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Response accuracy for a low-elaboration recognition task is proposed to be a function of survey context (virtual world vs. Web

survey) and survey content (visual vs. text), with moderating roles of consumer motivation (immersion, social and achievement) and

of characteristics of virtual world environments (sensory experience, social networking, and virtual economy). A series of four

experiments will use a signal detection task fielded within Second Life and within a standard Web browser survey to test four

hypotheses regarding response accuracy, with implications for advertising and consumer learning in virtual worlds.
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902 / WORKING PAPERS

Overall, we propose that regret is a necessary component for learning from mistakes and is, therefore, functional. We provide
contributions to the literature by separating the effects of emotional regret from cognitive regret and by manipulating experienced regret
(instead of anticipated). Further, regret learning is domain-specific and guides decision making in a directed way. Regret does not cause
people to become more conservative with all decisions, but leads them to make better decisions after they have experienced regret in a
certain domain.
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Factors Affecting Response Accuracy in Virtual Worlds
Francesco Massara, IULM University, Italy
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Virtual worlds are emerging online environments that are beginning to be leveraged as a platform for consumer and marketing
research (Bloomfield 2007; Hemp 2006; Menti 2007; Novak 2007, 2008). We compare the accuracy of responses obtained in virtual
worlds with responses collected from traditional web-based research. We hypothesize that under certain conditions, data collected within
a virtual world environment will generate more accurate responses than surveys administered through traditional Web browsers. We focus
on low elaboration recognition tasks involving visual and text-based stimuli, and on how consumer motivational and characteristics of
virtual worlds moderate accuracy on these tasks.

As highly visual environments, imagery plays an important role in information processing in virtual worlds. Because of their visual
nature, virtual worlds induce imagery rather than discursive processing (MacInnis and Price 1987). For example, interacting with virtual
objects has been found to facilitate mental imagery, which in turn has a positive impact on behavioral intentions (Schlosser 2003). A visual
rather than text stimulus is congruent with the context of a virtual world, and this will predispose respondents toward imagery processing,
resulting in a more accurate processing of images than text in virtual worlds. Thus:

H1: Response accuracy is greater for a visual (text) stimulus in surveys administered in virtual worlds (traditional Web browsers).

Three features differentiate virtual worlds from traditional two-dimensional Web environments: sensory experience, social
networking, and virtual economy. First, human-computer interaction in virtual worlds is driven by a highly visual technology that
engenders a more deeply immersive sensory experience than in the incorporeal, largely text-based *environment of the Web. Second,
despite the fact that virtual worlds merely simulate the realism of physical places, the social interactions within them can be strikingly
real (Grimmelmann 2004); Gorini et al. 2007; Bainbridge 2007; Chesney et al. 2007; Yee et al. 2007). Third, virtual worlds such as Second
Life support internal economies with convertible currencies, intellectual property and free market exchange, resulting in increased realism
and greater motivation to play (Ondrejka 2007).

These three features of virtual world relate to Yee’s (2007) model of user motivations for playing in online games. Yee identifies
three dominant dimensions: immersion (curiosity and escapism), social (behaving altruistically by helping others) and achievement (the
desire to gain power and for the accumulation of wealth symbols and status).

Within virtual worlds, the level of user motivation along each of the three dimensions of immersion, social and achievement is
expected to related to the user’s response accuracy; we would further expect the relationship of user motivation to response accuracy to
be stronger in virtual worlds than for studies fielded via traditional Web browsers. In addition, the salience of the three virtual world
features of sensory experience, social networking and virtual economy would be expected to further moderate the relationship of
motivation and response accuracy. Each of the three virtual world characteristics acts as moderators, each on a corresponding aspect of
user motivation:

H2: The difference in the level of accuracy between consumers looking for high and low immersive sensory experience will be larger
in virtual worlds compared to traditional Web-based research, and this difference will be further increased in the virtual world
condition when sensory experience is more salient.

H3: The difference in the level of accuracy between consumers looking for high and low social networking opportunities will be larger
in virtual worlds compared to traditional Web-based research, and this difference will be further increased in the virtual world
condition when social networking is more salient.

H4: The difference in the level of accuracy between consumers looking for high and low achievement will be larger in virtual worlds
compared to traditional Web-based research, and this difference will be further increased in the virtual world condition when the
virtual economy is more salient.


