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1) Research objectives :

Further to our 1st exploratory study "SL
perceived by its residents, we wanted to
examine resident’s attitudes & usages
towards shopping,

with particular emphasis given to the prices
and suggestions for improving the shopping
experience.



2) Methodology:

The study took place between 20th and
25th of December 2006 amongst 419
residents of our panel Reperes Second Life.

We wanted the residents to express
themselves as freely as possible, just
keeping in mind one basic principle:

the study was exclusively addressed to the
avatarand 5H D O xdastto be ignored.



3) Sample:

To be as representative as possible of the
Second Life residents, 60 landmarks were
randomly selected within Second Life, each
of them displaying an invitation to register

for our panel.
To draw a brief profile of the interviewees :

| ODLQO\ IURP WKH 86 WKHQ WKH 8
JUDQFH WKH 1IHWKHUODQGYV &
7KH RWKHU ODWLRQDOLWLHY UHSUHVI
RI WKH UHVSRQGHQWYV

| VWDWHG EHLQJ D IHPDOH D PDC

| 7KHLU DFWLYLWLHY DUH PDLQO\ IRFX\

DQG PHHWLQJ SHRSOH DQG W
HIWHQW RQ EX\LQJ WKLQJV SDUW
FUHDWLQJ REMHFWYV FDVLOR

VHI[ HGXFDWLRQ <




Residents surveyed rate themselves at
parity as beginners or confirmed users;

only

7% as experts. It is interesting to outline

that some shopping behaviors differ
between beginners and experts users.
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And a majority of residents surveyed state
to have been in Second Life for more than a
month.
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They spend an average of 22 hours in Second
Life, with Experts spending significantly more
time in SL compared to Beginners:

BEGINNERS £
Mean = 14 h 45 min/week

CONFIRMED FE
Mean = 24 h 45 min/week

EXPERTS E
Mean = 37 h 10 min/week

[repéres
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Not surprisingly, most popular categories of
product are related to the avatar’'s
customization:
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Shopping confirms itself as a popular activity in SL with
7 2% of residents surveyed that state to go shopping at
least weekly; the frequency increasing with the level of

SL proficiency RI HISHUWV DW OHDVW GDLO|
EHJLOQHUYV

+RZ RIWHQ GR IRX JR VKRSSLQJ L
HYHQ LI IRX GRQ W PDNH DQI SXU
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The 6% that state never shopping explain they either lack of money or

have no interest for it; regarding this last group better products and more
facilities would make them change their mind.




Over half of the residents surveyed make a purchase on
aweeklybasis ORJLFDOOI ([SHUWV WHQG WR EX
PRUH RIWHQ WKDQ %HJIJLQQHUYV GDLOI| Y}
EHIJLOOHUYV
$0G KRZ RIWHQ GR IRX PDNH D SXUFKDYV.
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Again lack of money and facilities are the 2 main restraints.




The residents surveyed claim to be satisfied
with their experience visiting shops without
raving about it, which suggests some unfulfilled
expectations regardless of SL proficiency.

+RZ ZRXOG IRX GHVFULEH
IRXU HISHULHQFH YLVLWLQJ |\
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'KDW PLVVHV WR FRPSOHWHOI V

EDVH RI UHVSRQGHQWYV

&RPPXQLFDWLRQ IDFN RI SURGXFW{
6krRx0G RITHU PRUH LowHUDFWLHQIRUPDWLRQ

RZQHU VDOHV SHUVRQ 36KRXOG RIITHU EHWWHU XVHV J}
FOHDU SURGXFWY{V UHSUHVHQ

J)DFLOLWLHYV LQ WKH VKRS

S6KRXOG KDYH ODUJHUFDPFHHQY ¥ SDFHV
FRXOG ]RRP DWERIXQBVYVY ODJJ\ RIIHU
EHWWHU YLVXDO DSSHDO VWRUH GLVSOD\”

&KHDSHU SULFHV/DFEN RI SURGXFW
SBKRXOG RITHU FKHDSHU VWXIGL\SLH—lUVLW\

HMKDUGY WR PDNH’ S6 KRXOG RIIHU OHVV JHQHULF
PRUHWDPH VWXII YDULHW\ I[URP \
WR VWRUH ~

IRZ SURGXFWTTV '"LIITLFXOW\ WR ILQG
TXDOLW\ VKRSV

S6KRXOG RITHU SURGXFWYV Rb6 ERXOMGHEH HDVLHU WR VHDUFK
GHVLIQHG RI EHWWHU TXDOLWASHFLILF VKRSV’




Moreover, one out of three residents surveyed —
mainly beginners - report to experience

difficulties while making purchases.
This is in line with the overall shop’s experience
rating that already announced some down sides.

, ILQG LW WRR FRPSOLFDWHG WR PDNH SXUFKDVHYV

%DVH RI UHVSRQGHQWYV

AGREE DISAGREE

COMPLETELY

COMPLETELY SOMEWHAT SOMEWHAT

29%




Residents surveyed pay equal attention to
product selection and competitive prices; to a
secondary extent, they are concerned about
freebies and ease to locate the shop.

KDW LV IRXU PRVW LPSRUWDOQW
ZKHQ VKRSSLQJ LQ 6/ "
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&RPSHWLWLYH|SULFHV

mB&RQYHQLHQFH

m3URPRWLRQV
YJUHHELHYV

m'HPR

= (DVH WR ORFDWH WKH VK
'"HVLJQ




According to the SL proficiency, we can observe a
shift of behaviors:

%oBeginners rather being in an exploration stage,
%-Experts rather having specific needs.

‘KHQ IRX EHIJDQ VKRSSLQJ RQ WKLV RFFDVLRQ ZHUH IRX

BEGINNERS CONFIRMED EXPERTS
(B= 141) (B= 190) (B= 29%)

m-XVW H[SORULQJ

,OWHQGLQJ WR PDNH D SXUFKDVH
/RZ EDVHV




The last purchase was mainly aimed at their
avatar: clothes , body parts or

accessories .

CKDW ZDV WKH ODVW SXUFKDVH IRX PDC
+RZ PXFK GLG IRX VSHQG RQ WKLV WUD

Clothes (b=156)

Body Parts (b=76)

Accessories (b=66)




Residents were then asked to evaluate the
price of different products:

SFFRUGLQJ WR IR¥YLZIKWWS UVARKHg 7

W ZKDW SULFH LQ / ZRXOG IRX VWDUW WR WKLQN

$
EXILQJ WKLV LWHWERA]EHWR LW K

$W ZKDW SULFH LQ / ZRXOG IRX VWDUW WR WKLQN

WKH TXDOLWI RI WKULW VWHPREFRFHDXS H



Psychological price for a SUIT (b=142)

Spontaneously, the residents surveyed evaluate the price
of a suit at 287 L$.

However, the price that maximizes the demand is 115 L$.
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Psychological price for a DRESS (b=122)

Spontaneously, the residents surveyed evaluate the price of
a dress at 178 LS.

However, the price that maximizes the demand is 130LS$.
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Psychological price for SHOES (b=122)

Spontaneously, the residents surveyed evaluate the price of
shoes at 152 LS.

However, the price that maximizes the demand is 80LS$.
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Psychological price for HAIR (b=174)

Spontaneously, the residents surveyed evaluate the price of
hair at 231 L$.

However, the price that maximizes the demand is 100 L$.
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IHFWRUV RI S
KDW DUH WKH HOH

PDNHV WKHP JR WR
SDUWLFXODU VWR




Due to the SL size, the function 6 ($ 5 &is naturally

central in the process of buying, with beginners being

still in an exploratory stage and less using this tool than
experts RI S DJUHH FRPSOHWHOI YHUVXV

FRQ/ILUPHG DQG.H[SHUWYV

, RIWHQ XVH WKH IXQFWLRQ 6($
WR ILOG QHZ VKRSV RU WR ORF.

%DVH RI UHVSRQGHQWYV

$JUHH FRPSOHWHO\
m $JUHH VRPHZKDW
©“'LVDJUHH VRPHZKDW
m'LVDJUHH FRPSOHWHO\




Buying patterns are very consistent across proficiency

groups: even if they are often driven by WKH RSSRUWXQL
PDNH D SXxubrvdoof mouth is logically a powerful

vector in such a social world.

, RIWHQ EX|I RQ LPSXOVH , UHOI RQ ZRUG R/ PRXWK WR PD,

%DVH RI UHVSRQGHQWYV

$JUHH FRPSOHWHO\
m$JUHH VRPHZKDW
m'LVDJUHH VRPHZKDW

®m'LVDJUHH FRPSOHWHO\




In the same way, 1 out of 4 pay attention to promotions
and competitive prices, regardless of SL proficiency.

, DOZDIV VHDUFK IRU WKH ORZBIFRNSIRIFEURPRWLRQV RQ © 6HDU
MXVW DERXW HYHUIWKLQJ , EXI

%DVH RI UHVSRQGHQWYV

$JUHH FRPSOHWHO\
m $JUHH VRPHZKDW
“'LVDJUHH VRPHZKDW

m'LVDJUHH FRPSOHWHO\




On the other way, only a minority states to get a strong

impulse to buy from advertising boards.

, DP LQIOXHQFHG E|l DGYHUWLVLQJ ERDUGYV

%DVH RI UHVSRQ

GHQWYV

$JUHH FRPSOHWHO\
m$JUHH VRPHZKDW
m'LVDJUHH VRIPHZKDW
®m'LVDIJUHH FRIPSOHWHO\




It appears to be a market for both malls and single shops
as residents surveyed show equal support for them.

, SUHIHU PDOOV WR VLQJOH VKRSV

%DVH RI UHVSRQGHQWYV

$JUHH FRPSOHWHO\
m$JUHH VRPHZKDW
©“'LVDJUHH VRPHZKDW
m'LVDJUHH FRPSOHWHO\




RL brands don’t manage to raise as much interest as SL
ones amongst residents, with a mere 14% according
more importance to RL brands than SL ones. This
tendency is confirmed through the spontaneous
comments: being asked to list their 3 favorite brands,
residents surveyed quoted SL brands at 99.9%.

, DP PRUH LOQWHUHVWHG LQ 5/ EL

%DVH RI UHVSRQGHQWYV

$JUHH FRPSOHWHO\
m$IJUHH VRPHZKDW
@ 'LVDJUHH VRIPHZKDW
®m'LVDJUHH FRPSOHWHO\




6KRSTV HISHUL
KDW DUH UHVLGHQ

UHTXLUHPHQWYV UH
SUHPLVHV DQG WKH




Residents surveyed appreciate to be on their own : it
might be put into relation with the main categories of
products bought. They are related to the avatar therefore

to the privacy, intimacy of the person.

On the other hand, they overall appreciate to get help
from the seller.

, OLNH VKRSSLQJ RQ Pl RZQ , OLNH JHWWLQJ DGYLFHV IURP

%DVH RI UHVSRQGHQWYV

$JUHH FRPSOH
m $JUHH VRPHZKDW
®'LVDJUHH VRPHZKDW
m'LVDJUHH FRPSOHWHO\




A majority of residents surveyed state they are likely to
check back a shop if they’'re satisfied of their 1st

purchase. Logically, they grant shop’s regular
reassortment.

, RIWHQ UHWXUQ WR WKH VDPH VERSH. VKRSV WKDW RIIHU QH.
VDWLVILHG'SXNUWKKBVH , PDGH LQRQ D UHJXODU EDVLYV

%DVH RI UHVSRQGHQWYV

$JUHH FRPSOHWHO\
m$JUHH VRPHZKDW
m'LVDJUHH VRPHZKDW
®m'LVDJUHH FRPSOHWHO\




In the same way, the 3 subsamples express convergent
reactions in their expectations of shop’s display: they like

having a large choice:

, OLNH VKRSV ZLWK D ODUJH UDQJE?%%MEB?LEF@%ZL WK D UDQJH

HG EXW WRS V.

%DVH RI UHVSRQ

GHQWYV

$IJUHH FRPSOHWHO\
m$JUHH VRPHZKDW
w'LVDJUHH VRPHZKDW
®m'LVDJUHH FRPSOHWHO\




Regarding their attitudes, residents surveyed tend to

prefer original products; with experts being the most

sensitive to this criterion RI © DJUHH FRPSOHWHO
/IRU EHJLdypté/dame time, they rather opt for

lifelike representations of the products.

, OLNH SURGXFWV WKDW DUH RUNHL@QIDAOENHDWASYUHHVHQWD WL

%DVH RI UHVSRQGHQWYV
-\

$JUHH FRPSOHWHO\
m $JUHH VRPHZKDW
m'LVDJUHH VRPHZKDW
m'LVDJUHH FRPSOHWHO\




Regardless of their SL proficiency, pretty every residents
surveyed value the possibility to customize products:

, OLNH IXOO0| FXVWRPL]DEOH SURGXFWYV

%DVH RI UHVSRQGHQWYV

$JUHH FRPSOHWHO\
@ $JUHH VRPHZKDW
W 'LVDJUHH VRPHZKDW
m'LVDJUHH FRPSOHWHO\
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Shopping stands out as a very popular
activity. At this stage, there is no saturation
effect. On the contrary: the more engaged
you are in SL, the more you do shopping. It
might be related to a willing of always
perfecting the appearance of the avatar but
also to the absence of story in Second Life.
Shopping is so varied and always evolving
that it becomes a goal in itself.

Moreover, they are ready to spend money to
customize their avatar or even for 25% of
them to create their own personal space.



In this context, they favour products that are :
fcustomizable L Q OLQH ZLWK I UHHGRP R
flifelike,

fcreative.

So far, shopping tend to be a solitary activity
but residents surveyed pay attention to others
recommendation and appreciate to talk to the
seller in a shop.

By the way, they turn out to be quite loyal to
shops they’re satisfied with.




On the other hand, findings also show that
shopping experience is optimizable and
underscore the needs for businesses :

fto have more presence VHOOHUV, RZQHU«
fto be more accessible for beginners, in

terms of facilities within the store and to a

certain extent of ease to locate it,

fto let residents express their creativity by

offering the possibility to customize

products,

fto focus on product’s originality and

diversity...




