GIVEN THE POPULARITY OF SOCIAL NETWORKING AND GAMING SITES, OPPORTUNITIES ARE RICH, THOUGH THERE HAS TO BE A LEARNING CURVE

Can virtual worlds support real marketing?

Saurahh Turakhia

THE POPULARITY of weh-hased social
networking models such as Facebook,
Orkut, Bigadda, Myspace, YouTube,
Fropper as well as Secondlife show that
the web is becoming another parallel o
wirtual world that conld be attractive
for advertising and marketing. Online
gaming is also ereating a virtual world
where opportunities for in-game adver-
tising exist,

Secondlife com iz a 3-Ivirtual world
entirely created by its residents. Start-
ed In 2008, it has millions of userswith
single or multiple avatars in it. Jsers
can create identities and other content,
which can be traded in this virtual
world, created by Linden Labs, for *Lin-
den" dollars,

Venkat Mallik, managing director of
Level Up, a publisher of multi-player
online games says, “Secondlife can ac-
tually work as a good co-ordination tool
o have afficials across the globe gather
at a particular time. Since it also offers
voice, chat and other elements, the
meeting is as good as a real meeting.
For many multinational companies,
this would translate into a lot of sav-
ings and convenience.”

As far as Indian advertisers are con-
cerned, examples are fewer than their
Western counterparts. Wipro and IBM
have already opened up their innova-
tion centers in secondlife.com. Recently,
KPMG also succeeded in conducting a
recruitment fair through
secondlife com. Microsoft and Ciscoare

also present in Secondiife

Shashi Sinha, CED of Lodestar Uni-
versal, says, “Globally, companies such
as Coke and Niks have done some mar-
keting activities thropgh Secondlife.
Developed markets such as Kores,
wherse broadband penetration is very
high, can also look at such virtual mar-
lketing seriously Indian  advertisers
have started experimenting; there will
be a learning curve. It is

which isa parallel universe based on
real properties and cities. It ks closely

based on the popular game, Monopoly
Froppencom is a sovial networking
gite from the People Group, which also
owns shaadicom (matrimony) and
makan. com (real estate). Vinesh: Nair
business head, media and advertising,
People Group, says, "Advertisers will
lpok at social networking formats more
seriously inthe futureas it

certainly a good'avenue for will help'the cause of tar-
advertising that may catch ~ ADONGAMES geted advertising. A site
onin the future” = Online gaming is like Froppercom gives an

Prasanth Mohanachan- — alspereatingavir-  advertiser  inferesting
dran, executive director,  tual world where user details that can help
Digitat Services  gppartunities for with contextual advertis-

Neo@Ogilvy, says. "I we  jn-game advertis- Ing."

consider the Asian belt, If ingexist:

Interestingly, [TC 15 on

there are companies target. e its way todoing something
ing consumers in Singa- F@%ﬂ%m: similar with bingeonbin-
pore and Hong Kong, it o .aﬂ_ma_ up their o000, ,....En“_mn_.mmmmmwﬁv.
might make sense to adver- raatiGn: centres cial networking environ-
tise on Secondlife, as these in secondiife.com ment to promote Bingo,

two countries have good
broadband penetration. It
might make sense for, say, the Minlstry
of Tourism to advertise through Sec-
ondlife also.™

Similay fo Secondlife i= a new ven-
ture, weblo.com, launched by Canada-
based entreprencur Rocky Mires, now
its CED & co-founder Wehlo's ohjective
is that nsers should be able to monetise
every Hitle web content that they have.
Vantage Point, the venture capitalist
firm that had also backed MSN's My-
space, now owned by Bupert Murdoch,
has Invested 3.2 million ih Weblo,

There is a Bingo campus
where a user can choose a
profile and then explore the campus.
Bingeonbingo.com is being touted as In-
dia’s Secondlife. Although the current
furmat is primarily to promote the Bin-
go range of walers, some SoUrces sug-
gest that the next phase may see [TC do-
ing semething kigger with it.

The online gaming industry in India
is worth Rs 21 crore, aceording to & re-
port published by IMRB International
on behalf of the Internet and Mobile
Aszsociation of [ndia.
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