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investor, speaking at a recent gaming conference, said he was leery of

social games because they are hit-driven businesses, arguing that even the

most successful social gaming platforms developed by venture-backed

start-ups Social Gaming Network Inc. and Zynga Game Network have

only had one or two huge hits.

Still, gaming is increasingly popular and is affecting the way companies

do business online in many ways. A new generation of younger Internet

surfers -- the "millennial generation" -- increasingly views everyday interactions with friends in a gaming context, whether

through social networks like Facebook, Microsoft Corp.'s Xbox or multiplayer online games like World of Warcraft,

according to Gabe Zichermann, chief executive of New York start-up ChroniQL Inc., doing business as rmbr.

"It's the first time people have grown up with gaming as the primary media they like to consume," said Mr. Zichermann, who

has been credited with coining the "funware" term.

Game-play features, such as high scores, status rankings, levels and badges to display accomplishments, have become

standard features of social games. One such application, Serious Business Inc.'s Friends for Sale, allows people to virtually

buy their friends as well as pets. It is the fifth-most-popular application on Facebook, with more than 700,000 daily active

users.

These same features -- points, rankings and high scores -- are appearing on more useful Web sites as well. The features draw

users back and can make repetitive tasks fun.

For example, Mr. Zichermann's company rmbr provides a photo-sharing service with a tagging process that works like a

game. Instead of writing tags to categorize the photos, people click on smiley-face icons that represent labels such as "cool,"

"sexy" or "funny." In effect, rmbr is using gamelike features to get people to do tasks that they might not otherwise do --

become a part of the community and contribute to the site.

It has become easier, and more expected from users, for Web 2.0 companies to incorporate these new gaming qualities,

whether through a third-party service like Bunchball or by integrating them into their own Web site.

Other Web 2.0 companies have risen to popularity based on similar ideas. Yelp Inc. has become popular for user-generated

reviews in part because people try to write a large number of reviews each year to get the annual "Elite" status badge on

their profiles. Yelp reviews also garner gamelike points from readers who rate them as "funny," "useful" or "cool." Yelp is

one of many Web 2.0 start-ups that have grown through community and user-generated content that has taken on the

competition and status symbols of gaming.

In another more experimental example, MSNBC.com hired Ottawa interactive marketing agency Fuel Industries Inc. to

enhance its Web site. Fuel Industries creates Web sites, online games and other interactive environments to promote large

brands such as Nokia Corp., Jeep and Wm. Wrigley Jr. Co.'s Hubba Bubba gum.

Write to Tomio Geron at tomio.geron@dowjones.com

RELATED ARTICLES FROM ACROSS THE WEB
Related Content may require a subscription | Subscribe Now -- Get 2 Weeks FREE

Related Articles from WSJ.com
•  NBC's Olympic Test: Counting All the Games' Viewers  Jul. 06, 2008

•  untitled entry  Jun. 18, 2008

•  Amazon Suffers Two-Hour Outage  Jun. 06, 2008

•  Pharmacy Giants Create Electronic Prescribing Behemoth  Jul. 01, 2008

Related Web News
•  Web still taking backseat to TV at Olympics  Jun. 29, 2008  news.yahoo.com

More related content Powered by Sphere 

          

Start-ups try new play for gaming revenue - WSJ.com http://online.wsj.com/article/SB121493847214120159.html

2 of 3 7/6/2008 11:42 PM




