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Abstract


The authors look at the historical context of product placement and its recent developments in the internet based simulation Second Life (SL). The authors investigate Second life as an extension of video game advertising or advergaming.  Today’s highly intensive video simulations with realistic, cutting edge situations invite the player “into the world”.  The result is the subjective feeling of being a part of the presented world, of being in the game. This reaction is known as presence and it may provide marketers with a new form of experience that can significantly enhance product placement success.  The authors present the concept of cyberscape, the atmospheric environment of product placement within video games.

Video Games 

Imagine you are a eighteen to 24 year old male and you are looking for a source of entertainment. You can watch television for free, go to a movie for about two hours for $10 or for that same $10 you can get an entire months play time in Second Life. Second life is a new form of CMC (Computer Mediated Communications) interaction. It is like a video game but it is more. It is like a MMRPG (Massive Multiplayer Role Playing Game) but it is both less and more. To put second life into perspective lets first look at a very popular form of on line game, World of Warcraft. One of the biggest cooperative videogames is World of Warcraft (List Price $49.99; $43.99 on Amazon plus a $14.00 per month subscription fee).  World of Warcraft (WoW) features realistic, cutting edge graphics, action-packed game play, crisp special effects, and the endless possibilities of exploring a vast world populated by thousands of people. WoW is a massive multiplayer online role playing game or MMORPG. The WoW universe allows for thousands of players to interact with each other in a land that is perpetually changing. The WoW website states:

World of Warcraft enables thousands of players to come together online and battle against the world and each other. Players from across the globe can leave the real world behind and undertake grand quests and heroic exploits in a land of fantastic adventure. (http://www.worldofwarcraft.com/info/basics/guide.html)


Second Life is like WoW in that it is a multi user simulation. Unlike WoW there are no predetermined scenarios or quests. Second Life is set up by and for the users who interact with it. As such it is not a game, it is truly a simulation where a participant can build and do whatever they imagine they can do. 

Second Life is a 3-D virtual world entirely built and owned by its residents. Since opening to the public in 2003, it has grown explosively and today is inhabited by a total of 1,717,504 people from around the globe.

From the moment you enter the World you'll discover a vast digital continent, teeming with people, entertainment, experiences and opportunity. Once you've explored a bit, perhaps you'll find a perfect parcel of land to build your house or business. 

You'll also be surrounded by the Creations of your fellow residents. Because residents retain the rights to their digital creations, they can buy, sell and trade with other residents.

The Marketplace currently supports millions of US dollars in monthly transactions. This commerce is handled with the in-world currency, the Linden dollar, which can be converted to US dollars at several thriving online currency exchanges. (http://secondlife.com/whatis/)

As you can see by the rhetoric on their web site Linden Labs (the creators and housers of SL) have created an interactive simulated world that allows participants to build, display and most important, buy and sell their creations. As such Second Life is a virtual market place with real world tie ins. And lest you think that SL is just a game with no real impact, Ailin Graef is now reported to have assets in Second Life in excess of one million dollars at the current exchange rate of about 250 L$ (in sim currency) to 1 US$ (Lawson, 2006 http://www.itworld.com/App/4201/061130secondlife/  IT world.com)


Participants of Second Life are invited into a world that is both realistic and immersive. The result is the subjective feeling of being a part of the presented world, of being in the world. This reaction is known as presence (Akin et. Al., 1986; Heeter, 1992; Draper 1998) and it may provide marketers with a new form of experience that can significantly enhance product placement success.  

Video Game Usage Versus TV Viewing

 
Players paying $40 or more for WoW (plus the monthly fee) typically play a stand alone computer game 40 to 50 hours before completion. In the case of a MMORPG it could be hundreds of hours over a period of months or years. Contrast this with the declining rates of television viewing and computer games offer a new and possibly lucrative alternative form of persuasive communication.  WoW  is a repetitive experiences, playing and replaying game quests while moving through levels of difficulty, complexity, and hence, involvement.  The player experiences an environment of repetitive involvement, of challenge, of familiarity, of comfort, and of immersion. We believe that experiencing presence in such a situation should allow for greater connection with the events (and by extrapolation, any brands) presented. It is currently assumed (as no studies have yet to be conducted on SL) that the Second Life experience will be similar to WoW in terms of usage rates.

Product Placement – Historical Overview
Product placement as a consumer promotion involves the use of a brand name  product in motion pictures, books, music, television, sports events, computer games, or commercial for another product.  (Kerin et. al., 2004) It is a promotional tool, typically directed to final consumers, and used to support a brand’s over all promotional strategy.  Product placement has evolved in motion pictures from the use of automobiles in 1930’s films to Joan Crawford drinking Jack Daniels in the 1945 movie, Mildred Pierce, to Hershey’s Reese’s Pieces in Steven Spielberg’s E.T. in 1982, to  having AOL center stage in the 1998 Tom Hanks / Meg Ryan movie You’ve Got Mail. (Buss, 1998)  In today’s digital world we see applications of digital technology product placement during NFL games and other sports telecasts and recently through the use of videogames. The benefits of successful product placement are well-known and two of the classic examples and one recent example include:

· Bausch and Lomb’s Ray-Ban and Aviator sunglasses sales skyrocketed from 100,000 pairs to 7,000,000 pairs in five years after Tom Cruise wore them in Risky Business and Top Gun. (Galician, 2004)

· After the release of the movie Toy Story, Etch A Sketch sales increased 4500%, Mr. Potato Head sales increased 800%, and Slinky went back in business to sell $27 million worth of its product. (Galician, 2004)

· Chrysler recently produced the Jeep 4x4: Trail of Life video game and offered it free on its website where 250,000 potential consumers downloaded the game; 40 % said they were considering buying a Jeep, and initial sales research indicated one-in-three consumers purchasing the Jeep Rubicon had played the game.  (Delaney, 2004) 

Presence: Adding a Dimension to Product Placement


We believe the ability to engender a sense of presence in a computer mediated communication (CMC) environment adds another dimension to product placement that enhances brand marketability. Product placement in this context has recently become known as advergaming. (NewMediaAge, 2005) The ability to interact with a video game or internet avatar has expanded the nature of the indirect experience usually associated with television or movies to be much closer in nature to true direct experience. The mediated “window” of the screen is transcended psychologically by the experience of presence. (Nicovich, 2005)  Instead of looking through the window of the screen into another world one psychologically opens the door and steps through into the world and interacts with in a much more direct way.

Presence, as a psychological construct, has been defined as the reaction of “being” in a CMC environment.  It is a vicarious projection of oneself psychologically into a presented world. (Nicovich 1999) This reaction, as explored by researchers, has been divided into two basic types of presence, physical presence and social presence. 

· Physical presence is the reaction to the presented environment in an immersive manner. It is the reaction to the dimensionality and representation of the represented physical space. (Nicovich, 2005)

· Social presence is the reaction to other social entities in the environment such as computer generated characters or other people represented in the environment via human controlled avatars. (Nicovich, 2005)

Presence, as a vicarious projection of self into a mediated environment allows the participant to better connect with the events that are portrayed therein. As such, the player is better able to identify with the realm presented in a game such as WoW and more fully live the fantasy of being an adventurer. Identification as a theme in brand placement allows for the audience member (game player) to move a little closer to their ideal self concept of (in these cases) an adventurer or expert skateboarder. Individuals attempt to move closer to their ideal self-concept by purchasing and consuming products and services. This could be the game itself and / or it could be the accessories desired to help the player connect with the game more, such as game guides or even clothing that is reminiscent of the fashion in the game. By promoting a closer identification through the phenomenon of presence marketers are able to be more persuasive in their communications of the associated products.

Product Placement – Goals


The goal of product placement is to be visible with a scene or event environment, but not be the primary focus.  Some product placements seem like endless commercials, and they are just that (Buss 2005).  Rather, product placement is about fitting in seamlessly, being part of rather that standing out, a natural extension within the medium or event environment. (Schneider and Cornwell, 2005)  By adding realism, the product becomes a named extension of the environment and hopefully is seen as desirable by the consuming viewer or event participant. The purpose of this paper is to explore the role of product placement within second life to see if it fulfills the same role and function as in traditional media.


First, however it is important to discern how product placement works for each type of media. Product placement grew out of media that are not directly interactive. That is the audience member either sees a product on the screen or watches others use it. The participant then gauges the worth or effectiveness of the product by the reaction of the character using it. This vicarious reaction is carried out by the empathic nature of the audience member (Boller, 1988). This process both connects the participant to the product (via the connection with the character using it) and distances the participant from the product by the same process. The audience member has not experienced the product directly, it has been an indirect experience. As such the ability to convey the message hinges on the ability of the actor to correctly react to the placed product.


A product placed in an interactive environment, however, has a more direct nature to its impact on the participant (active participant v. passive audience member). Now however instead of the empathic connection with a character the participant now has a direct connection with the world that is being presented through the their ability to interact with it. Many simulations such as the game “Need for Speed” allow for this form of direct mediated experience. In the game Need for Speed (The latest version being labled Underground) the player outfits a car and then races against other cars on the track. The player controls the car directly and not through a character in the car. The cars used in the game are based on real cars and have been programmed to respond as the real car would. In this way the makers of these cars can give the participant a taste of the real thing in a positive and controlled environment.


Compare this to a game such as Half Life 2. HL2 is a what is known as a 1st person shooter. The perspective through the monitor is that of through the eyes of the character being controlled in the game (usually for the purpose of shooting a weapon at the enemy, hence the shooter part of the name). This is a hybrid form of experience. It has all of the elements of direct mediated connection but it also has the empathic tendencies of interacting with a character presented on screen. At this point in time it is unclear if this form of hybrid experience has a greater impact on the participant than direct mediated experience. The hybrid situation should stimulate the participant on both an emotional level (connection with the character presented) and a cognitive level (evaluation of the performance of the product). As of yet no studies have explored the different impact of the two types of interaction.


Which now brings us to Second Life. Second life is very similar to the 1st person shooter in that it has a similar visual perspective and a character (in this case an avatar) that has been created that acts as a form of mediation between the participant and the interaction within the simulation. The main difference between the 1st person shooter games and SL lies along the consequences of the actions engaged in. In SL the other avatars are controlled by real people and the products one can buy cost real money. As such there is no reset option that allows one to erase their previous mistakes. It is this degree of consequence that has changed the nature of the product placement within Second Life.


No longer is a product placed in a controlled environment with just the purpose of vicarious or direct experience. Now a product that is placed in the world is designed to act as a product one purchases (indeed, most of the products placed in SL must be purchased). As such this product now has to perform in accordance with the value placed upon it by its price in the simulation. As a result the placement of products in SL has a higher risk factor than does a product placed in a traditional videogame. Second life doesn’t have the graphical realism of a traditional videogame due to the nature of how it is delivered. As such the form of presence experienced may be different in that while the world doesn’t look as good, and the consequences are more real. This can work against the very reason for placing the product to begin with. For example, Toyota has placed its Scion cars in Second Life at a place called “Scion City.” While at Scion City one can either purchase a Scion for L$300 or get a free test drive. Due to the nature of the simulation the car did not perform very well. It was difficult to control and the space available to driving it was confining and difficult to navigate. A product placed in such a manner may very well run counter to expectations. The cars placed in Need for Speed have the luxury of a much more sophisticated physics engine for delivering the reactions of the cars.


It is this heightened form of consequence that has allowed organizations that normally wouldn’t use a form of advergaming to advertise to use Second Life. Companies such as Reuters, Vivox and iTunes all have a presence in Second Life. Reuters has allowed for news feeds to be delivered into SL for its members to view while they are online. Vivox is a provider of voip (voice over Internet protocal) phone service. One can call anyone who is online in SL from a Vivox phone as voice audio communication. Second Life itself is built around email and its own chat client. Vivox also allows one to call out of Second Life to one who has a voip capable computer or phone. Similarly one can purchase an iTunes radio player in second life and set it up to play streaming audio radio stations on their property.


The common denominator for these examples is the real world consequence of the actions taken within Second Life. For traditional forms of product placement the connection was the vicarious connection with an imaginary character. Within a traditional video game it is the vicarious connection with a character or the direct mediated connection with a product that is being used. In Second life the connection with the product placed is now a direct mediated connection with real consequences. As such the consequences for the company placing the product are greater as well.

The Cyberscape


We have named the presented CMC world the Cyberscape. We have done so in recognition that the environment surrounding the events portrayed can have an impact on the participant. Not unlike Kotler’s concept of atmospherics in retail settings where the nature of the environment impacts the consumer’s purchasing behavior (Kotler, 1973; 2003). Similarly, service providers have recognized this concept with the servicescape (Rosenbaum, 2005), hospitals with the healthscape (Light, 1996), and medical practices with the practicescape. (Miaoulis, 2004)  During the CMC event, because of the direct nature of the experience provided by the game, players build on all the dimensions of atmospherics to provide a sense of “being”, a vicarious projection of oneself psychologically into presented world – the Cyberscape.  Chrysler’s Jeep 4x4: Trail of Life video game has all the benefits of an infomercial (controlled product message) with supporting atmospherics and the kind of experience that invites one through the door into the world.

Connecting the Cyberscape to other Consumer Behavior Concepts

Brand images can be thought of as schema, which are brand meanings stored in memory. Schemas are comprised of various beliefs, feelings, and knowledge of brands. (Gutman and Miaoulis, 2003)  They can be cognitive in nature, emotional, or experiential. The richer or more elaborate the schema, the richer and more meaningful is the brand image that is represented, internally, by that schema. Schemas that have been formed by direct experience should be stronger and more enduring than schemas formed via indirect or mediated experiences. A feeling of presence within a CMC experience should make for a stronger schema than one formed in a non presence engendering situation.

Immersion is defined as, “involvement in something that completely occupies all the time, energy, or concentration available. As such, immersion is obviously linked to involvement, but also to focal attention. It also seems likely that given the nature of most CMC environments, emotional processing would be an important component. Similarly, learning is important as the participant is actively involved rather than being passively involved as with movie or television placements. Thus, added emphasis is placed on operant conditioning in addition to classical conditioning.


Central (as opposed to peripheral) processing is more likely to be involved. The goal of many commercials is resonance, or bridging, wherein the viewer is making connections between the elements of the commercial and aspects of their lives. It would seem that CMC would enhance this type of processing. Attendant with central processing is making connections to important aspects of the self concept, thus building high-level connections into the brand schema.

Future Research: The Cyberscape and Its Impact on Product Placement


The future of research in the cyberscape appears to lie along two distinct paths. The first path lies along the nature of communication and product placement within the cyberscape. Currently there is a focus on using the cyberscape to promote real world products, however this path will quickly move inward to promoting goods and services within the cyberscape. These brands may or may not have real world equivalents. The desire to spend real money on virtual goods and services is more than just an intriguing idea, it is happening thousands of time everyday. Second life has an economic engine that produces in excess of $600,000 a day (http://secondlife.com/). While currently still a small market to tap into it is destined to grow both in terms of participants but in terms of sophistication of delivery as well.


The second path considers how consumers react to the ads and placements in the game. What makes presence a desirable component of product placement? What does a brand potentially get more of because of presence? Do participants become more involved? Do they behave differently under conditions of high presence than conditions of low presence? Can marketers find a better way to communicate to participants than we do now?  

The answers to these questions will help marketers in understanding the role presence plays in product placement. In answering these questions marketers will begin to consider the impact of being immersed. Additionally, marketers will consider the similarities and differences between CMC and placing ads in movies and television shows, sporting events, or in commercials for other brands.  Understanding the Cyberscape and its impacts on product placement is a new and rich research opportunity for marketers.
Bibliography

Akin, D. L., M. L. Minskey, et al. (1983). "Space Applications of Automation, Robotics, and Machine Intelligence Systems." (ARIMIS) Phase II(3).

Boller, Gregory W. (1988), “Narrative Advertisements:  Stories About Consumption Experiences and Their Effects on Meanings About Products,” unpublished doctoral dissertation, The Pennsylvania State University.
Buss, Dale, “A Product Placement Hall Of Fame”, Business Week, 1998.
Delaney, Kevin J., “Ads in Videogames Pose a New Threat To Media Industry”, THE WALL STREET JOURNAL, July 28, 2004.

Draper, J. V. (1998). "Telepresence." Human Factors 40(3): 354-375.

Felice, Joe (2005). “The Warcraft Economy”, Music for America, March 13; http://www.musicforamerica.org/node/73779

Galician, Mary-Low, Handbook of Product Placement in the Mass Media: New Strategies in Marketing Theory, Practice, Trends, and Ethics, Best Business Books, 2004.

Gutman, Jon and Miaoulis, George, Jr., “Communicating a Quality is Service Delivery” Managing Service Quality, Volume 13, Issue 2, June 2003

Heeter, C. (1992). "Being There: The Subjective Experience of Presence." Presence: Teleoperators & Virtual Environments 1(2): 262-271.

Kerin, Roger A. Steven W. Hartley and William Rudelius, Marketing: The Core, Irwin McGraw Hill, 2004

Kotler, Philip (1973). Atmospherics as a Marketing Tool, Journal of Retailing, Winter 1973-74, pp. 48-64.
Kotler, Phillip, A Framework for Marketing Management, Second Edition, Prentice Hall, 2003.

Lawson, Stephen, “Second Life Creates a Millionaire.” It world, November 30, 2006, http://www.itworld.com/App/4201/061130secondlife
Light, Larry and Rob Hof (1996). “Netscape Wasn’t Enough”, Business Week, June 24.

NewMediaAge (2005). “In-Game Branding: Pushing the Right Buttons”, March 24, p 21.

Miaoulis, George, Jr., “Implementing A Patient-focused Program: Photo Mapping – The Practicescape Audit Tool, Connexion, August, 2003.

Nicovich, Stefan G. Interactive Communication: The Impact of Felt Presence on Consumer Attitudes, Unpublished Dissertation.
Nicovich, Stefan G. (2005). “The Effect of Involvement on Ad Judgment in a Computer Mediated Environment: The Mediating Role of Presence” Journal of Interactive Advertising
Rosenbaum, Mark S. (2005). “The Symbolic Servicescape: Your Kind is Welcomed here”, Journal of Consumer Behavior. 4 (4) 257-268.

Schneider, Lars-Peter and T. Bettina Cornwell (2005) “Cashing in on Crashes via Brand Placement in Computer Games: The Effects of Experience and Flow on Memory.” International Journal of Advertising. 24 (3), 321-343.

Second Life Guide to Second Life, http://secondlife.com/whatis/ 

Second Life Home page, http://secondlife.com/
World of Warcraft Guide, http://www.worldofwarcraft.com/info/basics/guide.html
[image: image1.png]


    [image: image2.png]


 [image: image3.png]& Tunes 7
l.)- Your Lard's Rodio

N~
Click here for info!





4
June 24-26, 2007
Oxford University, UK


