lieberman’s web presence led to an ongoing buzz about the legal servic-
es offered by the firm. Lieberman says the firm quickly adapted to this relatively new 
forum in terms of generating real-world business out of virtual-world clients. Howev-
er, he is quick to point out that his firm’s presence in Second Life is more than just 
generating business; he cites communication as another very important aspect of the 
virtual world. The activities in Second Life have given Greenberg & Lieberman con-
nection to people with whom the firm may not normally have a connection with. As a 
result Greenberg & Lieberman have started using Second Life as a networking conduit 
for people around the world. Second Life is much better structured and sophisticated 
for putting people in touch with each other than a typical social networking site. “The 
idea in Second Life is that people feel that they are meeting other people rather than online communi-
cations via social network sites,” Lieberman states. “Therefore, from our perspective, Second Life is 
looked upon as a step beyond a social networking site.” Ultimately, this aspect certainly has 
translated into paying business in real currency Lieberman adds. 

Lieberman does not recognize any significant or glaring problems relating to the firms 
activities in Second Life.  

When discussing the reason as to why Greenberg & Lieberman decided to enter 
Second Life and not any other virtual world, and ultimately the future outlook for 
Second Life, Lieberman says:“(Second Life) is currently the only one that has the ability to con-
tinue this business trend, and has many more adults in it as well as it being easier to get around.” 
Furthermore, “I have tried other virtual worlds but they are not as good. Second Life is so far the 
best. I expect it to get a lot better now that it has a partnership with IBM, and expect in time to see 
people putting up their own Second Life servers and having them internal to their businesses. This is 
especially true once IBM’s technology provides the ability for third party servers to be connected to the 
general Second Life grid and of course all the other third party servers. I also expect Second Life to be-
come an easy and regular conferencing method, even for people without a technical leaning. You will see 
people with Web cams inside of Second Life so you can offer visuals of examples and other business 
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items instead of merely talk. Second Life will become a more interactive business too. This virtual 
world will even, over time leach in to other parts of real life.” To conclude, Greenberg & Lie-
berman sees a positive future for conducting business in virtual worlds. Members of 
the law firm state that they believe its expansion and development will continue to 
bring more lucrative results. Furthermore, Greenberg & Lieberman attorneys assert 
that virtual world technology will continue to improve through such items as better 
resolution, seamless interaction and better movement. To conclude Lieberman 
says:“This has been such an excellent experience that we certainly intend on investing more into 
Second Life,” adding that future plans include the expansion of the virtual island office 
and an even more expansive Web page that is mirrored in Second Life. 

4.1.5 STA-Travel 

Date: 2007-12-06 

Respondent: Matt Nixon Interview: Telephone interview 

Title: Director of E-commerce Location: US 

 

STA Travel is the world’s largest student travel organization, established in 1979, help-
ing students travel in over 90 countries. The company provides young people with 
products and services that make travel fun, affordable, and safe. Core products and 
services include flights, land product, insurance, support and cards. STA Travel has 
STA Travel branches, owned 100% by STA Travel, STA Travel Partner and STA Tra-
vel Franchise. STA Travel has engaged in activities in Second Life since April 2007 af-
ter seeing the immediate growth of Second Life. STA Travel’s business activities in 
Second Life range from marketing and PR-drive to the possibility of booking real tra-
vel through the virtual destinations.  

Positive effects that have emerged in relation to STA Travel’s investments in Second 
Life are a few, but mainly PR and global marketing within the industry. The ability to 
initiate discussions and communicate with clients, position the company as an innova-
tor and learn more about this emerging technology are certainly also of significance 
according to Nixon. Globetrekker Bob, whom is active on STA Travel’s island as a 
representative of STA Travel, faces challenges and opportunities concerning having 
discussions with and trying to inspire users within the environment to come and talk 
about travel. In many instances he has solved real life travel by opening a discussion 
about travel issues. Discussions that may hopefully also result in travel sales. Further-
more, since STA Travel’s mainly targets students and this group of people are interest-
ed in social communities and networking, it became a very strategic decision to posi-
tion the company within emerging platform technology (i.e. 3D environments) Nixon 
believes that STA Travel’s ground-breaking move could be something University pro-
fessors and students would be talking about, which would result in positioning as an 
innovator within the space and being a part of the discussion. In addition, Nixon 
comments: “STA Travel has traditionally been seen as a little bit of a laggard when it came to 
technology and we wanted to change this view and taking a step forward was going to help the percep-
tion of us being seen as an innovator in the industry. Personally I think that there is a huge opportuni-
ty within 3D virtual worlds and that in the next 3-5 years the next web platform is going to have cer-
tain elements, does not necessarily have to be Second Life or something like that. But there is going to 
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be some core component with 3D interactivity. We have seen how people connect more closely and how 
people can create themselves their environments – which is the beginning of something.” 

Even though the activity is still relatively small in STA Travel’s case, the great impor-
tance is being the first real life travel company to take the step within their industry 
and through experimentation and understanding with STA Travel’s corporate leaders 
of the 3D environment, there is a higher chance of being better prepared to look out 
for new technology and the changes involved, since technology is changing faster than 
ever. Even though Second Life might not be the core platform for 3D virtual envi-
ronments, at least STA Travel’s considers having an understanding and experience in 
virtual worlds.  

When it comes to problems, STA Travel would like to view them as how you can turn 
problems into opportunities, i.e. challenges. For example, once the island was built, the 
next step was “what do we do now?” Therefore, STA Travel had to find new growth 
strategies within that which were not initially thought of since very few people had ex-
perience in virtual worlds. Another challenge is the day-to-day maintenance, since 
things can go wrong within the island. Since the island is an open network, people can 
come and try to blow it up and try to vandalize it, so it is Globetrekker Bob’s job to 
constantly maintaining and monitoring such actions. The other challenge has also been 
an understanding of the technology since it is still so foreign to so many people that 
translating that within the company itself and outside the company still has people 
scratching their heads wondering why anyone would want to interact in a virtual 
world, or more specifically Second Life. Transforming the stage from where there 
were only 2-3 people working with the virtual worlds within the entire company to ex-
panding it was a challenge, and still is a challenge. Even though Second Life is not a 
major part of STA Travel’s marketing, it is a niche and getting an understanding is still 
a challenge that STA Travel has to tackle. 

On the question whether STA Travel is satisfied or disappointed on their outcome as a 
whole, Nixon explains: “It goes two ways. We are very satisfied with the marketing and PR, since 
we got in early at the right time which resulted in awareness amongst our industry peers. Although 
what I am still scratching my head about is where Second Life is going. I have not seen Linden Labs 
take any new big steps; voice is a big plus and big advantage but I have not seen a huge improvement 
yet in the actual usability of the technology. That concerns me a bit. That will obviously affect; the 
popularity within this environment will kind of live or die by the growth of Linden Labs investment 
and changing technology and if that does not change it will not go very far. It is a challenge; it has not 
opened up enough and has not gone mainstream yet. Maybe it will or maybe it will not happen within 
the Second Life environment.” Despite concerns, STA Travel is very satisfied with the out-
come of their investments. 

Whether STA Travel have plans for future investments in Second Life is currently still 
up for a discussion. However, STA Travel believes that virtual marketplaces will de-
velop in the future, even though it might still be too early fully developed virtual mar-
ketplace and even though it might still be too early to make a call, there is still a fun-
damental belief that virtual worlds will have an impact, both personally and from tech-
nology in travel and retail and how we sell things online. STA Travel considers the po-
tentials of virtual worlds as a huge opportunity not to miss and justifies that as con-
sumers grow and change, particularly the youngest generation, there really has to be 
something there to appeal to the consumers.  
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4.1.6 Crescendo Design 

Date: 2007-12-10 

Respondent: Jon Brouchoud Interview: Typing in Second Life 

Title: Owner and Architect Location: US 

 

Crescendo Design is an architecture design studio located in Wisconsin that specializes 
in green houses by making design models virtually in Second Life. The firm is run by 
its founders, also architects and the main service includes efficient visualization about 
the designs of the properties through thorough communication and imagination. Cres-
cendo Design started engaging in Second Life in June 2006. The main business activity 
in Second Life is the modeling and sketching of property in 3D modeling. 

The reason for entering Second Life was because the real life design studio, which is 
located in a small town and transportation is limited, was complicating the possibility 
of meeting with long-distance clients. Not only did Second Life facilitate the possibility 
to meet with clients long-distance, but it also enabled describing Crescendo Design’s 
architecture ideas in 3D by walking into the design. Second Life has become a tool for 
business, but has solely; it has also added value on the personal level Brouchoud ex-
plains.  

Conversely, Crescendo Design mentions a few problems that have occurred in regards 
to Second Life. One such issue that is mentioned concerns some clients who see 
Second Life more of a game and do not take Second Life seriously. For remaining is-
sues, Bouchard explains: “Well, there is a fairly steep learning curve for clients to overcome in or-
der to visit here for their first time, so, the user interface needs improvement. Griefers and security 
haven't been a problem, since we are on a private sim.” Nevertheless, Crescendo Design con-
siders these issues as being a part of the nature of Second Life and believes that these 
issues would be naturally resolved in time. 

In spite of a few mentioned issues, Crescendo Design is very satisfied with the out-
come of their investments in Second Life. In regards to future investments in Second 
Life or in any other virtual world, Crescendo Design has plans to continue to use vir-
tual worlds in their work given that Crescendo Design considers Second Life to be an 
ideal environment for their practice. For future prospects, Bouchard justifies: “There is 
definitely a future for conducting business in virtual worlds, no doubt about it. There are already new 
virtual marketplaces, and we are already working within those marketplaces.” According to Cres-
cendo Design, characteristics of potential virtual worlds in the future contains the be-
lief that the future of the internet is 3D – basically companies doing research and un-
derstanding the new mediums being used, since it is only logical for businesses to un-
derstand and harness the power and future potential of virtual worlds.  

4.1.7 Dell 

Date: 2007-12-13 
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Respondent: Laura Thomas Interview: E-mail interview 

Title: Technical Director Location: US 

 

Dell is a world’s leading computer systems company, designing, building and custo-
mizing products and services to satisfy a range of customer requirements. Dell’s offers 
include servers, notebook and desktop computers, storage, printers, workstations, 
networking products. The American technology-company employs approximately 
90,400 team members around the globe (Dell, 2007). Dell officially launched its pres-
ence in Second Life on November 14, 2006. Dell has had a wide variety of events and 
activities during their first year in Second Life. Everything from a simulcast of a Town 
Hall meeting Michael Dell had with small business owners, to a premier party for the 
movie Evan Almighty.  On any day, visitors can come into Dell’s factory island and in-
itiate the process of configuring and purchasing a real life computer system.  The 
company also keeps regular, weekday customer service and tech support office hours 
at their coffee shop on the main Dell Island.  

Establishing a presence in Second Life was a logical step for Dell considering that they 
have always been a leader in e-commerce. When the potential of a 3D Internet ap-
peared, Dell wanted to remain on the forefront.  Second Life, with its growing popula-
tion and commerce-based economy seemed to be a good fit to begin learning about 
the virtual world environment. Thomas explains that the company came into Second 
Life to learn how best to interact with customers and potential customers in this new 
platform. Thomas states: “We have seen a positive impact on our image as an innovator. We 
have connected directly with customers and potential customers from a very dynamic demographic. 
 And, we are more prepared for the future possibility of a 3D Internet”. As for other positive ef-
fects, Thomas notes that the company has definitely learned a lot more about virtual 
worlds than they had ever known before.  There was also a nice public response - 
many mainstream news articles and blog posts have positioned Dell as an innovator. 
Regarding the impact these have constituted Thomas says: “They have kept us involved and 
investing in Second Life while some other organizations have left.  It has also piqued our interest in 
the possibilities that exist to connect with customers in new ways.”  

Regarding the problems Dell has experienced in Second Life Thomas “Relatively few, re-
ally. Sometimes technical difficulties, either with the Second Life grid or with their connection to it 
through our firewall have sometimes prevented us from keeping our stated office hours; but, most people 
have understood that there may be such issues with new technologies.” To deal with these prob-
lems Dell spread the office hours out over different times of day. A possible solution 
that might have prevented these problems from occurring is a closer working relation-
ship with Linden Lab's technical team Thomas believes. To conclude Dell is certainly 
satisfied with the outcome of their activities in Second Life.  

Concerning future investments in Second Life or any other virtual world Thomas says: 
“We plan to continue our office hours and periodic events in Second Life.  We are investigating other 
virtual worlds, and if the right opportunity is identified we may go there, as well.”  When discussing 
the future for business in virtual worlds and the emergence of new possible virtual 
marketplaces Thomas notes: “There's great potential for conducing business in virtual worlds. 
 Whether they be Second Life or something new that will develop is hard to predict at this point.  But, 
the opportunity for social shopping and crossing geographic boundaries is very exciting.”  Ultimately 
important characteristics of a virtual marketplace would be “Enabling users to feel the sense 
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of presence, of being in one place together with other users, no matter where you are physically located in 
the real world” Thomas points out. 

4.2 Observed Phenomenon from the Internet 
In the literature study several interesting phenomenon were identified when indulging ourselves in the 
topic area. Observations that we wanted to highlight and incorporate in the empirical framework, in 
order to further assist us when analyzing the qualitative interviews.  

By observations, we refer to all the discussions, predictions, and opinions taking place 
on online news magazines and articles on the Internet. These are interesting state-
ments made by experts, correspondents, and companies that can not be considered as 
theories, but rather essential input to our research, reflecting the discussion about vir-
tual worlds broadcasted on the web. Consequently, observations will be included in 
our empirical framework, thus being jointly analyzed with the primary data. Through-
out our research we discussed back and forth what the best way would be to present 
these observations. One way would be to list them by topic in this section, but at last 
we decided to integrate the observations immediately in the analysis instead, since we 
believed that listing them would not add any value, rather cause a sense of repetitions. 
Based on this reasoning, we refer to the Analysis section for taking part of the observa-
tions identified. 
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5 Analysis 
In this section the empirical data, incorporating interviews with respondents and given phenomenon, 
will be scrutinized and evaluated jointly. Throughout the analysis the data has been processed with 
care and patterns have been identified, resulting in significant topics that will be discussed and hig-
hlighted under each corresponding research question.  

5.1 Opportunities Identified 
Presented below is an analysis of the most frequent and common opportunities identi-
fied in the interviews with the respondents, aiming at addressing the first research 
question of this thesis.  

5.1.1 Communication and Interaction 
One of the most frequent positive outcomes mentioned in the interviews with the 
companies was the opportunity to facilitate communication and interaction. All the 
companies agreed upon that Second Life offered great opportunities to meet with new 
people, such as clients and business acquaintances. The companies found it to be a 
very effective method to initiate the emergence of new relationships. Electrolux also 
stated that the interaction possibilities in Second Life opened up for more efficient in-
ternal communication and teamwork, compared to traditional telephone conferences 
(C. Lundell, personal communication, 2007-11-29). Furthermore, embracing feedback, 
participating in global networking, meeting with clients from broad distant ranges, and 
establishing new partnerships with customers were other mentioned positive outcomes 
from operating in Second Life. To conclude, great opportunities to communicate and 
interact were obviously major positive effects when conducting v-business.  

The Australian Broadcasting Corporation (ABC), Telstra and Tourism Australia is 
another company established in Second Life reporting similar results. ABC’s New Me-
dia manager Abigail Thomas states on ABC News online that: "We think there are real 
opportunities in Second Life to connect with our audiences in new and innovative ways". She further 
points out that “There are great ways to educate, inform and connect with people in Second Life" 
(Macey, 2007). 

When considering the communication possibilities present in Second Life, namely 
chat, voice, and instant messaging we get the impression that these communication 
tools are not unique or novel when compared to established software programs like E-
mail, Facebook, MySpace, MSN, ICQ, Skype, and technology for video conferences. 
Therefore it makes it difficult to understand what added-value communication in vir-
tual worlds brings to companies, in contrast to software programs that are free of 
charge. However, when taking communication and interaction jointly into considera-
tion this claimed opportunity makes more sense. Virtual worlds provide both commu-
nication tools as well as scenery for interacting visually. It provides a context where 
companies can contact and talk to random people in a mutual environment that 
enables interaction and sharing of experiences. Thus we believe that the concept of the 
virtual world platform in itself provides and interesting and attractive environment for 
business activities such as communication and interaction.  
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5.1.2 Marketing Activities 
Just like communication and interaction, marketing seemed to be a significant device 
for companies to exploit in Second Life. Six out of the seven companies stressed that 
they had gained a great deal of attention in media and press, and managed to position 
themselves as innovators when asked about the opportunities they had experienced in 
this virtual world. Manpower also stressed the opportunity to engage in market re-
search activities almost at no cost at all, when compared to the financial costs normally 
occurring (D. Darrow, personal communication, 2007-11-22).  

When conducting the literature study we observed similar results. Many companies 
and experts pointed out that Second Life was a great setting for marketing activities. W 
Hotels, a company that has built a prototype of its new Aloft hotel brand inside 
Second Life, is one such company. W President Ross Klein mentions that while the 
company originally just wanted to test out concepts, the PR value from all the stories 
written about Aloft in Second Life has given the company a "hundred-fold" return on 
its investment, just in positive PR (Kirkpatrick, 2006).  

Additionally, Dr. Fabio Zambetta, a computer science lecturer at RMIT University, 
denotes that virtual worlds such as Second Life have opened up new marketing oppor-
tunities for companies. "They are setting up their headquarters because they're interested in the 
fact that Second Life is a thriving community of millions of people," he said. "It's a great marketing 
tool and it may become even more than that." "It may be used as a simulation tool, education tool, as 
a training tool and many other things." "Second Life is a marketing tool in the first place but also, 
another way to replace the web at some point in time" (Macey, 2007). 

Accordingly with our findings and our observations throughout the literature study, 
we equally believe that Second Life and similar virtual worlds provide great marketing 
opportunities for companies engaging in v-business. According to TNS Media Intelli-
gence, American companies spend US$149, 649 on advertising in media in television, 
newspapers, radio, magazines, and internet (TNS Media Intelligence, 2007). When 
comparing the expenditure companies spend on marketing activities each year, against 
the cost of establishing a presence in virtual worlds and the PR exposure such a strate-
gy impose, we think it is fairly humble compared to the benefits. In Second Life isl-
ands are priced at US$1,675 for 65,536 square meters, and then monthly land fees for 
maintenance resides to US$295 (Second Life, 2008c). Even cheaper solutions exist if 
companies just want to rent a property instead of buying it. Moreover, the empirical 
findings further confirm that the marketing gains are greater than the costs when 
asked about their investments in Second Life, which all agreed on was insignificant. 
However, companies should be aware of the risk of hurting the corporate brand due 
to the bad publicity Second Life has received due to all the pedophiles and pornogra-
phy circulating in this world. We also believe that, since Second Life and other virtual 
worlds are very hype right now, the “followers” will most likely not experience the 
same PR exposure as the “first movers” have done once the initial excitement has 
started to settle. 

5.1.3 To Learn More about Virtual Worlds 
The empirical findings showed that five out of seven companies proclaimed that they 
had gained a great deal of experience and knowledge about virtual worlds due to their 
activities in Second Life. They pointed out that their presence is used widely as a de-
velopment and testing platform to gain more experience and insight into virtual 
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worlds. In addition, companies also agreed that being a part of a virtual world also 
means getting prepared for new technology, i.e. 3D internet. As a result, learning and 
testing purposes was one important opportunity v-business provides according to our 
findings.  

Jürgen Brock, Director of Corporate Marketing at Fujitsu Siemens Computers, com-
mented the company’s first step into Second Life, establishing a presence on a virtual 
island, by saying in a press speech: “We want to get some first-hand experience of the 3D vir-
tual world: to learn about how people interact with us, what they expect from us and what we can offer 
to them. The 3D virtual world will most definitely be a part of our future and to ignore the learning 
opportunities offered to us by Second Life now would, in my opinion, be a little short-sighted.” Brock 
also states that: “Second Life is an ideal platform to gain experience and explore the potential for 
such new technologies.” Entering Second Life will provide Fujitsu Siemens with a place to 
address existing and potential customers in new ways and presents us with a new level 
of vendor/user interaction (Fujitsu Siemens, 2007). Additionally Johnson (2007), cor-
respondent at Wisconsin Rapids Tribune reports that:“Second Life, is an online 3-D virtual 
world where people can interact with other users, has become so popular that businesses and other or-
ganizations are testing how they can use it to influence thinking and behavior in the real world” 
(Johnson, 2007). 

At this stage, we believe Second Life and other virtual worlds provide a great base for 
learning more about emerging 3D technologies. Establishing a presence in virtual 
worlds does not have to incur large investments for a company, and it is a great means 
to prepare for a shift to a more advanced Web 3.0 that we believe is foreseeable. No 
one knows the characteristics of a future Web 3.0, but according to the respondents 
interviewed 3D technologies are a logical development of the Internet. Besides, we 
think like any launch and introduction of a new and revolutionary product or service, 
the first movers always have to suffer from the inevitable childhood disorders typically 
related to such occurrences. The introduction of the 3D Internet is inevitable accord-
ing to our empirical findings; it is a logical step in the development of the Internet. We 
believe that the companies enduring the introduction and growth phase have great 
prospects to take advantage of all the experience and knowledge they have gained once 
this technology matures. 

5.1.4 Extension of Web Presence 
Having a complete web-presence was one opportunity mentioned by three out of the 
seven companies. They referred to how Second Life had enabled them to extend their 
current web presences by entering this virtual world. Second Life provided them with 
an additional electronic channel to connect with clients through the Internet. 

The privately held virtual world company Kaneva’s chief operating officer Rob Frasca 
points out that it is inevitable that more social networking sites on the web will trans-
form into interactive worlds. "This is just the early stages. Everything is going to move toward a 
3D world. Look at what Google is doing with their maps and satellite imagery. It's obvious that we 
will have a more virtual environment online" (LaMonica, 2007). 

As Frasca points out, we believe there will be a change. The Internet is not limited 
solely to corporate websites, Lotus Notes, traditional e-commerce, wikis, blogs, net-
working sites, Facebook, MSN and the like. The Internet has more to offer. Compa-
nies’ internet activities have changed and transformed from being informational, to-
wards user-generated, and finally towards highly social (IBMc, 2007). Innovative busi-
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nesses have adapted and extended their web presence throughout the years from simp-
ly having a website; to start selling e.g. books and records online, to start working on-
line, to setting up their own corporate blogs, to start running their business through a 
virtual world, to…, where will it stop? Actively working on extending one’s web pres-
ence will be, and already is a natural element of companies’ everyday business.  

5.1.5 Be on the Forefront 
Taking the step into new technology and being on the cutting edge was also a great 
opportunity according to three of the seven companies. STA-Travel said that Second 
Life provided the opportunity for them to position the company within emerging plat-
form technology (M. Nixon, personal communication, 2007-12-06).  Dell also stated 
that their presence in Second Life was an attempt to for the company to remain on the 
forefront within their industry (L. Thomas, personal communication, 2007-12-13).  

Second Life’s creator Philip Rosedale notes: “I think Second Life is a kind of a Wild West. 
I think the people coming there now are pioneers. Whether you're a person or a company, you need to 
be fearless and you need to be willing to try new things” (Tuft, 2007). 

We clearly believe that the companies having already established a presence in Second 
Life are companies that like to be on the cutting edge. They have first mover advan-
tage compared to other companies that have not realized the potential with virtual 
worlds. Nonetheless, it is not always beneficial to be “first”. Being on the forefront al-
so includes risks, such as doing all the mistakes, and suffering from all the technologi-
cal malfunctions. Thus, this is something taking place in any industry and market, and 
is not specifically related to virtual worlds in particular.   

5.2 Problems Identified 
Presented below are the most common problems identified in the interviews with the 
respondents. In contrast to identified opportunities, the problems have been more di-
verse, whereas we decided only to focus on the problems that were being mentioned 
most frequently by the companies. This section will address our second research ques-
tion. 

5.2.1 Accessibility and Technical Restraints 
One of the major problems identified in the interviews with the companies was related 
to accessibility and technical restraints. Three out of four companies mentioned that 
they had experienced issues such as breakdowns, connectivity failures, bandwidth re-
strictions, and firewalls refusing connection to the Second Life Grid. Manpower spe-
cifically mentioned the demand for powerful enough PCs to enter Second Life as a re-
striction. Accessing Second Life in its best graphical and user-friendly condition re-
quires a more demanding computer with a higher internal memory (D. Darrow, per-
sonal communication, 2007-11-22). Breakdowns are also a hindrance, Dell noted: 
“Sometimes technical difficulties, either with the Second Life grid or with their connection to it through 
our firewall, have sometimes prevented us from keeping our stated office hours” (L. Thomas, per-
sonal communication, 2007-12-13). 

Consequently, Kirkpatrick (2006) denotes that the users that do best in Second Life 
are techie types, making Second Life way too hard to use. Furthermore, Kirkpatrick 
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(2006) continues:”It requires a fairly powerful computer. You have to download a special software 
application to use it. It can't be used in many corporate offices.” Electrolux confirmed this re-
mark by pointing out that they had had difficulties connecting to Second Life at their 
offices since their firewalls refused accessibility (C. Lundell, personal communication, 
2007-11-29).  

These constraints limit the experience and functionality in Second Life, and needs to 
be fixed in the nearby future, in order to maintain a viable platform for v-business and 
other social activities. If not, users will stop coming to these virtual worlds which in 
the end will have an impact on the breakthrough for v-business. From personal expe-
riences, the Second Life software takes immersive central processing power; hence 
slowing the computer down considerably if not having a very powerful computer. 
Something that makes us wonder, if ordinary users are prepared for this new advanced 
technology or not. Ultimately we believe that an introduction of a web-based platform, 
where users does not have to install any resource heavy programs, seem to be a possi-
ble solution to the connectivity and the installing of software problem.  

5.2.2 Comprehension 
Another common problem that was spotted by the companies involves the actual user 
knowledge. Three of the seven companies remarked on the knowledge scarcity of the 
software. As an example STA-Travel explained that many individuals are not familiar 
with virtual worlds, and usage of software such as Second Life. Learning about Second 
Life takes time, not only for corporations but also for individual users. He also added 
that it had been difficult to expand the workforce in Second Life since the concept of 
virtual worlds was so foreign to the employees (M. Nixon, personal communication, 
2007-12-06). Crescendo Design expressed this as a problem as well, by stating: “That 
there is a fairly steep learning curve for clients to overcome in order to visit here for their first time” (J. 
Brouchoud, personal communication, 2007-12-10). 

These statements can be verified by an article in the online news magazine Business 
Week. The correspondent Hof (2006) recognizes the challenges of virtual worlds by 
describing his own personal experience when entering Second Life. Hof (2006) ex-
plains:“With nothing to shoot and no quest to fulfill, it’s hard for newbies to know what to do. Vir-
tual worlds require personal computer with fairly advanced graphics and broadband connections and 
users with some skill at software.” Interviewed Will Wright, the legendary creator of the 
video game The Sims, admits his admiration for Second Life, but points out that “The 
tools are the weak spot.”…“That limits its appeal to a fairly hard-core group” (Hof, 2006). 

In our opinion, even for more technologically-oriented users, virtual worlds such as 
Second Life can be quite difficult to use in the beginning, which in the end can cause a 
sense of relentlessness. High-tech cutting edge companies and techie newbie’s might 
be ready for virtual worlds, but the question is if “ordinary” people feel as prepared for 
this as they do. As a result, we think increased user-friendliness will be one of the key-
recipes for a real break-through of virtual worlds in general. 

5.2.3 Verifying Identities 
According to our respondents the lack of ability to verify people identities was a big 
problem. Two out of the seven companies commented on the problems arising when 
it is not possible to know who the other person is behind the avatar. Manpower ex-
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plained that the difficulty of verifying identities becomes as problem in recruiting sit-
uations, since companies and individuals would want to know who their employer or 
employee is (D. Darrow, personal communication, 2007-11-22; L.Liljeqvist, personal 
communication, 2007-11-26). In connection with this, IBM said that this could com-
pose a serious problem in the long run if companies want to engage in more serious 
business. IBM further added that, identity and security related problems were partly 
due to the concept and culture of Second Life, if Linden Labs would have wanted to 
have security they would have developed the platform differently (M. Haglund, per-
sonal communication, 2007-11-22).  

Steve Prentice, vice president and distinguished analyst at Gartner, cited in an article on 
CIO Today, points out that, avatars are very easily obtained and anonymous, potentially 
presenting difficulties for companies conducting business there. He further states that "It is 
difficult, if not outright impossible, to determine whether any specific avatar actually represents the person 
with whom it's associated”. However, IBM's Hughes believes that the concern about identity 
misuse "applies across a whole host of systems and not just to life in the virtual world." He predicts 
that as soon as people become accustomed to participating in virtual worlds, they will learn 
to maintain the same level of vigilance that they must perform when surfing the Internet or 
fielding e-mail today (Long, 2007). Even though all Internet activities constitute risks, as 
Hughes suggests in the article, we believe there are enough reasons to be concerned. But 
perhaps this concern might soon be turned into an opportunity. Virtual World News 
(2007) writes about the global and most widely accepted identity and verification service 
named Aristotle, which Linden Lab plans to include in all future full releases of Second 
Life. Aristotle will provide its Integrity Identity verification technology for restricted areas 
in Second Life. That is to say, for restricted areas in Second Life, avatars will have to go 
through the identity verification by entering specific identifying information, for example, a 
driver’s license number, passport or national ID card number, or the last four digits of a 
social security number. Robin Harper, vice president of marketing and community devel-
opment at Linden Lab reports: “This is an important and necessary step in the development of Second 
Life.” “Anonymity has long been both a benefit and a challenge for online communities: a benefit because it 
offers opportunities to reinvent yourself; a challenge when it comes to the creation of trusting relationships. 
With the option to verify aspects of their real life identity, such as age and name, Second Life Residents can 
begin to build trust and safety systems inside the virtual world and their virtual community” (Virtual 
World News, 2007). 
When conducting the interview we were surprised that not more than two companies 
mentioned this issue as a problem, especially when considering all the heavy debates 
this issue has caused in the media and press. Perhaps this is due to the fact that most 
companies have not reached that point in time yet, where these aspects are crucial. 
The virtual world trend is quite new technology for most companies. Just recently 
companies have started lining up buying virtual islands in Second Life and other vir-
tual worlds. It might be so that they are now focusing on marketing and other activi-
ties where verifying identities are not so important. But if these companies are to ad-
vance to the next level and start selling products seriously, these issues needs to be 
solved. As a result, we truly believe that improvements of security related issues, such 
as verification and identification, will be essential for the future existence of v-business 
in Second Life.  
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5.2.4 Strategies in Second Life 
Two of the seven companies reported that it was very difficult to forecast the future of 
virtual business trends due to the new communication devices being present, hence 
forcing them to find new growth strategies.  

Hillis (2007) reports for Reuters that when Cisco Systems first entered Second Life 
things did not turn out exactly what was expected. Christian Renaud who is the head 
of Cisco’s networked virtual environments remarks: “We were quick. We got into Second 
Life and put up a big building with repurposed Web content. It was a ghost town. Digital tumble-
weeds” (Hillis, 2007). Cisco changed their strategies, rather than abandoning the whole 
virtual world idea. Renaud continues: “Two or three months in we bulldozed everything we’d 
done. It’s now a place for meetings (with customers and employees) rather than repurposed Web con-
tent.” In addition, Hillis (2007) adds “The buzz around virtual worlds now is shifting from 
simply building virtual headquarters, to how companies can help employees work together or with cus-
tomers more effectively. Instead of declaring virtual worlds a failed experiment and pulling out, compa-
nies are rethinking their approach, much as they did on the Web a decade ago, when sites began evolv-
ing from little more than a few pages with brochure-style photos and information.”  

Whether entering virtual worlds or not, we believe difficulties adapting to new busi-
ness trends and finding new growth strategies are inevitable problems for any compa-
ny; it is a necessity evil to survive. Kalakota & Robinson (2001) describes how tradi-
tional business models are destroyed by new emerging ones, further stressing that 
adapting to new business models are the keys to competitiveness and wealth creation. 
Which further makes us believe that this is not a problem specifically connected to vir-
tual worlds; it is rather a customary problem for every company persistent to be a first-
mover who always want to explore the latest technology before everybody else does. 
Which we believe is a somewhat stressful and abstract receipt for success and competi-
tiveness rather than a significant problem.  

5.2.5 Griefers 
Two out of the seven companies mentioned the unpleasant presence of griefers when 
talking about problems in Second Life. Manpower stated that they could be verbally 
and technically abusive to both staff working in Second Life and to their visitors (D. 
Darrow, personal communication, 2007-11-22). STA-Travel also mentioned the risk of 
griefers trying to blow things up and vandalize (M. Nixon, personal communication, 
2007-12-06). As a result griefers had a negative impact on the business activities in 
Second Life according to our respondents.  

Hutcheon (2006), a correspondent for The Sydney Morning Herald, writes about how 
the famous entrepreneur named Anshe Chung, was forced to abandon a public forum 
inside Second Life after it being virtually vandalized by griefers. Hutcheon (2006) fur-
ther sheds light on the attack by griefers in October 2006, where griefers launched a 
self-replicating worm inside Second Life reproducing itself and eventually caused a 
complete shutdown, locking out tens of thousands of members. 

The problems with griefers clearly shed light on the disadvantages with having an open 
platform where avatars are free to create their own content. From this aspect, virtual 
worlds constitute a very unstable and unsecure environment for v-business. In the real 
world it would be a tragedy if a large company suffers from technical constraints that 
make them unable to operate properly 24 hours, seven days a week. A complete shut-
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down, locking out thousands of members would be disastrous for a company. Steve 
Prentice, vice president and distinguished analyst at Gartner states: "The risks enterprises 
face as a result of their involvement in virtual worlds are real and can be significant” (Gartner, 
2007). According to Prentice the risks cannot be ignored, companies need to be pre-
pared to deal with them, “Virtual worlds aren't secure environments.” Companies should 
therefore analyze the risks and evaluate them properly before setting up operations in 
virtual worlds. In addition to that he also recommends carefulness with confidential 
and commercially sensitive information and discussions inside virtual worlds. 

A solution created to deal with these problems, is for companies to buy their private 
island which they can operate separately from the main island (Second Life, 2008b). In 
our interviews, Crescendo design reported that “Griefers and security haven't been a problem, 
since we are on a private sim” (J. Brouchoud, personal communication, 2007-12-10). How-
ever we do believe that the level of security needs to be increased in order to develop a 
platform that is safe and secure, where businesses and users do not have to worry 
about unexpected interruptions and terrorist attacks.   

5.2.6 Lack of Activities 
An additional problem that was only mentioned by one company, but that we felt that 
we wanted to shed some extra light on anyway, was the lack of meaningful activities in 
Second Life. Electrolux commented the impressive number of signed up members in 
Second Life, but pointed out that the number of active members has started to decline 
drastically. The reason behind this, according to Electrolux, is due to avatars strolling 
around spending a great deal of time on trying to find other avatars to talk to or disco-
vering new fun activities (C. Lundell, personal communication, 2007-11-29).  

Rose (2007), writer for Wired Magazine explains: “Then there's the question of what people 
do when they get there. Once you put in several hours flailing around learning how to function in 
Second Life, there isn't much to do. That may explain why more than 85 percent of the avatars 
created have been abandoned. Linden's in-world traffic tally, which factors in both the number of visi-
tors and time spent, shows that the big draws for those who do return are free money and kinky sex. 
On a random day in June, the most popular location was Money Island (where Linden dollars, the 
official currency, are given away gratis), with a score of 136,000.” Furthermore, Rose (2007) 
continues: “Sexy Beach, one of several regions that offer virtual sex shops, dancing, and no-strings 
hookups, came in at 133,000. The Sears store on IBM's Innovation Island had a traffic score of 
281; Coke's Virtual Thirst pavilion, a mere 27. And even when corporate destinations actually draw 
people, the PR can be less than ideal. Last winter, CNET's in-world correspondent was conducting a 
live interview with Anshe Chung, an avatar said to have earned more than $1 million on virtual real 
estate deals, when Chung was assaulted by flying penises in a griefer attack.” 

In the introduction of this thesis, we stated that Second Life had 10,590,092 members 
in November 14, 2007. At this date, January 16, 2008, this virtual world has 11,968,002 
members; hence having increased the number of members with over a million mem-
bers during approximately two months. This is quite impressive according to our opi-
nion. Nonetheless, the lack of activities is a serious problem and we cannot help ques-
tioning what impact this will have on the future outlook for v-business. The impres-
sive number of signed up members loses its admiration if the number of active mem-
bers that keep coming back to Second Life remains fairly low, that is approximately 
40,000 active members during a day (Second Life, 2007). As a result we believe that 
companies will play a significant role in exploring new strategies to deliver suitable 
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products and services that match the needs in these virtual worlds, because this is a 
problem that needs to be solved. 

5.3 Future Outlook for V-business 

In regards to future outlook for v-business, respondents’ replies were in general very 
similar. The most frequent future outlook for v-business according to the companies, 
regards the emergence of new virtual worlds, and the possibility of moving in between 
different virtual worlds with the same avatar. That is to say, the possibility of intercon-
nectivity will enable users to have the same avatar through different virtual worlds, re-
gardless of which virtual world they belong to (or are registered through). In regards to 
that, Ben Richardson at Makena stresses: “Like any industry there will definitely be consolida-
tion happening. The virtual worlds that are most stable will survive” (La Monica, 2007). Man-
power mentions that there is a possibility that some virtual worlds might spawn from 
Second Life, and some develop in Second Life (D. Darrow, personal communication, 
2007-11-22). The respondent of Electrolux points out that virtual worlds such as Se-
cond Life should not remain as a closed entity, but rather open up so that it can attain 
greater accessibility (C. Lundell, personal communication, 2007-11-29). Greenberg & 
Lieberman signifies that virtual worlds will grow and bring more lucrative results as 
well as more interactive business (S. Lieberman, personal communication, 2007-11-
29). Crescendo Design and IBM believe that the future of the internet is 3D internet, 
and that new marketplaces will emerge – we are already working with some of those 
marketplaces, according to Crescendo Design. The respondent from Dell indicates 
that there is a great potential for conducting business in virtual worlds (L. Thomas, 
personal communication, 2007-12- 13). 
The world’s leading information technology research and advisory company Gartner 
supports this belief, as vice president and distinguished analyst Steve Prentice con-
notes: “The collaborative and community-related aspects of these environments will dominate in the 
future, and significant transaction-based commercial opportunities will be limited to niche areas, which 
have yet to be clearly identified. However, the majority of active Internet users and major enterprises 
will find value in participating in this area in the coming years.” Furthermore, Gartner (2007) 
states: “…by the end of 2011, 80 percent of active Internet users (and Fortune 500 enterprises) will 
have a “second life”, but not necessarily in Second Life.”  

Likewise, Kirkpatrick (2006) implies: “Every day bigger companies turn their attention to this 
new medium, realizing that it really represents something new. I'm now convinced that one day Second 
Life or something related to it will become a Google/Yahoo/MySpace-scale company. Maybe Second 
Life will grow organically to become that company. Or an existing giant striving to stay relevant might 
buy it. Or maybe somebody will build a different, even better virtual world.” 

In addition, almost all of our respondents predicted that new uses and functions will 
be introduced in Second Life and other virtual worlds in the future.  The respondent 
at IBM suggests that it will become more common to buy real-life physical products in 
virtual worlds, especially niche products that are difficult to get a hold of in the real 
world. Additionally, IBM believes there is also a high possibility of virtual worlds 
opening up the opportunity to extend the selling process, such as 3D rotation to ex-
amine products and being able to communicate with an expert, and comparing differ-
ent products with each other (M. Haglund, personal communication, 2007-11-22). 
Dell also mentions that there is an exciting opportunity for social shopping and cross-
ing geographic boundaries (L. Thomas, personal communication, 2007-12-13). In ad-
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dition, there also seems to be a high tendency of confidence that original internet 
functions, such as a PayPal-like function will also become a natural operation within 
virtual worlds in the future (D.Darrow, personal communication, 2007-11-22). Fur-
thermore, webcam management within virtual worlds, for instance to offer visuals and 
examples of products as a substitute of sole communication, is also another traditional 
2D internet function that is believed to emerge in virtual worlds as an expected com-
ponent. This implies significantly that the tradition of the 2D internet is shifting to-
wards the 3D internet, i.e. virtual worlds and that it will become a more natural ele-
ment in terms of usage of older technology in a more recent technological environ-
ment. RMIT University computer science lecturer Dr Fabio Zambetta says: “You should 
think about Second Life in the same sort of way with a better technological platform.” “Instead of 
having a flat 2-D world, you have a full 3-D world where you can meet virtual people, but at the end 
of the day, it is virtual people represented by real people” (Macey, 2007).  

In an article written by Shaun Nichols for the online computer and technology news 
website Vnunet, a discussion is held regarding the rise of the 3D Internet. Nichols 
(2006) initiates the article by writing: “The success of 3D communities and mapping applica-
tions, combined with the falling costs of producing 3D environments, are leading some analysts to pre-
dict that a dramatic shift is taking place in the way people see and navigate the Internet.” Greg Ster-
ling, founder of research firm Sterling Market Intelligence, believes “the experience of inte-
racting with another character in a 3D environment, as opposed to a screen name or a flat image, adds 
new appeal to the act of socializing on the Internet.” Sterling suggests that the internet could 
very well be on its way to shifting from a text-based environment to a visually-oriented 
3D world: there are a lot of potential e-commerce areas. There are a certain number of 
functions that are obviously going to be better in 3D environment Sterling further 
states, such as real estate, interior design, and furniture showrooms, where users can 
benefit from the visual opportunities 3D Internet enables. 3D Internet is a great 
means for companies to offer customized models through users’ home PCs (Nichols, 
2006).  

The article also sheds light on some problems with 3D Internet. Chris Nicholas, chief 
technology officer at Plan 9 Studios expresses worries regarding standardization issues. 
“In order for a 3D internet to work, all devices, platforms and connection speeds would need some sort 
of standardized protocol similar to HTML” (Nichols, 2006). Consequently, a more im-
proved interface and standardization can be said to be one key aspect in which how 
virtual worlds can improve its status. 

Avasthi (2006) reports that virtual worlds such as Second Life are becoming intercon-
nected with the real world; hence enabling new business strategies through new tech-
nology. Reuter’s correspondent Adam Pasick adds: “As strange as it might seem, it's not 
that different from being a reporter in the real world.” According to Avasthi (2006), observers 
are confident that virtual worlds such as Second Life “could reshape global commerce and 
perhaps even the way people interact over the internet.” In the same article, associate professor 
of telecommunications at Indiana University in Bloomington, Edward Castronova 
continues: “Imagine a future where virtual reality and the real world blend together. It is a real pos-
sibility, and it just takes an ordinary PC.” The creator of Second Life, Philip Rosedale, is 
also optimistic about the future possibilities: “I think in the more distant future a lot of hu-
man collaboration and creativity is very likely to move into cyberspace. And, it’s going to be a change 
that will affect the whole world in ways that I know I can’t understand – and I’ve certainly been 
thinking about this quite a bit. So it will be fun to watch” (Tuft, 2007). Moreover, Electric 
Sheep Company’s Jerry Paffendorf notes: “Firms could prototype and test products inside a 
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virtual environment.” “You could walk down a city street in virtual Manhattan as an avatar with in-
formation rising out of tops of buildings, just like in Google Earth” (Avasthi, 2006). 

In viewing the future from an avatar- or user perspective, some of the respondents of 
the interviewed companies also believed that individuals would become more inte-
grated in such a way that they would start putting up their own servers within virtual 
worlds such as Second Life and have such servers internal to their businesses, through 
the Second Life Grid and other third party servers. However, improvements in Second 
Life seems to be highly appreciated by most respondents since, the way it is now, lim-
its some users to access and take a part in the environment. Technical improvements 
and developments are seen as key characteristics for virtual worlds to attract the cus-
tomer-audience in order to make it more user-friendly. In addition, more business in-
teraction is expected in order to keep activities ongoing without lack of action in the 
virtual world. In other words, lack of action could be a serious downfall, if users are 
not using Second Life solely as an instant messenger medium. 

As a whole, all the companies interviewed reported that they were overall very satisfied 
with their investments in Second Life. Only two of the seven companies, Manpower 
and STA-Travel, expressed a few concerns about technical problems that had to be 
solved for the future. As a result, most of the respondents denoted that they had some 
plans for future investments in Second Life. Additionally, all the companies inter-
viewed believe that virtual worlds have great potential and that the 3D Internet will 
become a natural part of peoples’ lives in the future. However, most of the respon-
dents revealed that they did not necessarily believe that Second Life is the ultimate 
choice for the future. This implies the idea of other virtual worlds spawning from 
Second Life in the future. A few of the companies also mentioned that possible colla-
borations with other virtual worlds at present time are a desired potential. 

Nevertheless, no matter how thrilling and exciting virtual worlds may seem to compa-
nies, we agree with the analyst group at Gartner, who notifies the security risks in-
volved and therefore suggests companies to consider risk management before becom-
ing active virtual world users. Among such risks, IT-risks in regards to software and 
application downloads, identity and access management, confidentiality, brand and 
reputation issues and productivity are key concerns for businesses ready to emerge on 
the virtual world environment (Ranger, 2007). Considering these risks and all the other 
problems related to v-business in Second Life that have been revealed in this research, 
we suggest that companies develop a strategy and devote some time for preparation 
before entering virtual worlds. After all, our findings indicate that entering virtual 
worlds offers plenty of opportunities that should not be neglected or ignored. As a re-
sult, in accordance with our respondents we see a positive future for v-business and 
3D technologies.  

Ultimately, in this research we decided to examine v-business in the virtual world 
Second Life, however we want to point out that we do not believe v-business is re-
stricted to this virtual world solely or any other for that matter either – not today, and 
definitely not tomorrow. This is how v-business can look like at present, but we find it 
most likely that v-business will transform and evolve to something that we have no 
knowledge of at this date. Concurrently as new companies will enter Second Life and 
other virtual worlds with the aim of engaging in v-business, we personally predict that 
it will also be a natural step for companies to develop and integrate virtual services 
with existing e-commerce platforms, thus transforming existing infrastructures into 
3D technology environments. However, only time will tell… 
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6 Conclusions 
In this section conclusions derived from the analysis will be presented, having the research questions of 
this thesis as a starting point. 

Opportunities identified: Five main value adding opportunities were identified when 
interviewing companies that had engaged in v-business in Second Life: Communica-
tion & Interaction, Marketing, Learning more about virtual worlds, Extension of web 
presence and ultimately Being on the forefront.  

Communication and interaction is the primary opportunity according to the respon-
dents. Entering Second Life brings about great potentials to communicate directly 
with customers and establishments of new partnerships with clients. Attention in me-
dia and press is another positive effect. The marketing possibilities in Second Life are 
great and can be achieved at a very low cost. Further, conducting v-business in the vir-
tual world Second Life provide a great base for learning more about emerging 3D 
technologies and prepare for a shift to a more advanced Web 3.0 version of the Inter-
net. Establishing a presence in virtual worlds also enable the opportunity to extend the 
company’s web presence. As a result, Second Life provides companies with an addi-
tional electronic channel to explore and immerse within. Ultimately, v-business in vir-
tual worlds gives companies a first mover advantage in exploring the foreseeable 3D 
Internet.   

Problems: In addition to value-adding opportunities, five main complexities and re-
strictions were identified in the virtual world of Second Life: Accessibility and technic-
al restraints, Comprehension, Verifying user’s identities, Strategies in Second Life and 
Griefers.  

Breakdowns, connectivity failures, bandwidth restrictions, and firewalls refusing to 
connect to the Second Life Grid are common technical restraints present in Second 
Life; problems that needs to be fixed in the nearby future in order to maintain a viable 
platform for v-business and other social activities. Also difficulties regarding users’ 
lack of comprehension for the software are a problem. This is partly due to the fact 
that the concept of Second Life is very foreign to users and the learning curve is fairly 
steep to overcome. This is why we believe that increased user friendliness will be one 
of the keys for a real break-through for v-business in virtual worlds. Additionally, the 
lack of ability to verify peoples’ identities is an issue that needs to be resolved if more 
serious business is to develop. Confusion over what business strategy to adopt was al-
so a problem that was mentioned. Finally, the unwelcome presence of griefers in 
Second Life composes a restriction to companies’ operations in virtual worlds. 

Future outlook: All together the future for v-business in virtual worlds and 3D tech-
nology is bright and promising according to the respondents and observations made in 
the literature study. New uses and functions are expected to be introduced in virtual 
worlds, hence developing to even more promising platforms. Also, technical, graphical 
and user oriented problems are expected to be resolved in the nearby future, hence 
creating an even better platform for v-business. Ultimately, a belief that new virtual 
worlds will emerge and that these will open up so that it becomes possible to move be-
tween these is another prediction made.   
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6.1 Discussion 
Many problems that we anticipated to come across when conducting the qualitative in-
terviews were, to our surprise, not mentioned at all, or only brought up by one single 
respondent. As an example, we expected the companies to express worries regarding 
security issues and problems related to the risk of damaging the corporate brand. The 
reason behind these expectations was all the on-line news articles’ heavy debates re-
garding these issues that we came across continuously in the literature study. Among 
other things the lack of security and intrusions by hackers were discussed frequently. 
Foremost, the problem of pornography and pedophiles strolling around in Second life 
abusing kids at playgrounds were brought up; a problem originating from the open 
source environment where everyone is free to do what they choose, thus being a socie-
ty created and shaped by its residents. But none of the companies highlighted any of 
these problems.  

6.2 Reflections 
 The analysis and conclusion could have become more interesting if we would 

have been able to include all the companies that we wanted to in our inter-
views. However, we did manage to get five interviews with four of the compa-
nies from the list of prioritized companies, and three interviews with the com-
panies on the second list. 

 In our eagerness to learn more about virtual worlds, talk to as many companies 
as possible, and include all our interesting findings in this research, it might 
have been better to limit the research even further, and only indulge in very 
few selected opportunities and problems with v-business.   

6.2.1 Lapse from Method Strategy 
Initially we intended to conduct all the interviews through telephone interviews 
through Skype. Throughout the research we made a decision to make two exceptions 
from this chosen approach. The interview with Crescendo Design was set up in 
Second Life by typing, and additionally the interview with Dell was conducted through 
e-mail. Considering the difficulty of setting up a telephone meeting and finding an ap-
propriate time in both US and Sweden, we decided to accept Crescendo design’s sug-
gestion of meeting through Second Life. Regarding Dell, we called them several times 
and tried to book an appointment with them without success, having an interview 
through e-mail ended up being the only possibility left – a solution that we did not 
want to miss out on since we were so anxious to talk to them. An unintentional lapse 
from the plan also occurred when interviewing Electrolux. After the interview we dis-
covered that the program that was supposed to record the telephone interview unfor-
tunately had failed doing so. A summary was written straight after the interview and 
sent to the respondent for an extra confirmation of its validity.  

6.2.2 Fallouts 
All together we asked 70 companies to participate in our study, from where seven 
ended up in participating. After conducting eight interviews with seven companies we 
still received answers from companies wanting to participate. Unfortunately we felt 
that we could not go through with these interviews due to time constraints, and the 
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fact that we already had extensive material that needed to be analyzed. In total, only 
nine companies firmly declared that they did not wish to participate in this research. 
The reason for their decline was mainly due to the fact that they got so many inquiries 
from students daily, and simply cannot respond to all. Two other reasons were that 
they could not provide contact details, and that they were not quite sure about what 
we wanted.   

Overall, we believe that the fallout might have been decreased if it would have been 
possible to get in contact with the responsible person straight away. Instead, we most 
often had no other choice than contacting the companies through the customer sup-
port department, since no other contact details were available on the companies’ web-
sites. We believe that this had a negative impact on the number of participating res-
pondents since the people at the customer support might not have had sufficient 
knowledge about v-business and the company’s investments in Second Life to help us 
get in contact with the right person. Nevertheless, we did our best to browse through 
Internet websites and news articles to get hold of names of people working with 
Second Life at these companies, or contact details if possible.  

In addition to that, the number of participating respondents might have been higher if 
we would have approached them in a different way. During the process of contacting 
the companies we used a manual when typing the e-mail requests that were adjusted 
accordingly to each company. This manual was successful most of the time, but some-
times we noticed that the person receiving the e-mail had problems understanding our 
request. Another technique was then applied, simply presenting our request by con-
tacting the marketing or PR department, instead of trying to explain what v-business 
and virtual worlds are. This technique was thus not so successful since they often re-
quested to know our errand.  

6.3 Further Research 
Throughout our research we have identified several interesting topics for further re-
search: 

 Comparing and analyzing three different business models that each represents 
an era of the Internet. I.e. traditional business models, e-business models and 
v-business models. 

 Investigating v-business from an avatar’s perspective, the opportunities and 
problems related to selling virtual goods such as scripts and real estate in a vir-
tual world. 

 There are a variety of virtual worlds to choose from except for Second Life. 
What factors should a company consider when deciding which platform is 
right for them? What are the differences between them? 

 Exploring new possible 3D technologies emerging from the future Web 3.0, 
that may be integrated with companies’ existing websites e.g. IKEA’s virtual 
kitchen. 

 How can companies integrate v-business with e-commerce? What are the chal-
lenges?  

 Defining and explaining what a virtual business model is. 

 51 



V-Business in the 3D Internet  

References  
Alvesson, M. & Sköldberg, K. (1994). Tolkning och Reflektion: vetenskapsfilosofi och kvalita-

tiv metod. Lund: Studentlitteratur. 
Avasthi, A. (2006). National Geographic News: “Second Life,” Other Virtual Worlds Re-

shaping Human Interaction. Retrieved January 4, 2008 from 
http://news.nationalgeographic.com/news/2006/10/061017-second-
life.html  

Bryman, A. & Bell, E. (2003). Business Research Methods. New York: Oxford Univer-
sity Press Inc. 

Burdea, G. & Coiffet, P. (2003).Virtual Reality Technology. New York: Wiley-Interscience 
Hof, R.D. (2006). My Virtual Life. Retrieved. January 6, 2008 from 

http://www.businessweek.com/magazine/content/06_18/b3982001.htm  
Campbell, L. (2007). Teradata Magazine: Second Life is Filled with Business Opportunities. 

Retrieved January 6, 2008 from 
http://www.teradata.com/tdmo/v07n04/FactsAndFun/Next/GetSecondLi
fe.aspx 

Chen, C. (1999). Information Visualisation and Virtual Environments. Singapore: Springer-
Verlag London Limited. 

Cherry, L. (2007). Advanced Media Lab, College of Design: Architecture, Second Life. Re-
trieved January 4, 2008 from 
http://advancedmedialab.wordpress.com/2007/06/18/second-life-
visualizing-design-concepts-in-a-virtual-environment/architecture-second-
life/ 

Dell. (2007). Dell at a glance. Retrieved December 14, 2007, from 
http://www.dell.com/content/topics/global.aspx/corp/background/en/fac
ts?c=us&l=en&s=corp&~section=001 

Fisher, C. (2007). Researching and Writing a Dissertation – A guidebook for business students 
(2nd edition) Gosport: Ashford Colour Press. 

Fujitsu Siemens. (2007). Press Information. Retrieved January 16, from 
http://www.fujitsu-
siemens.com/ps2/press/read/news_details.aspx?id=2475 

Gartner. (2007). Media relations | Corporate Use of Virtual Worlds Needs Careful Evaluation. 
Retrieved November 12, 2007 from 
http://www.gartner.com/it/page.jsp?id=511370 

Goldkuhl, G. (1998). Kunskapande. Linköping: Centrum för studier av Människan, 
Teknik och Organisation (CMTO), Linköpings Universitet. 

Hakim, C. (2000). Research Design – Successful designs fro social and economic research, 2nd edi-
tion. London: Routledge. 

Hewson, C., Yule, P., Laurent, D. & Vogel, C.(2002). Internet Research Methods – A prac-
tical guide for the social and behavioural sciences. London: SAGE Publications Ltd. 

Hillis, S. (2007). Reuters: Companies Shifting Virtual World Strategies. Retrieved January 6, 
2008 from http://secondlife.reuters.com/stories/2007/10/11/companies-
shifting-virtual-world-strategies/ 

Holme, I., & Solvang, B. (1997). Forskningsmetodik – Om kvalitativa och kvantitativa meto-
der. Lund: Studentlitteratur. 

Hutcheon, S. (2006). The Sydney Morning Herald: Second Life miscreants stage members-
only attack. Retrieved January 6, 2008 from 

 52 

http://www.businessweek.com/magazine/content/06_18/b3982001.htm


V-Business in the 3D Internet  

http://www.smh.com.au/news/web/good-grief-bad-
vibes/2006/12/21/1166290662836.html  

IBM. (2007a). The Emergence of 3-D Internet. New York: IBM Corporation. 
IBM. (2007b). About IBM. Retrieved December 06, 2007, from 

http://www.ibm.com/ibm/us/en/ 
IBM. (2007c).Virtual worlds come to life at IBM. Retrieved January 13, 2008, from 

http://domino.research.ibm.com/comm/pr.nsf/pages/news.20070416_virt
ualworlds.html 

Jakobsson, M. (2006). Virtual Worlds & Social Interaction Design. Umeå: Umeå Universi-
ty. 

Johnson, A. (2007). Wisconsin Rapids Daily Tribune: Business and education test online vir-
tual world’s real-estate potential. Retrieved January 6, 2008 from 
http://www.wisconsinrapidstribune.com/apps/pbcs.dll/article?AID=/2007
1116/WRT03/711160527/1844  

Kalakota, R. & Robinson, M. (2001). E-Business 2.0: Roadmap for Success. UK: Pearson 
Professional Education.  

Kippe, S. (2006). Mein Second Life. Retrieved January 4, 2008 from 
http://www.meinsecondlife.de/2006/10/erster-eintrag/ 

Kirkpatrick, D. (2006). CNN Money: Second Life is a preview of the Internet of the future. Re-
trieved January 4, 2008 from 
http://money.cnn.com/2006/11/09/technology/fastforward_secondlife.for
tune/index.htm 

LaMonica, P.L. (2007). CNN Money: Virtual worlds, real bubble? Retrieved January 4, 
2008 from 
http://money.cnn.com/2007/06/14/news/companies/virtualworlds/index.
htm 

Long, M. (2007). Virtual Worlds: The next Enterprise Risk? Retrieved January 16, 2008 
from http://www.cio-today.com/story.xhtml?story_id=0330014YMF2O  

Macey, J. (2007). ABC News Online: ABC to get Second Life. Retrieved January 4, 2008 
from http://www.abc.net.au/news/newsitems/200701/s1836755.htm 

Maxwell, J.A. (2005). Qualitative research design – An interactive approach, 2nd edition. United 
States of America: Sage Publications, Inc. 

McConnon, A. (2007). Just Ahead: The Web As A Virtual World. Business Week. Re-
trieved October 31, 2007, from 
http://www.businessweek.com/magazine/content/07_33/b4046064.htm  

Merriam, S. (1988). Fallstudien som forskningsmetod. Studentlitteratur: Lund. 
Mercedes-Benz. (2007). Second Life Infos. Retrieved January 4, 2008 from 

http://www.mercedes-benz-secondlife-infos.com/category/mercedes-benz-
in-second-life/lang-pref/de/ 

Metz, C. (2007, 10 April). Web 3.0 – The Internet is changing...again. Pc Magazine, 
26(7/8), 74-79. 

National Geographic News. (2006). “Second Life”, other virtual worlds reshaping human inte-
raction. Retrieved January 5, 2008 from 
http://news.nationalgeographic.com/news/2006/10/061017-second-
life_2.html 

Nichols, S. (2006). Informatics Online: Vnunet.com Analysis: Building the 3D Internet. Re-
trieved January 4, 2008 from 
http://www.infomaticsonline.co.uk/vnunet/news/2169478/analysis-
building-internet 

 53 

http://www.smh.com.au/news/web/good-grief-bad-vibes/2006/12/21/1166290662836.html
http://www.smh.com.au/news/web/good-grief-bad-vibes/2006/12/21/1166290662836.html
http://www.wisconsinrapidstribune.com/apps/pbcs.dll/article?AID=/20071116/WRT03/711160527/1844
http://www.wisconsinrapidstribune.com/apps/pbcs.dll/article?AID=/20071116/WRT03/711160527/1844
http://money.cnn.com/2006/11/09/technology/fastforward_secondlife.fortune/index.htm
http://money.cnn.com/2006/11/09/technology/fastforward_secondlife.fortune/index.htm
http://money.cnn.com/2007/06/14/news/companies/virtualworlds/index.htm
http://money.cnn.com/2007/06/14/news/companies/virtualworlds/index.htm
http://www.businessweek.com/magazine/content/07_33/b4046064.htm
http://news.nationalgeographic.com/news/2006/10/061017-second-life_2.html
http://news.nationalgeographic.com/news/2006/10/061017-second-life_2.html


V-Business in the 3D Internet  

NextLust. (2007). NextLust. Retrieved January 4, 2008 from 
http://www.nextlust.com/author/Darkside 

Pfaffenberger, B. (2002). Computers in your future, 4th edition. Upper Saddle River, New 
Jersey: Prentice Hall. 

Ranger, S. (2007). CNET News: Gartner: Risky Business in Virtual Worlds. Retrieved Jan-
uary 4, 2008 from http://www.news.com/Gartner-Risky-business-in-virtual-
worlds/2100-1043_3-6201899.html 

Repstad, P. (1993). Närhet och distans – Kvalitativa metoder I samhällsvetenskap. Lund: Stu-
dentlitteratur. 

Ritchie, J. & Lewis, J. (2003). Qualitative Research Practice: A Guide for Social Science Students and 
Researchers. London: SAGE Publications Ltd.  

Rose, F. (2007). Wired Magazine: How Madison Avenue Is Wasting Millions on a Deserted Second 
Life. Retrieved January 6, 2008 from 
http://www.wired.com/techbiz/media/magazine/15-
08/ff_sheep?currentPage=1  

Ruane, M. (2006). A och O I samhällsvetenskaplig forskning. Lund: Studentlitteratur. 
Salomon, M. (2007, May). Business in Second Life: an introduction. Australia: Swinburne 

University of Technology. 
Second Life. (2007). Second Life | Economic Statistics. Retrieved November 1, 2007, from 

http://secondlife.com/whatis/economy_stats.php  
Second Life. (2008a). Second Life | What is Second Life. Retrieved January 4, 2008, from 

http://secondlife.com/whatis/ 
Second Life. (2008b). Private Island. Retrieved January 16, 2008, from 

http://wiki.secondlife.com/wiki/Private_Island 
Second Life. (2008c). Second Life |Land: Islands. Retrieved January 16, 2008, from 

http://secondlife.com/community/land-islands.php   
Second Life Grid. (2008). Second Life | A virtual world platform for business, education, non-

profit organizations and developers. Retrieved January 5, 2008 from 
http://secondlifegrid.net/ 

Siklos, R. (2006). New York Times: A Virtual World but Real Money. Retrieved January 
6, 2008 from 
http://www.nytimes.com/2006/10/19/technology/19virtual.html?_r=1&or
ef=slogin  

Telegraph. (2007). Second Life: unreality check. Retrieved January 4, 2008, from 
http://www.telegraph.co.uk/connected/main.jhtml?xml=/connected/2007
/11/11/sv_secondlife.xml 

Teorell, J. & Svensson, T. (2007). Att fråga och att svara – Samhällsvetenskaplig me-
tod. Malmö: Liber AB. 

The Economist (2007, August 18). Trouble in Paradise - The banking crisis finds an 
echo in Second Life. The Economist. 

TNS Media Intelligence. (2007). News. Retrieved January 16, 2008, from 
http://www.tns-mi.com/news/03132007.htm 

Tuft, M. (2007). BBC News: Virtual world, real millions. Retrieved December 16, 2007 
from http://news.bbc.co.uk/1/hi/business/6708417.stm  

Turban, E., & Aronson, J. (2001). Decision Support Systems and Intelligence Systems, 6th edi-
tion. Upper Saddle River, New Jersey: Prentice Hall. 

Virtual World News. (2007). Second Life Adds Identity Verification. Retrieved January 
4, 2008 from http://www.virtualworldsnews.com/2007/08/second-life-
add.html 

 54 

http://www.wired.com/techbiz/media/magazine/15-08/ff_sheep?currentPage=1
http://www.wired.com/techbiz/media/magazine/15-08/ff_sheep?currentPage=1
http://secondlife.com/whatis/economy_stats.php
http://secondlifegrid.net/
http://www.nytimes.com/2006/10/19/technology/19virtual.html?_r=1&oref=slogin
http://www.nytimes.com/2006/10/19/technology/19virtual.html?_r=1&oref=slogin
http://news.bbc.co.uk/1/hi/business/6708417.stm
http://www.virtualworldsnews.com/2007/08/second-life-add.html
http://www.virtualworldsnews.com/2007/08/second-life-add.html


V-Business in the 3D Internet  

Wikipedia.  (2005). Second Life – Metaverse. Retrieved January 4, 2008 from 
http://trumpy.cs.elon.edu/metaverse/wiki/index.php/Second_Life 

 55 



V-Business in the 3D Internet  

Appendix 1- Interview Manual 
 

Name: 

Position: 

Company:  

 
1. For how long have X engaged in business activities in Second Life? 
2. What are the main reasons as to why X decided to enter Second Life? 

3. Can you describe X’s present business activities in Second Life (marketing, confer-
ences, retailing) 

4. Why has X decided to invest in these particular activities? 

5. To what extent has X invested in Second Life? (Money, time, labor, etc) 
6. What positive effects have emerged in connection with your investment in Second 

Life? 
a. What impact have these constituted? 

7. What kind of problems have X experienced? 
a. Why did these problems arise? 
b. How did X handle them? 
c. Could X have avoided them? 
d. If not, could any external contributions have prevented these from happen-

ing? 
8. Based on the positive and negative effects X has experienced as a result of the 

business activities in Second Life, is X satisfied or disappointed with the investment 
in Second Life? Please elaborate! 

9. Does X have any plans for future investments in Second Life or in any other virtual 
world? 

10. Does X believe there is a future for conducting business in virtual worlds such as 
Second Life or does X believe new virtual marketplaces will develop in the nearby 
future? 

11. What would be the characteristics of such a virtual marketplace? 

Naturally X will get the opportunity to review the thesis and correct contingent misin-
terpretations and inaccuracies.  

Thank you for your participation! 
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Appendix 2 – Summaries of Interviews Presented in Tables  
TABLE OF OPPORTUNITIES IDENTIFIED 

Positive  Companies’ responses

Communication  IBM:      
 
 
Manpower:        
 
 
 
Electrolux:  
 
 
 
 
 
 
G & L:   
 
 
 
STA‐Travel: 
 
 
Crescendo:     
 
Dell:                                

• Developed business contacts 
• New collaborations with customers 

• Communications with clients and potential                 
            clients 
• New discussions and debates 
• Receive feedback about the company 

• Interact directly with end‐consume 
• Facilitate and improve internal communication and 

teamwork 
• Efficient  to meet  in  Second  Life over  voice,  com‐

pared to ordinary telephone conferences                                

• Networking opportunities around the world 
• Connect with new clients 

• Initiate discussions and communicate with clients 
• Have solved real  life travel by opening discussions 

about travel issues 

• Facilitate the possibility to meet with clients  
          long‐distance 

• Interact  and connect directly with clients                   

7/7

Marketing  IBM:           
 
 
 
Manpower: 
 
 
 
Electrolux:        
 
 
 
 
 
G & L:         
 
STA‐Travel:       
 
 
Dell:                                

• Gained attention in media and press 
          “It  is  important  to  get  a  reputation  that  implies 

that IBM is on and forward going” 
• Gain brand awareness 

• Boosting Manpower’s image and PR exposure 
• Conduct market research 

• Received a lot of attention and publicity 
• Many  newspapers  &  blogs  have  written  about 

Electrolux  
• Very positive response from the community in  
          Second Life, blogs, and media related to digital channels 
• Created some buzz and advertising 

 
• PR & global marketing 
• Positioning as an innovator 
 
• Nice public response 
• Many  mainstream  news  articles  and  blog  posts 

have positioned Dell as an innovator 

6/7

To learn more 
 about 
Virtual worlds 

 
IBM:       
 
 
Manpower:     
 
 
 
 
 

• Test & Development platform 
• Gained knowledge & experience from this tech‐

nology 

• Gained internal experience and knowledge about 
virtual working environments to understand what 
people want to talk about,  what they are interest‐
ed  in, what they are coming to the island for, what 
they think about  the company, in other words, 
engaging in conversations 

5/7
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Electrolux:    
 
 
STA‐Travel:   
 
Dell:                                

• Instructive period  
• Gained experience and have learned about virtual 

worlds 
 

• Being better prepared to look out for new  
technology 
 

• More prepared for the 3D internet 

• Learned more about virtual worlds and how  to  interact 
in such a world 

Extension of 
Web presence 

Electrolux:     
 
G & L:        
        
Crescendo:                    

• Having a complete web‐presence 

• Extension of website, Second Life is beyond a social net‐
working site 

• Describing ideas in 3D by taking advantage of the possi‐
bility  to walk into the design 

3/7

Be on the  
Forefront 

G & L:          
 
STA‐Travel:      
 
 
Dell:                                

• To be on the cutting edge 
 
• Positioning within emerging platform technology 
• Being the first real life travel company to take the step  
•      Remain on the forefront 

3/7
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TABLE OF PROBLEMS IDENTIFIED 

Problems Companies’ responses 

Accessibility 
& Technical 
 Restraints 

Manpower:          
 
 
 
 
Electrolux:        
 
Dell:                                

• Breakdowns network/internet connection which has to 
allow the software 

• Users have to have a powerful enough PC to enter 
Second Life   

• Firewalls refuse accessibility, difficult 
          to connect 

• Sometimes problems with the Second Life grid  
          or with the connection to it through our firewall  

3/7

Comprehension  Manpower:        
 
   
STA‐Travel:    
 
 
Crescendo:              
               

• Users’ knowledge scarcity on the software  
• Understanding of the technology, it is still very   
          foreign to people 
• To expand the workforce in Second Life was a  
         challenge, few people had experience of   
         virtual worlds  
• Fairly steep learning curve for clients to over 
         come  

3/7

 

 

 

Verifying users’ 
 identities 

IBM:              
 
 
 
 
 
Manpower:                   

• Can impose a problem in the long run if  
         companies want to engage in more serious   
         business  
• Identity and security related problems are  
         partly due to the concept and culture of  
         Second Life 
• Since companies and individuals would want to  
         know who their employer or employee is  

2/7

Strategies 
in Second Life 

Manpower:       
 
 
 
 
STA‐Travel:                   

• Difficult in general to forecast possible trends  
in Second Life, since the communication method used is 
not traditional and there are no set guidelines on how to 
attract users to the island 

• Had to find new growth strategies  

2/7

Griefers  Manpower:   
 
 
STA‐Travel:                   

• Can be verbally and technically abusive, both  
         to Manpower and other users 
• People can come and try to blow it up and try  
         to vandalize 

2/7
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TABLE OF FUTURE OUTLOOK 

NEW USES & FUNCTIONS 

• It would be interesting to connect other applications with Second Life, such as e‐mail functions and other 
functions that are available in communities such as MySpace and Facebook 

• Introduction of PayPal‐like function 
• Believes virtual worlds will extend the selling process. E.g. possibility to enter a virtual world with some 

friends to discuss whether or not one should purchase the product of interest. One can rotate the product 
in several different angles and be able to talk to an expert who can explain the functions of the product 
and compare it with others before making a decision. Ultimately, receive visual feedback and instructions 
on how to use the product. 

• Thinks  it will become more common to buy real‐life physical products  in virtual worlds, especially niche 
products that are difficult to get a hold of in the real world 

• Expects Second Life to become an easy and regular conferencing method, even for people without a tech‐
nical leaning 

• Introduction of web cams  inside of Second Life so you can offer visuals of examples and other business 
items instead of merely talk 

• Expects  to see people putting up  their own Second Life servers and having  them  internal  to  their busi‐
nesses 

• The ability  for  third party servers  to be connected  to  the general Second Life grid and of course all  the 
other third party servers 

NEEDS TO BE IMPROVED 
• Asserts  that virtual world  technology will  continue  to  improve  through  such  items as better  resolution, 

seamless interaction and better movement 
• Second Life must become easier to use. Hopes for improved user‐friendliness and graphical environments 
• Wishes for a huge improvement in the actual usability of the technology, if it does not change Second Life 

will not go very far  
• More interactive business 
• Lack of activities in Second Life, something that needs to be solved 
• Needs  to be more people behind  the  scenes, answering questions, working, and participating  in  social 

networking. Companies got to bring real people back into the management of these sites – More social in‐
teraction 

VIRTUAL WORLDS WILL OPEN UP 
• Believes in an introduction of a web based solution 
• Second Life should not remain as a closed entity; rather that it opens up so that it can attain a greater ac‐

cessibility 
• Second Life has not to opened up enough 
• This virtual world will even, over time, leach in to other parts of real life  
• Believes users will be able to have many different avatars where the movement and transferring between 

several different worlds and marketplaces will become achievable 
• Set a standard for avatars and virtual goods so that these will be able to move between virtual world 

NEW VIRTUAL WORLDS WILL EMERGE 
• New  virtual marketplaces will emerge,  some  virtual market places might  spawn  from  Second  Life,  and 

some will develop in Second Life. These will then be classified as big‐small, good‐bad marketplaces, how‐
ever, will sooner or later part and as a result, there will be a few larger virtual world actors 

• New virtual marketplaces will emerge, we are already working within some of those marketplaces 

FUTURE OUTLOOK FOR VIRTUAL WORLDS & 3D INTERNET 
• Great potential for conducing business in virtual worlds 
• There is definitely a future for conducting business in virtual worlds, no doubt about it 
• Virtual worlds will have an  impact, both personally and from technology  in travel and retail and how we 

sell things online 
• Believes virtual worlds expansion and development will continue to bring more lucrative results  
• Believes that there is a large market for using virtual worlds such as Second Life 
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• It is logical for business to understand and harness the power and future potential of virtual worlds 
• Believes The 3D Internet will be a natural development of the Internet 
• The next logical step will be integrating 3D technology in the interaction between people 
• Believes there is a huge opportunity within 3D virtual worlds, a huge opportunity not to miss 
• Belief that the future of the internet is 3D 
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