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D
igitally Engaged Com-
munities (DECs) are 
growing exponen-
tially within Social 
Networking Sites 

(SNS), such as Facebook, Twit-
ter, Bebo, LinkedIn, and MySpace, 
thanks to the wide adoption of such 
sites. Digitally engaged communi-
ties are referred to by terms such as 
online communities, virtual commu-
nities, Web communities, and social 
networks. One of the most widely 
cited definitions of DECs is that of 
Preece [31]. She argues that a DEC 
consists of people, purpose, poli-
cies, and the computer systems. She 
explains that any community is cre-
ated by a group of people network-
ing together, interacting publicly, 
sharing similar needs, and govern-
ing themselves through an implicit 
set of protocols guiding their inter-
actions. Preece [31] also indicates 
that this kind of digital relationship 
needs to be mediated by the support 
of technological facilitators. Hence, 
one can argue that DECs are Web-
based networks of interpersonal 
ties connecting people socially, and 
allowing them to 1) create a sense 
of belonging and construct an online 
profile within a bounded system, 
and 2) articulate a list of other online 
contacts with whom they establish 
relationships and connections. 

Today, DECs are the lifeblood 
of the Internet – the medium that 
created an online environment for 
people to get together in a more 
accessible way. The initial opera-
tion of such communities depends 
on the ongoing participation and 
engagement of its own members as 
the intended purpose behind them 
cannot be achieved without the 
presence of dedicated interactants 
ensuring an effective function-
ing of the community [3]. This is 
because, otherwise, it would simply 
be a cyberspace of outdated content 
rather than an ongoing source of 
value creation and exchange. 

The advent of 3G+, and beyond, 
Internet-based broadband and 
other Web-based technologies have 

transformed the nature of social 
interactions. Indeed, the rapid 
growth of network access and the 
convergence of a faster medium 
of computer-mediated networking 
opened opportunities for exchang-
ing value between different par-
ties. This proliferation of low cost 
access enticed people to manage 
their social lives online. Moreover, 
and since the Internet has shifted 
the boundaries of human interac-
tion, communities have extended to 
a broader geographical context and 
more users are now joining. Ret-
rospectively, we believe that there 
is an emerging need to understand 
interactions at a deeper level [4], 
[5], [28], including the need for a 
further investigation of value ele-
ments exchanged within DECs, 
as well as an in-depth illustration 
of the interrelationships between 
the roles adopted by users and the 
value elements gratified within 
each role. This is indeed vital so 
as to improve our understanding of 
human-human and human-infor-
mation relationships that can lead 
to a more effective use of the space. 

Digitally Engaged 
Communities
The convergence of a cheaper and 
faster Web-based medium has 
opened opportunities for global net-
working where exchanging value is 
the main stream for a healthy com-
munity. The massive availability of 
DECs has deepened the velocity 
of transactions and fostered inter-
actional density. Due to that, social 
ties are shifting from linking people 
in particular places to linking people 
at any place. However, the initiation 
of DECs has not been for the sake 
of their own, as they mostly sup-
port the connection of shared inter-
ests and views. For example some 
communities have emerged with an 

intention of building relationships 
(e.g., MySpace), enhancing friend-
ships (e.g., Facebook), and pertaining 
emotional/health support (e.g., Bebo 
Bewell), while others have been 
launched for learning reasons (e.g., 
Pearson), and music sharing pur-
poses (e.g., Bebo). On a general level, 
according to Peck [30], DECs can be 
categorized into five main classes as 
follows. 

■■ Person Oriented: This type 
of communities focus on indi-
viduals and their social inter-
actions (e.g., Facebook).

■■ Professional: Professional com-
munities or communities of 
practice (CoP) are communi-
ties of knowledge creation and 
exchange within the boundar-
ies of a specialsed network 
(e.g., LinkedIn).

■■ Media-Oriented: Communi-
ties that focus on the creation, 
distribution, and consumption 
of user-generated multi-media 
content, such as videos, music, 
and photos (e.g.,YouTube and 
Instagram).

■■ Virtual World: 3D Commu-
nities with multimedia tools 
and applications to enhance 
user-generated content that is 
owned by its own members 
and users (e.g., Second Life).

■■ Mobile: Communities that 
allow easy access, and make it 
possible to have direct and indi-
rect contact with the commu-
nity on the move. Where news 
and updates are checked simply 
through any handheld device 
installed with Web-based 
applications (e.g., Twitter).

In spite of the purpose behind 
each community, most share com-
mon participative features, i.e., 
interactants who form impressions 

Many individuals join online networks 
desperately seeking emotional 
support in different aspects of life.
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through customized personal pro-
files [6], [14]. Such profiles reflect 
self-presentational behaviors as 
members share personal informa-
tion and upload it for contacting 
purposes, whether via their online 
profiles on a one-to-one basis 
(much like an email), or in a more 
public and multi-lateral manner.

Ethnographic Analysis
The employed methodological stra-
tegy in this interpretive research is 
ethnography given its fit to provide 
descriptions and a depth of under-
standing of a human society, com-
munity, or culture. Hammersley and 
Atkinson [17] define ethnography 
as “a descriptive account of a com-
munity or culture.” Ethnography can 
also be described as observational 
investigation that refers to fieldwork 
conducted by investigators who live 
with and live like those who are 
studied. Given that this research 
is examining communities within 
SNS from a social and cultral stan-
dpoint, ethnography seems to be 
fitting [11], [18]. Indeed, using eth-
nography to examine online com-
munities is common within the IS 
research (e.g., [13], [29], [34]). 

The community examined in 
this research is Bebo (i.e., “Blog 
Early, Blog Often”) social network-
ing platform. Although Bebo was 
established just in 2005, the num-
ber of its users exceeds 40 million 
members world-wide. This how-
ever makes it one of the largest and 
fastest growing social networks. It 
is a digitally engaged community 
consisting of over (80) groups, sub-
groups, and sub sub-groups. Each 
group serves certain social and 
other needs including but not lim-
ited to mental and other health sup-
port, crime prevention, social care, 
and music and talents share.

Given that this study takes place 
in a digital community, ethnography 
here is referred to as ”online eth-
nography” (e.g., [11]), or ”virtual 
ethnography” (e.g., [18]). Follow-
ing online ethnography, the authors 
were taking more of participative 

roles rather than observing, where 
more engagement took place in 
the virtual space. Authors other-
wise referred to as ethnographers, 
lived among Bebo users for over 18 
months, and participated in daily 
activities while maintaining objec-
tivity. In this ethnographic study, the 
primary source of data is through 
participant observations, as this is 
regarded a core ethnographic tech-
nique where researchers participate 
in observing the behavior under 
examination without influencing its 
patterns [27]. That is direct, first-
hand observation of members’ daily 
behaviors including informal con-
versations and long-term engage-
ment where (1114) messages out of 
(12) sub-groups were analyzed fol-
lowing content analysis techniques 
(see [1]). 

Value Creation and 
Capturing 
Digitally engaged communities 
cannot survive without user invol-
vement and participation in terms of 
generating content and social inter-
acting. Indeed, DECs need members 
if they are to be successful. What are 
most important are the value ele-
ments the community offers. These 
value elements are created and 
exchanged by the community’s own 
users. For the past couple of years, 
millions of people have turned daily 
to DECs for diverse information-
seeking and other communication 
activities. A great number of users, 
however, appeared to be passive 
information consumers [15], [37] 
without any active involvment. Over 
time, many of those would assume 
an additional role and become active 
content contributors, and thus add 
value to the community they are 
engaging in [16]. 

Behind any level of digital 
participation, there are numer-
ous classes of value elements 
exchanged among users. As DECs 
offer a wide range of publicly 
transferred benefits, people join 
them to fulfil personal needs, 
whether individually-oriented or 

community-oriented. Therefore, 
participation seems to be purpo-
sive, but the level of involvement 
varies depending on the purpose 
behind joining them. Therfore, we 
postulate that the successful opera-
tion of any DEC depends to a large 
extent on its growing value ele-
ments communicated to and by its 
own users. Our ethnographic anal-
ysis reveals that value in DECs can 
be classified as: Social, Hedonic, 
Epistemic, Gift, and Utilitarian 
value elements. 

Social Value
Social value is one of the most 
important values captured in DECs 
[6]. It concerns the utility derived 
from user’s association with cer-
tain social groups, and eventually 
could be broken down into Emo-
tional, Networking, Self-Esteem, 
and Self-Discovery needs. These 
needs however are maintained 
through the interpersonal relation-
ships among interactants. 

Many individuals join online 
networks desperately seeking for 
Emotional support in different 
aspects of life. Calls could be for 
help and advice in health issues 
(e.g., Bebo/Bewell), mental con-
flicts (e.g., the Samaritans), and 
decisional support matters (e.g., 
Bebo/Beenriched). Such users 
might lack the opportunity of get-
ting this support in real life, and 
somehow been dragged into iso-
lation [26]. Therefore, they are 
encouraged into finding an acces-
sible substitute. The anonymity in 
these communities also increases 
the calls for community assistance, 
as social value seekers are offered 
opportunities to receive emotional 
support in a climate of trust and 
empathy [21]. 

The value of Networking is 
another goal for many social net-
working sites. Interactants tend to 
bond and maintain relationships 
by engaging in such digital com-
munities. It can be described as 
the process by which members act 
toward or respond to one another, 
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i.e., social interacting. Networks of 
socializing can take an online form 
that might extend to further bound-
aries of offline relationships, or 
to enhancing offline relationships 
via online networks. DECs are 
all about social interaction where 
communication is the foundation 
of such relationships [33]. 

The value of Self-Esteem offered 
by platforms of DECs enables users 
to open up and get a feeling of 
togetherness through interaction 
with other community members. 
Participating in groups and events 
gives members the feeling of exis-
tence and being connected. The cre-
ation of groups and the contribution 
to discussions can help establish a 
certain reputation, which accord-
ing to Maslow’s theory of human 
motivation represents the outer self-
esteem need and thereby enables 
them to feel internally important 
(e.g., inner self-esteem). Generally 
speaking, the esteem needs, both on 
the outer and inner levels, that users 
can get from DECs are 1) the need 
of respect from others, and the need 
for status, recognition, attention, 
appreciation, even dominance, and 
2) the need for self-respect, includ-
ing feelings such as confidence, 
achievement, independence, and 
freedom [20]. 

The last recognizable social 
value is Self-Discovery which can 
be defined as “a sense of emo-
tional involvement with the group” 
[8, p. 11]. Blanchard and Markus 
[9] referred to self-discovery as 
a “sense of community.” Joining 
a group creates a sense of attach-
ment to that group, as long as one’s 
certain needs are satisfied [12]. In 
DECs, despite the lack of face-to-
face interaction, human feelings 
including attachment, obligation, 
relationship, identity, and support 
are important dimensions captured 
in the sense of belonging to a com-
munity [9]. Thus, we believe that 
the stronger the sense of commu-
nity belonging individuals conquer, 
the more they are likely to take 
more of an active role.

Hedonic Value
Hedonic values highlight three per-
sonal F’s – one’s fantasies, feelings, 
and fun [19]. They are perceived as 
abstract and subjective, and mainly 
refer to an intrinsic motivation for 
doing something that is inherently 
interesting and enjoyable [33], [21]. 
Many DECs give users interactive 
entertainment opportunities and 
offer them an interesting ambiance. 
Users of Bebo BeInspired, for one 
example of many, enjoy showing 
and sharing their personal talents 
of acting, singing, playing music, 
etc. Another example is related to 
entertainment applications on Bebo 
such as The Simpsons and Pirates 
Rangers quizzes and games.

Epistemic Value
Epistemic value can be defined as 
that value that would persuade users 
looking for novelty experience as 
well as new knowledge acquisition 
[2], [35]. This new knowledge might 
be derived from different factors of 
motivation. Many individuals may 
snoop around in a passive manner 
for the purpose of sneeking on per-
sonal profiles, looking at pictures, 
and having an eye on what is going 
on (i.e., interpersonal needs), or may 
passivley pitch in for the purpose of 
seeking information, support, advice 
without intending to publicly engage 
(i.e., informational needs). Epistemic 
value is considered a key function of 
value that is highly related to individ-
uals’ inner personalities and also can 
influence behavioral intentions and 
switch user behaviors [38]. 

Gift Value
The huge amounts of random 
information available on the Inter-
net are staggering. In the world of 
DECs, the gift value is referred to 
the public informational products 
available for everyone at no price 
with no favor asked in return [23]. 
In other words, DECs represent a 
world of information rather than a 
world of physical objects. DECs are 
a great source of valuable informa-
tion with large numbers of users 

pitching in for the greater good 
where there is no limit to possi-
bilities. Hence, personal interac-
tions amongst DECs users are best 
represented as a “gift economy” 
[32]. Gift economies are driven 
by social relations where sharing 
and exchanging information cost 
nothing. Nevertheless, the key to a 
sustainable gift economy lies wit-
hin the genuine givers who pass 
on free advice and information to 
unknown beneficiaries whom they 
might not even come across again.

Utilitarian Value
Satisfying a utilitarian value is the 
effective achievement of a func-
tional goal which is often suitable 
for solution seekers and problem 
solvers [19]. It is characterized as 
instrumental and extrinsic, that is 
beneficial for functional and prac-
tical queries [7]. Such values can be 
classified as Instrumental or Func-
tional which can be best described 
as an acquisition of new knowledge, 
and an increase in idea creation 
and enhanced problem solving [6]. 
For example, when users ask for a 
handy advice in solving a dilemma 
related to health, careers, travel, 
or other issues as in Bebo Young 
Scot InfoLine, they are seeking 
for practical, utilitarian value ele-
ments. It is worth mentioning here 
that such a classification of value 
elements in DECs is novel as well 
as the way of categorizing these 
elements into interpersonal values 
(social, hedonic, and epistemic) 
and informational (epistemic, gift, 
and utilitarian). 

Role Playing
In time, when enough members 
join a community, an identity for 
the community begins to develop. 
Users might evolve in terms of 
their participative roles in DECs 
where each role is distinct with 
its own characteristics of needs of 
value. Members start using a com-
mon language and as the commu-
nity grows, they behave according 
to their intended needs. Thereafter, 
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roles of users become more identi-
fiable. Some members lead discus-
sions and volunteer information, 
while others follow and lurk for 
support and information. These 
characteristics, which are com-
mon to both online and physical 
communities, initiate the growth 
stage of a healthy community [3], 
[33]. Our ethngraphic analysis in 
this research explores that roles  
of users in DECs can be broadly 
classified into: 

	 1)	 Passive users who are sub-
jected to an action without 
responding or initiating in 
return as they flow for self-
sake rather than benefiting 
others. In this research, New-
bie and Lurker are two identi-
fiable roles belong to this class 
of users in DECs.

	 2)	 Active users who are ener-
getically active in terms of 
contribution and information 
sharing. In our context, users 
in DECs might move from 
one role to another, or stick 
to the same role for own self-
beneficiary. Novice, Insider, 
and Leader are three identified 
roles in DECs that belong to 
this class of users. 

However, identified roles within 
these two broad classes, based on 
the applied enthnographic analysis, 
are further discussed below.

Newbie
A newbie refers to a new comer 
in any Internet-based activity, 
most widely used to express newly 
joining, first-time users of DECs. 
Newbies start as being observers 
or over-hearers in order to grab a 
sense of the community. As they 
get more familiar with the space, 
they bring new ideas for discussion 
and their roles eventually change 
[10], [29]. They start indirectly by 
participating through watching or 
reading information without con-
tributing to the community [34]. 
But further on, as they have the 

desire to contribute, they normally 
become much of contributors.

Lurker
Lurkers are depicted as non-con-
tributors, and resource-takers. This 
is because their main role is observ-
ing the community and viewing 
contents with unstructured levels of 
participation, and mainly no desire 
or intention for contributing. They 
actually do not add any content or 
engage into any discussion [29]. 
And if they do, they tend to engage 
anonymously. Lurkers are attracted 
to DECs because of their desire for 
credible information. They snoop 
into the community seeking oppor-
tunities to broaden their viewpoints 
and consume information for their 
own benefit. Approximately and 
generally speaking, they repre-
sent 80–90% of any DEC popula-
tion [36]. Despite the argument 
of some researchers (e.g., Li et al. 
[25]) that lurkers are not necessar-
ily passive participants, we agree 
with Nonnecke and Preece [29] 
that lurkers are passive actors, as 
noncontributors. 

Novice
A novice is a relatively new member 
of a DEC, who is still inexperienced 
with patterns of participation. They 
are beginners who have just started 
to engage within the community. In 
other words, it is the stage that often 
follows being a newbie. Once they 
get fully engaged, they are most 
likely to contribute on a higher level. 
Based on that, they are heading 
toward full participation [24]. Nov-
ice users provide content and ten-
tatively interact in few discussions, 
post videos, and may comment on 
others. Novice users as neither lurk-
ers nor leaders and they have been 
once newbies or lurkers [22].

Insider
Insiders are regular participants 
who are fully engaged and commit-
ted to the community. They consis-
tently add content and get engaged 
in group discussions. They can be 

classified as experienced users as 
well. Their level of interaction is 
high and frequent. Insiders make 
concerted efforts to comment and 
rate others. They not only browse 
and ask questions, but respond to 
others’ queries, engage in social 
interaction, and make intelligent 
contributions [36]. Insiders were 
once novices [22], but now are 
established in the community and 
comfortably participating in the 
community’s ongoing life. 

Leader
Leaders can be referred to as key 
or advanced users. Leaders are 
defined as contributors to the suc-
cess and health of the commu-
nity since they are in a position to 
spread knowledge, and thus ensure 
cohesiveness and consistency 
among others. They are the main 
information providers [25] as users 
turn to them for help and thus such 
users can also be viewed as com-
munity moderators. They sustain 
membership through continuous 
participation; therefore, they are 
recognized within the commu-
nity. This type of participation is 
referred to as a “veteran” of a DEC 
[36], highlighting the fact that they 
are firmly responsible for making 
the majority of contributions in the 
community. The contributions of 
leaders signifies the main motive 
for lurkers to sneak around and 
decide to get involved [31]. 

Based on the aforementioned 
discussion, it is now more clear 
that users play various roles in 
DECs, and that behind each role 
lies a purposive personal desire. 
However, deciding which role to 
play might vary depending on the 
value elements that users are will-
ing to recieve. 

Interrelationships Between 
Values and Roles
The analysis conducted in this 
reseach reveals five value ele-
ments exchanged in DECs: a) 
Social (i.e., emotional, networking, 
self-esteem, and self-discovery);  



IEEE TECHNOLOGY AND SOCIETY MAGAZINE  |  spring 2014	   |  71

b) Hedonic (i.e., self entertainment); 
c) Utilitarian Value (i.e., instrumen-
tal values); d) Gift (i.e., free pub-
lic information); and e) Epistemic 
Value (i.e., acquiring new knowl-
edge). Moreover, this research 
reveals that users in DECs can be 
usefully classified as a) Newbies 
(i.e., newcomers), b) Lurkers (i.e., 
non-contributors), c) Novices (i.e., 
beginners), d) Insiders (i.e., regu-
lars), and e) Leaders (i.e., experts). 
Interestingly, these taxonomies 
seem to be greatly interrelated, as 
graphically demonstrated in Fig. 1. 
From our point of view, each role 
is associated with certain value ele-
ments and vice versa. For example, 
it comes into view that lurkers 
might be mainly linked to gift and 
epistemic value elements, while 
leaders seem to be tightly related to 
social value in terms of status and 
self-esteem [3]. The examination of 
these relationships is however the 
next step of our research. 

This study offers signifi-
cant implications for both theory 
and practice. From a theoretical 

perspective, the originality of the 
framework proposed adds a new 
dimension of research in DECs, 
and opens up opportunities for pos-
sible extensions and amendments 
within this research area. This is 
because the current study devel-
ops a comprehensive framework 
classifying the potential values 
driving users into participating in 
DECs, and what they expect to be 
achieved as a result. This study 
develops an inclusive categoriza-
tion of the various roles adopted 
by users of DECs. From a practical 
perspective, this research provides 
important insights for:

	 a)	 Service Providers in identify-
ing their audience and know-
ing whom they are serving. 
Furthermore, the results of this 
research is deemed fruitful in 
building strategic plans for a 
sustainable healthy commu-
nity, where participation and 
engagement is continuous, and 
accordingly, where policies 
and regulations might need 

reengineering for the sake of 
supporting members; 

	 b)	 Content Managers in better 
directing the content plans, 
content creation, and the over-
all flow of the community; 

	 c)	 Users where they can exactly 
know which benefit and value 
element they would satisfy 
when acting upon a certain 
role and vice versa, depend-
ing on different situational 
factors accompanied by every 
person; and 

	 d)	 Developers, as the results of 
this research inspires them 
in knowing and meeting 
the exact needs of members 
according to their different 
behavioral roles, taking into 
consideration the differences 
in terms of value elements 
affecting their behaviors. 
This is important for devel-
opers as they are responsible 
for the technical aspects of 
the community, which indeed 
affect its useability and 
effectiveness. 

Newbie

ActivePassive

Roles

Lurker Novice LeaderInsider

Interpersonal Informational

Values

Social Hedonic UtilitarianGiftEpistemic

Proposed Interrelationships

Fig. 1. Interrelationships between value elements and roles in DECs.



72  |	 IEEE TECHNOLOGY AND SOCIETY MAGAZINE  |  spring 2014

Author Information
Enas Al-Lozi is with the Depart-
ment of Management Information 
Systems, Al-Zaytoonah University, 
Amman, Jordan. Email: enas.al-
lozi@zuj.edu.jo.

M. Al-Debei and Anas Aloudat 
are with the University of Jordan, 
Amman, Jordan; email: m.aldebei@
ju.edu.jo; a.aloudat@ju.edu.jo.

References
[1] M.M. Al-Debei and D. Avison, “Develop-
ing a unified framework of the business model 
concept,” Euro. J. Information Systems, vol. 19, 
no. 3, pp. 359–376, 2010.
[2] M.M. Al-Debei and G. Fitzgerald, “The 
design and engineering of mobile data ser-
vices: Developing an ontology based on busi-
ness model thinking,” in IFIP Int. Federation 
for Information Processing (IFIP 8.2+8.6), 
Human Benefits Through the Diffusion of In-
formation Systems Design Science Research,  
J. Pries-Heje, J. Venable, J. De Gross, Eds. 
Boston, MA: Springer, 2010.
[3] E. Al-Lozi and M.M. Al-Debei, “A frame-
work of value exchange and role playing in 
web 2.0 websites,” in Proc. Euro. Mediterra-
nean, and Middle-Eastern Conf. Information 
Systems (EMCIS 2012), Munich, Germany, 
2012, pp. 549–561.
[4] E. Al-Lozi, Explaining Intention to Con-
tinue Participating on Web 2.0 Communities, 
LAP Lambert Academic Pub. 2011, pp. 1–360. 
[5] E. Al-Lozi and A. Papzafeiropoulou, “De-
veloping a framework explaining continuous 
participation in digitally engaged communi-
ties,” in Proc. U.K. Academy for Information 
Systems Conf. Proc. 2010, 2010, pap. 5.
[6] J. Arguello, B. Butler, E. Joyce, R. Kraut, 
K. Ling, C. Rose, and X. Wang, “Talk to me: 
Foundations for successful individual-group 
interactions in online communities,” CHI 
Proc, (Montreal, Quebec, Canada), 2006.
[7] B.J. Babin, W.R. Darden, and M. Griffin, 
“Work and/or fun: Measuring hedonic and 
utilitarian shopping value,” J. Consumer Res., 
vol. 20, no. 4, pp. 644–656, 1994.
[8] R.P. Bagozziand U.M. Dholakia, “Intention-
al social action in virtual communities,” J. Inter-
active Marketing, vol. 16, no. 2, pp. 2–21, 2002.
[9] A. Blanchard and M. Markus, “The expe-
rienced “sense” of a virtual community: Char-
acteristics and processes,” The DataBase for 
Advances in Information Systems, vol. 35, no. 1, 
pp. 65–79, 2004.

[10] S. Burkett, “Scott Burkett’s pothole of the 
infobahm: The life cycle of online commu-
nity members,” Blog entry, 2006; http://www.
scottburkett.com/intek/php/online-communities/ 
2006-01-09/the-lifecycleof-online-community-
members.html.
[11] S. Correll, “The ethnography of an elec-
tronic bar: The Lesbian Café,” J. Contemporary 
Ethnography, vol. 24, no. 3, pp. 270–298, 1995.
[12] U.M. Dholakia, R. Bagozzi, and L.K. 
Pearo, “A social influence model of consum-
er participation in network- and small-group-
based virtual communities,” Int. J. Research 
in Marketing, vol. 21, no. 3, pp. 241–263, 2004.
[13] C. De Souza, and J. Preece, “A framework 
for analyzing and understanding online com-
munities,” Interdisciplinary J. Human-Com-
puter Interaction, vol. 16, no. 3, pp. 579–610, 
2004.
[14] C. Dwyer, S. Hiltz, and K.Passerini, 
“Trust and privacy concern within social net-
working sites: A comparison of face book and 
my space,” Proc. Thirteenth Americas Conf. 
Information Systems (CO), Aug. 2007.
[15] D. Fichter, “The many forms of e-col-
laboration: Blogs, wikis, portals, groupware, 
discussion boards, and instant messaging,’ 
Online, vol. 29, no. 4, pp. 48–50, 2005.
[16] E. Goodnoe, “Wiki while you work,” In-
form. Week, vol, 1078, p. 3, 2006.
[17] M. Hammersley and P. Atkinson, Ethnog-
raphy: Principles in Practice. London, U.K.: 
Routledge, 1983.
[18] C. Hine, Virtual Ethnography. London, 
U.K.: Sage, 2000.
[19] M. Holbrook and E. Hirschman, “The ex-
periential aspects of consumption: consumer 
fantasies, feelings and fun,” J. Consumer Res., 
vol. 9, no. 2, pp. 132–140, 1982.
[20] L. Janzik and C. Herstatt, “Innovation 
communities: Motivation and incentives for 
community members to contribute,” in Proc. 
4th IEEE Int. Conf. Management of Innova-
tion and Technology ICMIT (Bangkok, Thai-
land), 2008, pp. 350–355.
[21] G. Johnson and P. Ambrose,” Neo-tribes: 
The power and potential of online communi-
ties in health care,” Commun. ACM, vol. 49, 
no. 1, pp. 107–113, 2006.
[22] A. Kim, Community Building on the 
Web: Secret Strategies for Successful Online 
Communities. Peach Pit. 2000.
[23] P. Kollack, “The economies of on-line 
cooperation: gifts and public goods in cyber-
space,” in Communities in Cyberspace, M. 
Smith and P. Kollack, Eds. Los Angeles, CA: 
Univ. of California Press, 1999.
[24] J. Lave and E. Wenger, Situated Learning: 
Legitimate Peripheral Participation. Cam-
bridge, U.K.: Cambridge Univ. Press, 1991.

[25] X. Li, D. Zeng, W. Mao, and F. Wang, 
“Online communities: A social perspective,” 
Institute of Automation, Chinese Academy of 
Sciences, Beijing, China, Springer, pp. 355–
365, 2008.

[26] D. Maloney-Krichmar and J. Preece, “A 
multi-level analysis of sociability, usabil-
ity, and community dynamics in an online 
health community,” ACM Trans.Computer-
Human Interaction, vol. 12, no. 2, pp. 1–32, 
2005.

[27] M.D. Myers “Investigating information 
systems with ethnographic research,” Com-
mun. AIS, vol. 2, no. 23, pp. 1–20, 1999.

[28] R. Nolker and L. Zhou, “Social comput-
ing and weighting to identify member roles in 
online communities,” in Proc. 2005 IEEE/WIC/
ACM Int. Conf. on Web Intelligence (WI’05), 
2005.

[29] B. Nonnecke and J. Preece, “Why lurkers 
lurk,” in Proc. the Seventh Americas Conf. In-
formation Systems (Boston, MA), D. August, 
D. Strong, D. Straub, and J. Degross, Eds. 
Atlanta, GA: AIS, 2001.

[30] R. Peck, L. Zhou, V. Anthony, and K. 
Madhuker, What Should Yahoo Do Regarding 
Social Networks? New York, NY: Bear Stea-
rns, 2007.

[31] J. Preece, Online Communities: Design-
ing Usability, Supporting Sociability. Chich-
ester, U.K.: Wiley, 2000.

[32] H. Rheingold, The Virtual Communi-
ty: Homesteading on the Electronic Frontier.  
New York, NY: Adison-Wesley, 1993.

[33] C.M. Ridings and D. Gefen, “Virtual 
Community Attraction: Why People Hang Out 
Online,”. J. Computer Mediated Communica-
tion, vol. 10, no. 1, 2004.

[34] T. Schoberth, J. Preece, and A. Heinzl, 
“Online communities: A longitudinal analy-
sis of communication activities” in Proc. 36th 
Hawaii Int. Conf. on System Sciences (HIC-
SS’03), 2003.

[35] J.N. Sheth, B.I. Newman, and B.L. Gross, 
“Why we buy what we buy: A theory of con-
sumption values,” J. Business Research, vol. 22, 
pp. 159–170, 1991.

[36] S. Tedjamulia, D. Olsen, D. Dean, and C. 
Albrecht, “Motivating content contributions 
to online communities: Toward a more com-
prehensive theory,” in Proc. the 38th Hawaii 
Int. Conf. on System Sciences, 2005.

[37] M. Totty, “Technology: How to be a star 
in a YouTube world,”Wall Street J. Online, 
May 14, 2007.

[38] V.A. Zeithaml, L.L. Berry, and A. Para-
suraman, “The behavioural consequences of 
service quality,” J. Marketing, vol. 60, pp. 31–
46, 1996.


