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Times have changed and
virtual worlds are
expanding in
subscriptions and
beyond traditional games
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and IBM is getting in the
game in a big way.
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VIRTUAL WORLDS

PALMISANO GETS
A SECOND LIFE

IBM is embracing the world of avatars—
and other big companiesare, too

BY STEVE HAMM
TS NOT EVERY DAY THAT YOIT
hear the captain of a $90 billion
multinational ully hraggi
about his altcrg]fg:of jn}rﬂ:l: Englflﬂﬁ
world, But these days, so-called
virtual worlds are all the rape,
and 1EM Chief Executive Samuel
5. Palmisano is about to make his mark
as the first big-league CEO to appear in
a virtual-world setting. “I have my cwn
avatar,” boasts Palmisano. He likes the
sound of that so much that he says it
ain: “Ihave my own avatar.”
Actually, Palmisano has two ava-
tars—a casual Sam and a buttoned-down
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one—who exist in Second Life, the most
popular of a handful of newfangled
3D anline virtual worlds. It's the square
Sam, complete with Palmisann's signa-
ture eyeglasses and dark suit, whio will be
taking a virtual stage in a virtual version
of China's Forbidden City on Nov. 14,
This isn't all fun and games. TEM fore-
sees 4 sizable business in providing the
software, computers, and chips that pow-
er 3-D worlds, and in advising clients on
howto take advantage of them to market
or sell products. At a real-life town hall
mecting for 8,000 emplovees in Beijing's
Great of the P‘cn‘pllsf';ﬂm.isancﬁfﬂl

amounee just before his virtual escapade
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that IEM is setting up a new organization
to pursue the business, It's one of ahand-
ful of initiatives he'll lay out that emerged
from an online “innovation jam” the
company held for worldwide employees
and business partners in September. All
told, Big Blue plans to spend $100 mil-
lion on these projects,

WIMELEDOM IN 3-D

IBNM'S FORAY IS the latest sign that the
virtual world phenomenon is going main-
stream. Until recently, Linden Labs Sec-
ond Life had mostly been a playground
for individual=who enjoy exploring, com-
muning with like minds, and setting up
virtual mom-and-pop businesses,

In the last few months, though, all
sorts of established companies have been
planting their ) te marketi
gmdsu,ijrh:g tnﬂs:gsnklcwmn]ncsﬁ mﬁ
brands, and testing new kinds of online
meetings. About 40 corporations have
cstablished themselves on Second Life,
which has gone fromzero members to1.2
million in just three years. them
are Sony BEMG Music Entertainment, Ree-
ok, Starwood Hotels & Resorts, and Re-
uters, which assigned a reparter full-time
to out and chromicle the poings-on.

]I:l:-l'.iig stumbled into vmguglmgrcalh}r
thanks to the curiosity of British 15Mm
software strategist Ian Hughes (avatar:
ePredator Potato), who i= a longtime
PC gamer. Hughes started raving about
virtual worlds on his internal 1EM blog
and, before long, IEM scientists and
pro s worldwide were buyi
vmms in Second Life and us:igg
them for group collaboration or solving
computer scienee problems,

HL\;%]JEE an Mov. 7 led a puided online
tour of Second Life that showed just how
diverse virtual Imltl}rcanbc. Stops includ-
ed a replica of the Wimbled on tennis elub,
where Hughes runs 3-D replays of actual
champicnship games, an IEM meeting
center, a Redhok gore, and (whoops!) a
casino complete with virtual naked female
avatars. “Being the Internet, you never
know what y\:\u:]lﬁnd!" quips Hughes.

The most impressive locale on the tour
was the scale replica of The Forhidden
Ci ing created by 1EM igners,
w]:ltirchhilﬁ be the sc:l};.c of Ps]m.lsamdﬁlg 's
virtual debut. The setting was unfinished,
but designers had re od a platform,
chairs, and podium. The visitors" avatars
wandered around and tried out the chairs,
until they were unceremonionsly kicked
offline. The reascn: IBM needed to re-
hearse the Palmisano appearance. Appar-
ently, in virtual reality it's tricky for those
avatars to get their applause just right. W

Mowamber 20, 2005 | BusinessWeek | 47
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WEB1.0 ' > WEB 2.0
-Service not software

-Publishing of content -Web is the platform
-Developer create -Users as co-developers
-Users only receive -Collective Intelligence

-Above level of single device

-Business
Static Dynamic Open
e-commerce e-commerce Marketplace

amazon.com.

Personal Portal Bloas SOC|aI Network
Websites Clubs 95— pased websites
-Interest based ) 6
: . myspace.com.

On I ine Gam €S - MAPQWEST - Earthgle

~ Text Mud l | MMOG l 'Advanced l
Dungeons & Dragons ALAOIREE B with UCC MMOG

- Text based online  -Small maj -Larger map “” gEcons, --arge map .
Role Playing games -Limited AGE-User createc Ll FE -Physics, Light Engine
actions = sontents -Advanced Game play
rap h ICS
l—> 2.5D ' 3D — Advanced 3D '—> Free Form 3D '
- Parallel - 2D with sense of - 3D Simple Objects - 3D World with - Extended Map,

- Scroll Game height and space Limited Environment  Physics & Al Engine free form game play




Multi-Dimensions to the Evolving User Experience

§ Natural Human Interfaces

* Virtual Interfaces
* Advanced Audio and Video
* Haptics

§ Real-time

* Immediate Response
* Interactive or with content

§ Dynamically Created Content

User * Policy and Personalization Driven

Experience * Distributed/enabled via new business models

§ Interoperability

* The Promise of Anytime/Anywhere
* Hybrid devices WAN/LAN

§ Content Protection
* Manage end users and owners use of conten

§ Content Driven Services
* Rich content access and broadband delivery

§ Interactivity

e Collaboration
* Social Environments
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The quality of the user experience in a virtual world is a combination of
the fidelity of the world rendering, the degree of real-time social
Interactivity and fidelity of the world model

§ The immersiveness of the experience for the user is a Degree of Synchronous
Social Interaction

(collaboration)

factor of all three qualities

§ Synchronous social interactivity in a natural and
compelling environment is a major customer value of VWSs
that was missing from the previous waves of 3D web and
which may have contributed to its failure

Fidelity of the
World Model

§ The hardware and network is now capable of supporting a _
high level of experience 1=low, 3=high

: Fidelity of
for the user, and is expected by the consumer the Rendering*

* rendering here means
o ] o o visual, aural and other
§ Fidelity of rendering and social interactivity are senses such as haptic

increasingly commoditized feedback

© 2006 IBM Corporation



3D Internet

In Time, we see that immersive solutions will drive to
lower cost implementations

A

Cave System

3D Internet Semi Professional

Virtual Worlds

Applications: Military, High-end

Commercial, surgical training

» HDW/SFW: High Performance
Servers, 3D multi-wall Projection
System, 3D Sound, High
Resolution Graphics, Tracking
system

* Full Immersion with

Tactile/Haptics

e Cost: $3M to $5M

Applications:
Architecture/Engineering
HDW/SFW: PC Clusters,
Projection System, HMD,
HAPTICS, Stereo sound

* Immersion, High Performance,
Open Source

e Cost: $20K to $1M

1S0)/=3uew.ojiad

* Example: Secongdi
* Applications: /£

Games/Collat
* HDW/SF\
* Limiteg
, performance
* Cost: $2K Hardware

v

Function/Degree of Immersion

_ IBM Digital Convergence © 2007 IBM




3D Internet Application Areas

Online Gaming

Shopping, Commerce, Media & Entertainment

Virtual Meeting and Collaboration

Science and Healthcare Research

Learning and Training

Simulation and Visual Design

IBM Digital Convergence 7
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Innovation Island Complex 3D Models

-

Australian Open Forbidden City Help Desk




IBM Digital Convergence

IBM Islands in SecondLife




vl Virtual Universe Community

Linden Lab January 2007
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Spain, 3.83%

Netherlands, 6.55%

United Kingdom,

8.09%

United States, 31.19%

France, 12.73%

Germany, 10.46%




IBM In The Virtual Universe

Key Press Coverage

Busmessieek
BB

REUTERS ) |

3PointD.com

AP Associated Press

Google: IBM “v-Business” 27,000 hits IBM “3D Internet” 41,600
Yahoo: IBM “v-Business” 9,800 hits IBM “3D Internet” 25,100




Technology

Microsoft Intel

Education
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| New Media Consortium New York University




Automotive

“NOTORATILIFE
Nissan Pontiac
Marketing

cray

5 reLwy markeﬁng cormpany
Crayon BBH Leo Burnett




_harity and Government
Peard Together ) ? :

Mark Warner Cancer

News and Media

Infinite Mind Wired Magazine

Big Brother




-ntertainment in the Virtual Universe

Duran Duran Suzanne Vega U2 MLB

Other areas we are using the Virtual Universe
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Collaboration Education Meetings




Content Services Platform

Television

o Business Services
ovies

\ Business Accounting Advertising r?oerJ:teose?\?:;

Phone Intelligence billing mgt Cable

. OSS/BSS  scheduling Rights mgt Phone

Music TV

\ Cell phone
N

IM (text, video) .
Content Services Platform MS

NN

Hand-held
Web Content — PORTAL, Hosting, delivery, tools - players
Commercial PCs
content Collaboration _
Editing Conferencing Ad Insertion
Physical Game consoles
Games
e Index P networks
Search P Public displays
End-user content .
Repository /
Transcoding Archive Protection

Content services Distribution




Virtual World Platform Blueprint

Simulate & Interact

WAN/
LAN

Manage
World State
Lobby
Services
Rendering State
Replication
. Proxy/
Physics Al Edge server
Digital Rights
System 1
Platform Services World.
Repository, hosting, Aggregation
management, provisioning
Business
Rights System |
Streaming

Create
World
Editing
Scripting
Composing Asset
] Conversion
- - Pipeline/
_ Animation Build
3D models
|
.
Ele=s Content
—_— Management/
Source
2l Control
~—
.
Image
—
.
Audio Multi-
repository |
: Search
Animation Middleware
—
Rich Media VW Content Asset
Creation Creation Management

Protection

World Server
Infrastructure

Media Server

Delivery
Encryption

Hosting and

Set-Top
Box

Other
Devices

PC

Console

[ il

Client
Devices
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'here is a common architectural pattern across all virtual world applications -
sonsisting of real-time event driven, parallel simulation engines

/

[

high frequency, low
latency, synchronous
interactivity

Deadl \World Frysics
Reckoning Zie Simulation CT) /—\
User change Collision + v
Input requests Detection (g _
Region = persistent
World () [ | authoritative
= AaN ate E world
endering state
<C
S| E
server node n

Fundamentally different
to Web Browsing

© 2006 IBM Corporation



_ 5IVE Virtual Universe Community

Client requests currently fall into 3 categories

§ Phase 1
- Awakening awareness
- “What is it?”

& Phase 2
- Increasing interest
- “Tell me more. . . ©

§ Phase 3

- Virtual Visualization
§ “Show me how”
§ “Do it for me”




_ 5IVE Virtual Universe Community

"hase 1 addresses initial questions on virtual worlds

§ Awakening Awareness
- The “What” phase
§ “What is a virtual community”
§ “What is IBM doing in a virtual community”
§ “What are the things my company can do in/with a virtual community/world”
§ “Why should | care”
- Methods of awareness -
& Media awareness
& Word of mouth
§ IBM’s announcement
- How to handle -
§ Prepared handout or deck (short)
§ Short conference call to explain some of the details




_ SIVE Virtual Universe Community

Phase 2 progresses to a deeper discussion

§ Increasing Interest —

- The “Tell me more” phase
§ What are the different kinds of things | can do in a virtual community?
§ What are the specific things my company can do in the virtual community?
§ What would my company look like?
§ Show me some examples of how this works

- Methods of Awareness
& Media awareness
§ Additional interest from first phase
§ More detailed conversations with interested clients

U Face to face meeting
U Second Life meeting

- How to handle

§ More detailed document — paper or deck
§ Potential basic prototype that show how it works — (e.g. demo of how IBM is set up )
§ More detailed conversations with interested clients

U Face to face meeting
U Second Life meeting




_ SIVE Virtual Universe Community

Phase 3 results in a virtual presence

§ Virtual Visualization — this can be accomplished two ways

- “Show me how”
S Develop a prototype for my company
§ Define strategy on developing a virtual community

U Strategy engagement
U “How-to” plan on getting started
1 Basic plan to give clients “big picture” activities, skills and dollars required (checklist)

§ Base SOW

U Keep it simple
U Prototyping expense based on complexity of requirements, technology required, etc

- “Do it for me”

§ Develop prototype for my company
§ Define strategy on developing a virtual community

U Strategy engagement

“How-to” plan on getting started

Detailed plan to give clients “big picture” activities, skills and dollars required (checklist)
Set up project to establish virtual community and manage the implementation of it

c cc




