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FACT SHEET

Name of Company The Sanity Patrol Players (See Appendix A)
Location 10002 Aurora Ave. N.
PMB 1149

Seattle, WA 98133

Business Type Production company of The Sanity Patrol Press who
publishes books and manufacturers fortune-telling cards,
sweatshirts and other products

Length in Business The Sanity Patrol Players, fka Connexus, has been in
business since 1997, having inherited the rights and
resources of Plays That Work (a non-profit producer of plays
for training in corporations, government agencies and
educational institutions on issues of harassment, diversity
and HIV/AIDS).

Company Staff Z. Sharon Glantz is sole proprietor (See Appendix A)

Websites http://www.thesanitypatrol.com
http://www.dognosticate.com

Virtual Reality Platform  Second Life, Google Lively, Active Worlds or another platform

Length of Project One year with potential for touring
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EXECUTIVE SUMMARY
CONCEPT

Both live theater and online virtual reality share a common thread — drama. The Sanity
Patrol Players will combine these two venues into a unique experience on the
complexity of relationships in a technological world. LOL is live theater in two locations
that utilizes online virtual reality to communicate between the two. The distance
between locations is of no great consequence other than determining whether a cast of
six or twelve is used. At this time, the first choice online virtual reality platform is Second
Life (*SL”). LOL will attract a wide range of audience, including theater goers, 3D
artists, techies and SL residents.

With advances in technology, theaters include multi-media in their productions.
Performance art has upped the bar as far as multi-disciplinary presentations engaging
enough to compete with the ease of attending blockbusters in movie theaters or at
home. LOL capitalizes on a growing interest in how to integrate high tech and love
production. LOL will help clarify the significance of virtual relationships and community.

THE EVENT

The farce that is LOL is a cross between Shakespeare’s As You Like It and The
Simpsons. The three characters in each location will use the exposition of the play to
identify:

Their real life person

Their real life relationships with the other characters

Their online avatar

Their online relationships with other avatars including the avatars of characters in
the play and other SL avatars.

Two characters, one in each café, will use avatars of the opposite sex. At least two real
life relationships between characters will be identified during the exposition.

Characters will communicate by means of:

Onstage conversation

Chat (public exchanges on Second Life)

Instant messaging (private exchanges on Second Life)
Cell phone (possibly including texting)

Email

In many cases, the characters will read aloud as they go — both the text of others and
their own. The script is written to force focus on the central action and includes

LOL Page 2



opportunities to “catch up” for the audiences by using repetition and possibly a summary
on one of the screens.*

Between Acts | and II, and between Acts Il and lll, the six actors switch locations or are
replaced by three actors who assume the characters of those from the other location. If
performed locally, this could be an actual switch.

There is potential to include other elements:

Voice (via SL)
Online access to the event for those on SL
Webcams at each location

The simulated environment (“SIM”) used for LOL could require an entrance fee for those
on SL to attend the event. Most residents enjoy a spontaneous SL lifestyle. If included
at the event, SL attendees would need to appear with the character avatars prior to the
commencement of the live presentation to be screened and to learn the limits of their
participation.

The live portions of the play could be video streamed into the SIM and other SL venues,
possibly requiring an entrance fee, so that other avatars could also follow the action.
Locating the performances in cyber cafes and restaurants would allow audience
members to log onto the SIM of LOL in SL as SL attendees.

This interaction presents promotion opportunities that incorporate a larger audience,
offering greater sponsorships and opportunities to introduce products/services to SL.

LIVE THEATER COMPONENT

LOL is a romantic farce about online and offline relationships, including issues of cross-
gender exploration. Performances occur in two cyber cafes, restaurants or some
facsimile thereof. In each location three actors perform in their own small playing space
with a computer and in an area where they can interact. Big screens project the
activities of the three actors when they are on SL. Two sets of three actors exchange
locations during intermissions. Locations for the live portion within a range of
approximately 10 miles can utilize two sets of three actors; otherwise four sets of three
would be employed.

SL COMPONENT
SL of Linden Labs can be accessed by anyone with a relatively new computer and

internet access — preferably broadband (see more detail and pictures at Appendix A).
Avatars are designed by the user, so they may or may not reflect the gender,

! Experimentation during the development process will dictate how to proceed to maximize clarity for
audiences. It may be worthwhile to make computers available to audience members. Additionally, a
recap between acts will help reduce confusion.
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appearance or even personality of the user. They may be human, furrie (animal) or
anything in between. Within Second Life, there are numerous opportunities for
spontaneous interactions — communities of those with a shared interest, clubs for
music/dancing, educational institutions, sex clubs and shopping (body parts, clothes,
animations, etc.)

LOL anticipates utilizing a private SIM, a restricted location on Second Life, designed for
the avatars of the actors and character avatars who will further the action of the play.
The SIM will include custom animations, scripting and builds. (See Appendix C)

PROJECT DEVELOPMENT

The following script development process carefully integrates technology along the way.
This process will take approximately nine months. Most script development for live
theater takes between three and six months. The complexities of incorporating
technology require a longer timeline.

PRE-SCRIPT PREPARATION

The playwright will present a preliminary outline of the script to the director and
dramaturge along with the builders, scripters and animators on SL. Together they will
complete the outline.

Once a draft from the outline is completed enough to identify locations to build and
animations to develop, the executive producer/director and technical director will
perform preliminary tests for interfacing the online portion with the live portion,
maximizing the potential automation of actions online. As development continues, the
online portion will continue to be refined. Only when satisfied technically how both
portions work together will the executive producer/director cast the actors.

READINGS

Read-throughs of the play out loud are mandatory for the playwright and dramaturge, to
hear and identify the “voice” of the piece and, to a limited extent, the rhythm of its
unfolding. Due to the newness of this type of performance, one to five readings (as
opposed to one or two) may be required. Using professional actors maximize
effectiveness of the reading process.

TECHNICAL READINGS

It is unclear at this time as to how much each actor will directly manipulate their avatar.
It may be useful to have other people manage their avatar. This determination will
assist in clarifying how many initial technical rehearsals will be required. Chances are it
will take three to seven technical readings that incorporate the dialogues on SL and by
cell phone usage with the live theater component.
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REHEARSALS

Typically, the process of mounting a play would take four to six weeks. LOL will require
a minimum of eight weeks do assure the live action and technical action work together.
This may require a great deal more repetition will be required to assure ease of
coordination. Rehearsals will be four to six hours in duration.

STAFF

EXECUTIVE PRODUCER/DIRECTOR (Z. Sharon Glantz — see Appendix A)
oversees and manages the entire project; work with the dramaturge in developing the
script and coordinate with the technical director. [One year]

MANAGING PRODUCER assists with planning and assures fiscal responsibility. [One
year]

TECHNICAL DIRECTOR oversees the SL component and other technical efforts,
working closely with the executive producer/director and executive producer.

STAGE MANAGER assures effective operations during rehearsals and performances,
including transportation of actors, if necessary. [One year]

PLAYWRIGHT (Z. Sharon Glantz — see Appendix A)  writes the script, working with
the Technical Director in determining and designing SL integration, and with the
Dramaturge, to assure continuity and cohesiveness of the script. [Will work on spec and
collect royalties]

STAGE MANAGER assures effective operations during rehearsals and performances,
including transportation of actors, if necessary. [Six months]

DRAMATURGE works with the playwright and executive producer/director to assure a
workable script. [Consult nine months]

SL SET/OBJECT/ANIMATION DESIGNER designs the architecture of the SL
environments and objects to be used and serves as contractor, overseeing the
animator, scripter and SL costumer. [Nine months]

ANIMATOR designs or customizes animations for SL characters to use to perform
various actions (dancing, cuddling, kissing). [Six months]

SCRIPTER designs or customizes scripts for the SL objects to be used, whether they
are part of the architecture or props used by the characters for transportation usage or
personal use (transporters, doors, weapons). [Six months]

COSTUMER designs and dresses both avatars and actors. [Six months]
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PROPMASTER oversees props used in the live performance, including computer
hardware and peripherals. [Six months]

RUNNING CREW work during the performance to assure technical operations. [Two for
three months]

SIX OR TWELVE ACTORS, depending on locations used (initial performance will use
six Actors). [Six months]

HOUSE MANAGER oversees ticketing and ushers. [Three months]

VIRAL PROMOTER creates an SL community around LOL and manages internet
marketing strategies.

MARKETER handles local media and promotion efforts.
GRAPHIC ARTIST designs art to be used by viral promoter and marketer.

WEBSITE DESIGNER designs and maintains the website.

FUTURE PRODUCTIONS
The Sanity Patrol Players will encourage addition productions in other cities of LOL.
1. The Sanity Patrol Players Production. The Sanity Patrol Players manage the entire

production of LOL soliciting the interests of live production venues. Structure of this
proposal, less the development process, will apply.

2. The Sanity Patrol Players Partnered Production. The Sanity Patrol Players partner
with a theater company to co-manage the event. The theater company manages the
venues and live theater elements and the Sanity Patrol Players handle the technical
elements. Sponsors would receive the same benefits as with a Sanity Patrol Players
Production.

3. Licensed Production. A theater company, performance venues or some combination
thereof licenses LOL for a royalty. They will need to negotiate their own
arrangements for technical support, although The Sanity Patrol Players could be
called upon as consultants. The royalty schedule would depend upon use of the SIM
on SL and other factors to be determined.

TIMEFRAME OVERVIEW

The Sanity Patrol Players anticipate a one-year process of development and production.

Writing of play four months
Script and technical development four months
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Integration two months
Rehearsals and promotion two months
Performances two months (50 performances)

CRITICAL RISKS
NEW VENUE ISSUES

Plays That Work, a non-profit organization, produced the plays of Z. Sharon Glantz for
corporations and government agencies for close to 10 years. Plays That Work
incorporated as a non-profit to gain access to public funding. However, it was
continually challenged by the dual perception of being a theater organization and a
commercial enterprise. Granting agencies that would normally fund creative endeavors
did not want to underwrite that which they perceived to be a commercial venture.
Therefore, Plays That Work was required to develop the plays on spec, a costly
enterprise for a theater organization. For a few of the plays, this worked out fine.
However, Plays That Work could not sustain these efforts in addition to the marketing
and administrative demands and expenses, even with the executive director donating
her time and the playwright working on a royalty basis.

Certain production efforts of Plays That Work were taken over by The Sanity Patrol
Players, a sole proprietorship. Plays continued to tour for one year.

LOL will reactivate The Sanity Patrol Players after a five-year hiatus. Traditional theater
promotion will be used as well as a wide range of online strategies on the Internet and
SL.

TECHNICAL ISSUES
Developing and integrating SL will present many challenges including:

1. Accessto SL. Linden Labs oversees SL, but cannot foresee connectivity difficulties
on all of the servers that are linked to maintain SL. Lag, the slowing down of online
activities such as the appearance of chat text and the resolution of images, can be the
result of a number of things, including the overpopulation of a certain location (anything
over 50).

POTENTIAL RESOLUTIONS:

Create a workable relationship with Linden Labs to maximize
audience/participant potential

Build efficiently and expand property usage in SL to assure lag is less of an
issue.
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2. Effective Integration of SL and Live Theater. Timing and flow of the integration of
SL with the live performance in this fashion has not yet been done (the closest is noted
at Appendix B), which may result in complications unknown at this time.

POTENTIAL RESOLUTIONS:

Include pre-rehearsal beta-testing

Extend rehearsal period

Assure the script for the play moves the action forward in a number of different
ways and that many activities occur simultaneously

Post plot points on a separate screen

3. Physical Environmental Issues. Cyber cafes and restaurants do not usually lend
themselves to traditional theater. For LOL, playing spaces for performers would be
amongst the audience.

POTENTIAL RESOLUTIONS:

Firmly establish playing areas through use of platforms and other boundaries that
are instructive to audience members
Assure actors have strategies in how to respond to unruly audience members

4. Grieffers. Periodically, residents of SL known as grieffers, attack locations by
sending large quantities of repetitive visual images to a particular location. Stopping
and shutting them down can be challenging.

POTENTIAL RESOLUTIONS:

In creating a working relationship with Linden Labs, there is a better chance of
protecting the SIM that is built for LOL.

MARKET ANALYSIS
MARKET BEHAVIOR
Theater goers are loyal consumers. If they like a show, they come back for other
performances. No two performance of LOL will be the same. The script and the process
used to overcome critical risks will assure a new production every performance.
Because a production of LOL can be performed in two distant locations, cultural
differences will enhance standard marketing efforts (See Appendices C, D and E) and
condition market behavior in a unique way.

MARKETING OBJECTIVES

Marketing objectives of The Sanity Patrol Players include:
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Establish ongoing performances at two venues in the greater Seattle area.

Encourage productions of LOL across the State of Washington, into the State of
California and then across the country. 2

Move past the borders of the United States to other countries, adapting the script
accordingly.

Tour large high tech corporations who could accommodate two playing spaces,
to demonstrate a use of virtual reality and as a shared activity for employees.

Develop subsequent plays along the same vein that keep up with the latest
technology and online social interaction interfaces.

Create new art forms and performance venues.

Attract a new audience to live performance, including those who are younger.

CSI: New York experimented with Second Life (See Appendix G).

TARGET MARKETS

LOL will attract different target markets:

1.

2.

4.

5.

Mainstream theater goers;
Lovers of multi-media, performance art and other experimental presentations;

Techies of all ages interested in virtual reality and its potential for new forms of
entertainment;

Online gamers who create their own drama within the context of a game;

Residents of SL seeking new ways of bridging SL and real life.

These target markets together cover a larger demogr  aphic than most theaters,
including younger groups than are normally attracte d to live theater.

2 Following the performances outlined in this proposal, LOL will seek a production that uses one location
within the Seattle area and one location outside the Seattle area, before encouraging other locations to
mount their own productions. In this way, the Sanity Patrol Players can better assure continuity in
presentation.
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SL ATTENDANCE POTENTIAL

Promotion on SL is especially challenging. (See Appendix H and |, which includes
responses to the challenges of marketing on SL). One scenario would look like this:

The SIM used for LOL would require an entrance fee for those on SL to attend the
event. SL attendees would be required to arrive 30 minutes prior to curtain.

Invisible barriers would be set up around designated playing areas and actors could
also move in and out of the public areas and interact with attendees. There is more
opportunity to include residents in various activities (i.e. dancing, role play, shooting,
chatting) that demand managed improvisation.

The live portions of the play would be video streamed into the SIM in key places so that
SL attendees could follow the action. Audience members at the live performances, if
performed in a cybercafé or other environment where there are computers, could also
log on to SL as an attendee. Because of the larger and diverse audience potential,
more sponsors will be inspired to assist in underwriting LOL.

In this way, a circle of interaction would be complete. This would also offer greater
opportunities to promote sponsors to a greater audience.

FINANCIAL OBJECTIVES
Financial objectives include the following;

1. Use underwriting and sponsorships to develop and perform the first production of
LOL;

2. Assure tickets pay for live production (See Budget)

3. Negotiate with new locations to either produce or consult on a production of LOL
SPONSORSHIPS

The Sanity Patrol Players seek all levels of sponsorship including a primary underwriter
whose name would precede the title in all promotions. A tiered list of sponsorship

opportunities compiled in cooperation with the primary underwriter include:

1. The appearance of their logo on promotion materials, in the program and on the
website (i.e., headlined sponsorship (*Name* presents LOL);

2. Product placement within play and on SL;

3. Make products available to audiences at the event;
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4. Usage of products as set décor or props on SL;
5. Inclusion of products in an SL boutique of LOL offerings and on the website.
These styles of co-branding draw upon standard marketing strategies as well as take

advantage of new opportunities. The goal is win-win promotion for all sponsors and the
primary underwriter.

BUDGET
preparation for one year; four performances/week for 12 weeks plus two invitationals

PRE-PRODUCTION EXPENSE

SL Acquire private SIM $ 1,000
SL Tier payment (one year) $ 3,600
Avatar development (shape,
SL clothing, etc.) $ 100
Building materials, animations,
SL gestures, etc. $ 100
RL LCD Panels (3-10) in-kind
RL server in-kind
RL computers (8-12) in-kind
RL Rehearsal rental $ 6,000
$ 10,800
PRODUCTION EXPENSE
RL Lighting rentals $ 1,000
RL Props/Set $ 1,000
RL Costumes $ 500
$ 2,500
SALARIES (*are fulltime)
RL/SL Executive Producer (one year) $ 50,000
RL/SL Managing Producer (one year) $ 25,000
RL/SL Technical Director $ 40,000
RL/SL Playwright (royalty) $ 10,000
RL Stage manager (six months) $ 10,000
RL Dramaturge (one year) $ 15,000
SL SL Set/Object/Animation Designer
(contract) $ 5,000
SL Animator/Scripter (contract) $ 5,000
SL/RL Costume Designer (contract) $ 5,000
SL Propmaster (contract) $ 5,000
Running Crew (two for three
RL months) $ 5,000
RL Actors (six for six months) $ 90,000
RL House Management (two for three $ 5,000
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months)
SL Viral promoter/community builder
RL Marketing
RL Graphic Artist (promotion)
RL Website Designer/Maintenance

MARKETING COSTS
Viral promotion (community
SL building)
RL Paid advertising
RL Printing
RL Postage

MISCELLANEQOUS

RL Insurance

RL Legal and accounting
RL Opening night party
RL Office expenses
INCOME

SL Linden Labs (assuming SL is used)
Tickets ($50 per ticket/150 people/50

RL performances)
Underwriting/Underwriting for
RL promotion

@ H BB @B BB

@B H B

1,500
2,000
1,000
8,000

500
1,200
500
2,000

2,000
1,000
1,000

500

TOURING BUDGET

$ 287,500

$ 4,200

$ 4,200
$ 309,200

$ 1,000
$ 187,500

$ 120,700
$ 309,200

The Sanity Patrol Player production of four performances/week for 12 weeks plus two
invitationals with preparation time of three months

PRE-PRODUCTION EXPENSE
SL Tier payment
RL LCD Panels (3-10)

RL server
RL computers (8-12)
RL Rehearsal rental

PRODUCTION EXPENSE
RL Lighting rentals
RL Costumes

SALARIES
RL/SL Executive Producer

LOL

$

900
in-kind
in-kind
in-kind

3,000

1,000
500

8,000

$ 3,900

$

1,500

Page 12



RL/SL Managing Producer $ 5,000
RL/SL Technical Director $ 10,000
RL/SL Playwright (royalty) $ 10,000
RL Stage director $ 15,000
RL Stage manager $ 8,000
SL/RL Costume Designer $ 1,000
RL Running Crew (three months) $ 6,000
RL Actors (six for six months) $ 60,000
House Management (two for three
RL months) $ 4,000
SL Viral promoter/community builder $ 1,000
RL Website Designer/Maintenance $ 2,000
$ 129,500
MARKETING COSTS
Viral promotion (community
SL building) $ 100
RL Paid advertising $ 1,200
RL Printing $ 500
RL Postage $ 2,000
RL Miscellaneous $ 8,800
$ 12,600
$ 147,500
INCOME
Tickets ($50 per ticket/150 people/50
RL performances) $ 187,500
$ 187,500
POTENTIAL BENEFIT $ 40,000
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About The Sanity Patrol Players

Plays That Work offered the plays of Plays for Living and original pieces by Z. Sharon
Glantz. When they closed their doors, Ms. Glantz started using Connexus and then The
Sanity Patrol Players as a production company for her plays. Plays on challenging issues
have been presented for over 15 years to corporations, government agencies and
educational institutions, including:

Puget Sound Power & Light

Washington Mutual Savings Bank

City of Seattle Dept. of Housing & Human Services

City of Seattle Dept. of Parks & Recreation

Executive MBA Program at the University of Washington
Bonneville Power Administration

U.S. Forest Service (Portland, OR)

Young President's Organization

Harbor Properties, Inc.

The Sanity Patrol Players serve as the producing arm of The Sanity Patrol Press,
presenting short, one-act and full length plays that fit within the mission of the Sanity
Patrol Press.

About The Sanity Patrol Press

Founded in 2002, The Sanity Patrol Press publishes books of interest to those curious

about the how and why humans do what they do, and the possibilities and potential for
creativity, psychological satisfaction, spiritual evolution and psychic development. Also

published are Dognostication Cards, fun dog-focused fortune-telling cards that are both
insightful and entertaining.

Inspiration for the Sanity Patrol Press came from a well-received live production of a one-
act play produced in the early 1980's that utilized some of the Handbook material, along
with inventive improvisation. Over time, more pieces evolved. Over the years, works
developed for other target markets have found their way into the mission of the Sanity
Patrol Press.

About Z. Sharon Glantz

Z. Sharon Glantz is the sole proprietor of The Sanity Patrol Press. For 10 years, she
found success writing and presenting educational full length plays on issues of diversity,
sexual harassment, HIV/AIDS and aging as part of the training programs for corporations,
educational institutions and government agencies. She wrote scripts for the State of
Washington Apprentice in the Trades Program orientation video and a laser show on the
history of Singapore for the educational system in Singapore a multi-media presentation
using a live actor and video on the holocaust for high schools. Stages of Ages: A Manual
of Corrective Parenting was in collaboration with Elaine Child-Gowell Ph.D. Pieces from



the book were turned into two one-act plays that received best of festival awards at New
City Theater in Seattle and The Storefront Theater in Portland. Other plays include:
Oxymoronic Fusion, | Gave at the Office and Exercising Belief.

Ms. Glantz served as program director of the Pacific Northwest Writers Association and
founder of the Northwest Playwrights Guild. She founded The Sanity Patrol Press in
2003.

Z. Sharon Glantz appears on Second Life as Lailu Loon. She hosts a weekly chat called
The Meaning of Life, participates in various SL theatrical presentations and sucessfully
mounted and tours an SL one-woman performance piece, The Sanity Patrol Is Out To
Get You, using material from her book and drawing upon the visual wonders of SL.
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MEANING OF LIFE CHAT WITH LAILU LOON. Since September 2007, Lailu has hosted a weekly chat on esoteric
and psychological topics about SL and real life. Each week averages 20 attendees from all over the world.

Second Life allows for visually compelling environments. This is Lailu Loon’s underwater living room.



Soon after this screenshot was taken, these two avatars/people pulled out their chicken guns (eggs that hatch into
exploding chickens) and flew around, shooting the tomatoes as they bounced around high into the air. Creative

activities are entertaining for participants and viewers.

Lauren Weyland does standup comedy in voice for clubs and fundraisers. She’s very funny. She’s also a man who
uses SL to explore a different side of her. In August 2008, her live show was streamed into a club in Amsterdam. She
and other live performers, mostly musicians, are at the forefront of virtual reality promotion which requires different

strategies than standard promotion due to the culture of SL.



The Mission Statement of Eyebeam’s Double Happiness project at the Sundance Film Festival:

“Operating out of the crystal coastline of Eyebeam Island in Second Life, Double Happiness Manufacturing brings you a new vision
in global factory production known as telematic manufacturing. The process leverages the 3D modeling and social networking
features of Second Life, an online 3D world that enables real world computer users to control virtual characters called avatars.
Avatars can communicate with each other via a chat function.

“With telematic production, our employees work remotely in the factory — never needing to leave the comfort of their own home or
internet cafe. Customer orders are placed through an online interface, virtually manufactured in the factory and then output into the
real world using a large format printer. Orders can be shipped or picked up at one of our convenient express stores or your local
Kinkos.

“Using this state-of-the-art, just-in-time production process, we are able to eliminate the middle men and streamline production —
ensuring our customers quality product below market cost.”

Lailu served as Floor Manager to assure that textual banter was maintained as part of the entertainment at the
Sundance Film Festival.



Lailu co-wrote, performed and designed the slides that served as the backdrop (over 100 slides) for In The Pink ,
performed in lieu of The Vagina Monologues, for VDay (It was determined that a live performance on SL constituted
“broadcast” and the VDay organizers did not have broadcast rights).

Fifteen women from all around the world participated. Lailu performed the spotlight monologue, Welcome to the
Wetlands, by Eve Ensler, a new monologue she allowed us to perform. Approximately 400 people attended the
performance.



A big draw to SL is the opportunity to meet people. The culture is unique, the opportunities for romance and intimacy
extensive. From friendships to marriages and everything in between, SL relationships move at a different pace, but

encourage experimentation. Although explicit sex animations are available, most people are less interested in cartoon
sex, and driven by text or voice.
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NOTE: EXCERPTED AUDIENCE DEMOGRAPHIC STATISTICAL DA TA.
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This particular project was relatively successful a nd popular on Second Life.




APPENDIX H









APPENDIX |



In red are responses to the challenges of marketing on Second Life noted by
Eric Kintz.

Published 02 April 2007, 12:26 PM

| have been analyzing Second Life for months, but a great article in Brandweek titled “are marketers dying on Second
Life?” prompted me to write this post.

Second Life is the Internet-based virtual world, which has been a center of attention for mainstream media after IBM,
Dell, American Apparel, Adidas, Starwood Hotels, Nissan and many others developed a presence or bought islands.
Developed by Linden Lab, a downloadable client program enables its users, "Residents”, to interact with each other
through avatars in a virtual society. Residents can explore, socialize, participate in group activities, create and trade
items (virtual property) and services from one another. Second Life has roughly 3M subscribers.

| really believe that Second Life is another example of a web 2.0 property that marketers should explore and understand.
It opens up a window into the future of 3D web, but | still need to be convinced about broader marketing activities and
here is why:

#1. The technology is still too complex  —it takes an average user too long to feel comfortable navigating, teleporting
or flying. See Steve Rubel’s take on the need for PC horsepower.

Although the learning curve can be steep for some, we’re talking a few hours. Additionally, fellow res idents tend
to be very supportive and helpful for newbies. As i tis, navigating is the easy part — finding an appr ~ opriate body,
skin, hair and clothes is the larger and more impor tant challenge.

#2. The model is not yet scaleable — Second Life can only accommodate less than 100 people in one place at any
point of time, not a very exciting statistic for a large brand

This is an ongoing challenge in some ways, but work able if the allure is conducive to spontaneous wand erings
through a particular location. Various collections of builders and performers have learned to use this to their
advantage (i.e., Not Possible In Real Life (NPIRL)) and have presented extraordinary experiences in 3D

#3. The subscriber statistics are misleading - my colleague Scott Berg has an interesting statistic: if you take
subscribers online at any given point of time and Second Life square mileage, Second Life’s density is 23,000 per square
mile compared to 143,000 for Manhattan. Except for a few places, you will meet few people on a Second Life tour. Check
out these pix on Valleywag.

Residents respond to the Events Calendar, whethert  hey are singular events or an invitation to an inst allation.
Ultimately, SL is more about community building and partnerships than grandstanding.

#4. The model’s scaleability is further threatened by a corporate IT backlash . According to a recent survey by
Sophos, 90.4 percent of IT pros want to block users from accessing Second Life and other similar sites; and 62 percent



find it essential to block users from accessing from their corporate PCs. The reasons include increased IT security risks;
burden to company bandwidth, and wasting valuable business time.

The security issues are only an issue when using a secured network. For many types of events, such as LOL,
this is less of an issue and more of an opportunity

#5. The content is primarily adult oriented  — None of the top 20 destinations is adult oriented in the web; most of them
are on Second Life. Are you ready to take the risk of having one of your press events attacked by animated flying

genitals?
Random events are part of the allure of Second Life and strategies need to include this.

#6. Brands are underestimating the investments required . Most brands have focused on the upfront cost (i.e. buying
land, web design and creative fees), but most have not taken into account the on-going investment into Second Life.
Most indigenous businesses will have hosts and even the owner welcoming you to the island or store — most branded
islands do not have any employees and operate on self service. Furthermore many indigenous businesses pay other
residents to dance on their properties (a tradition in Second Life to boost your ranking) and | have not seen any brand
operate that way.

This is an excellent example of how branding requir es different strategies on Second Life. The investm  entis
more about time and creativity than capital investm ent and worth the effort when effective.

#7. Brands are not staying true to the Second Life valu es. Second Life is about realizing your fantasies and being
something different than you are in real life. Many avatars have a different gender than the subscriber or take animal
forms. However most brands mimic their real life experiences and value proposition in Second Life. Brands have also
disrupted the local economy by offering some of their goods and services, prompting a backlash by residents. 70% of
Second Life residents are disappointed by the branded experiences.

SL is largely ruled by anarchy and therefore, strat  egies for effective branding require different stra tegies.
Without understanding SL culture, efforts of corpor ations largely fail.

#8. Second Life experiences are not integrated with the overall brand experience. New Second Life ventures by
leading brands still feel too much to me like PR coups vs. being truly integrated into the broader set of the brand promise
and experience. How many brands have a link from their online branded presence to their Second Life presence and
seamlessly connect both?

Of course this is an issue and will be until the pr omotion “nut” is cracked, which it will be.

#9. Potential revenues and profits are limited. If you combine the first 7 points, | cannot imagine that the revenue
potential is anything by minimal. Valleywag has an interesting take on this, by sharing the example of Amsterdam - one
of the most popular (adult) destinations - which is auctioned off for a mere $50,000.

Direct revenue potential is limited, although there are many people actually making a living on SL. Th  ese claims
may be relevant for the time being, but will change

#10. | barely have time for my first life......

Those who frequent SL integrate it into their first life because of the amazing people and cultural opp  ortunities.
Besides, IT'S THE FUTURE!!!

I am happy to be proven wrong and would love to get your take on it.

Posted By Eric Kintz



