ABSTRACT
[bookmark: _GoBack]Successful online communities motivate online participation. Several research studies have investigated methods of motivating participation in online communities.
 An online community shares similarities and differences with a social community. Unlike a social community, an online community provides real-world communities a place to come together using the internet. Similar to a social community, being a member of an online community allows you to meet with several people in a chat room, or send messages to one another. An advantage of being a part of the online community is that it is always on and does not have operating hours. Online Communities are easier and is a more accessible way to keep in touch with people who are geographically far or with those who have conflicting schedules with oneself.
Running online communities seems to be hard for the government because of some factors which you will read in chapter 3. This paper presents an argument why we can say that transnational and online communities is hard for the government.
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CHAPTER ONE
Introduction
An online community is a virtual community that exists online and whose members enable its existence through taking part in membership ritual. An online community can take the form of an information system where anyone can post content, such as a Bulletin board system or one where only a restricted number of people can initiate posts, such as Weblogs. Online communities have also become a supplemental form of communication between people who know each other primarily in real life. Many means are used in social software separately or in combination, including text-based chat rooms and forums that use voice, video text or avatars. Significant socio-technical change may have resulted from the proliferation of such Internet-based social networks.
Classifying Online Communities
 A number of authors have looked at classifying online communities and those within them to better understand how they are structured. It has been argued that the technical aspects of online communities, such as whether pages can be created and edited by many, as is the case with Wikipedia, or whether only certain users can post entries and edit them, as is the case with most weblogs, can place specific online communities into types of genre.
 Some research has looked at the particular users of online communities. Amy Jo Kim has classified the rituals and stages of online community interaction and called it the 'Membership life cycle'. Clay Shirky talks about community of practice whose members collaborate and help each other in order to make something better or improve a certain skill. What makes these communities bond is "love" of something as demonstrated by members who go out of their way to help without any financial interest. [4] Others have suggested character theories to break particular patterns of behavior of particular users into certain categories.
 Some of the most successful online communities are those whose members have positively invested positive approaches to posting and carrying on conversations in forums and chatrooms. Online communities are used to chat and partake on a virtual social network ("Lave and Wenger". What is an online community?>Virtual Community online community or e-community>Membership life cycle>. Retrieved 19 July 2011.)
Membership life cycle for online communities
 Amy Jo Kim's membership lifecycle states that members of online communities begin their life in a community as visitors, or lurkers. After breaking through a barrier, people become novices and participate in community life. After contributing for a sustained period of time they become regulars. If they break through another barrier they become leaders, and once they have contributed to the community for some time they become elders. This life cycle can be applied to many virtual communities, most obviously to bulletin board systems, but also to blogs and wiki-based communities like Wikipedia (Bishop, J. (2009). Enhancing the understanding of genres of web-based communities: The role of the ecological cognition framework. International Journal of Web-Based Communities, 5(1))
 A similar model can be found in the works of Lave and Wenger, who illustrate a cycle of how users become incorporated into virtual communities using the principles of legitimate peripheral participation. They suggest five types of trajectories amongst a learning community
 1.Peripheral (i.e. Lurker) – An outside, unstructured participation
 2.Inbound (i.e. Novice) – Newcomer is invested in the community and heading towards full participation
 3.Insider (i.e. Regular) – Full committed community participant
 4.Boundary (i.e. Leader) – A leader, sustains membership participation and brokers interactions
 5.Outbound (i.e. Elder) – Process of leaving the community due to new relationships, new positions, new outlooks
 The following shows the correlation between the learning trajectories and Web 2.0 community participation.
Learning trajectory — online community participation
 Example – YouTube
 Peripheral (Lurker) – Observing the community and viewing content. Does not add to the community content or discussion. The user occasionally goes onto YouTube.com to check out a video that someone has directed them to.
 Inbound (Novice) – Just beginning to engage the community. Starts to provide content. Tentatively interacts in a few discussions. The user comments on other user’s videos. Potentially posts a video of his or her own.
 Insider (Regular) – Consistently adds to the community discussion and content. Interacts with other users. Regularly posts videos. Either videos they have found or made themselves. Makes a concerted effort to comment and rate other users' videos (Leeleefever, Initials. (2003, July 8). What is an online community? [Web log message]. Retrieved from http://www.commoncraft.com/archives/000208.html#)
 Boundary (Leader) – Recognized as a veteran participant. Connects with regulars to make higher concepts ideas. Community grants their opinion greater consideration. The user has become recognized as a contributor to watch. Possibly their videos are podcasts commenting on the state of YouTube and its community. The user would not consider watching another user’s videos without commenting on them. Will often correct a user in behavior the community considers inappropriate. Will reference other user’s videos in their comments as a way to cross link content.
 Outbound (Elder) – Leaves the community for a variety of reasons. Interests have changed. Community has moved in a direction that he doesn’t agree with. Lack of time. User got a new job that takes up too much time to maintain a constant presence in the community. The Deletionist versus Inclusionist Controversy in another such case within wiki-based communities.
Motivations and barriers to contributing to online communities
Successful online communities motivate online participation. Several research studies have investigated methods of motivating participation in online communities.
 An online community shares similarities and differences with a social community. Unlike a social community, an online community provides real-world communities a place to come together using the internet. Similar to a social community, being a member of an online community allows you to meet with several people in a chat room, or send messages to one another. An advantage of being a part of the online community is that it is always on and does not have operating hours. Online Communities are easier and is a more accessible way to keep in touch with people who are geographically far or with those who have conflicting schedules with oneself.
 There are many persuading factors that draw users in to different online communities. Peer-to-peer systems and social networking sites rely heavily on member contribution. Users’ underlying motivations to involve themselves in these communities have been linked to different persuasion theories of sociology.
 The Reciprocation Theory infers that a successful online community must provide its users with benefits that compensate for the costs of time, effort and materials members provide. People often join these communities expecting a sort of reward, whether it is physical or psychological.
 The Consistency Theory says that once an individual makes a public commitment to a virtual society, they will often feel obligated to stay consistent with their commitment by continuing contributions.  The Social Validation Theory explains how people are more likely to join and participate in an online community if it is socially acceptable and popular.  Additionally, one of the greatest attractions towards online communities is the sense of connection users build between each other. Individuals are most likely to join these sites in order to enhance their likability.  The majority of people learn by example and often follow others, especially when it comes to participation. Individuals are reserved about contributing to an online community for many reasons including but not limited to a fear of criticism or inaccuracy. Users may withhold information that they don’t believe is particularly interesting, relevant, or truthful. In order to challenge these contribution barriers, producers of these sites are responsible for developing knowledge-based and foundation-based trust among the community (Kim, A.J. (2000). Community Building on the Web : Secret Strategies for Successful Online Communities. Peachpit Press. ISBN 0-201-87484-9)
















CHAPTER TWO
The notion of the transnational community refers to "communities made up of individuals or groups that are established within different national societies, and who act on the basis of shared interests and references (which may be territorial, religious or linguistic), and use networks to strengthen their solidarity beyond national borders" (R.Kastoriano, 2000,353). The transnational community appears in the wake of the nation-state. The phenomenon can be viewed as post-colonial and post-national, because it arises from emigration from territorialised nation-states, whether they are centralised as in Turkey or federal as in Mexico. It calls into question the relationships between territory and nation-state, the very concept of citizenship, and the principle of a single allegiance expected from members of a political community. This is a "new social space" based on transnational «networks» connecting the home country and the country of residence, and fostering the participation of the immigrants in the life of the two national spaces. The transnational community is structured by political action in both countries. It circulates ideas, behaviours, identities and other elements making up to the social capital. It constructs its own identity. "Transnationalism makes the home country an identity pole, the country of residence a source of rights, and the new transnational space an area of political action associating both countries, and sometimes others as well" (R.Kastoriano, 2000, 358). The associative dimension is fundamental, with an organisation in networks. This is a process whereby immigrants construct and sustain numerous social relationships between the society from which they originate and that in which they have settled. Transmigrants sustain these many relationships across borders, and their particular situation can be fully defined neither within their country of residence, nor within their home country, it can only be defined within the social sphere formed in between. In this perspective, citizens of a nation-state may live dispersed within the boundaries of various other states, but they still belong to it socially, politically, culturally and often economically. These relationships are positioned in a space that associates central states that are economically hegemonic and peripheral states that are dominated. Spider’s web networks link these transmigrants within a construction of hegemonic domination among these various states. The identity of the different social groups then requires reconsideration, since they are no longer territorialised, nor are they included in spaces clearly delineated by «borders», or spaces that are culturally homogeneous. The concepts of nation and ethnic group in this case no longer refer to stable entities that are clearly delineated. Identities are increasingly defined by reference to dominant powers, and in opposition towards them, and boundaries that are not strictly defined. Identities are shaped according to hegemonic categories such as race or ethnic group, and are profoundly implicated in the process of constitution of these nation-states. Thus it can be seen that we have moved on from national categories and dominant «ethnic groups», since these transmigrant populations have started to construct de-territorialised nation-states, which supposes a social construction that is different from that of a «diaspora». Diaspora space, whether centred or not, can be compared to transnational community spaces. These were formed in the second half of the 20th century from a migratory patterns developing in relation to a recent nation-state, such as Turkey, Columbia, Granada, Mexico, the Philippines, or Algeria. Their main characteristic is that they are closely linked to the nation-state in question, which seeks to use its migratory flows to become a transnational state, i.e. possessing as strong an interaction as possible with its migrants, which it seeks to maintain as citizens, even if they have special status. These transnational spaces do not have the historical depth of diaspora spaces. «Diaspora» spaces do not owe their existence or their organisation to any particular nation-state, they rather pre-exist these nation-states, and sometimes they have created them. There have indeed been attempts by one or other nation-state to gain control over what is seen as its diaspora, but what typifies a diaspora, longstanding or otherwise, is the will to preserve its own organisation and autonomy, even if it entertains privileged relationships with the nation-state. This is the basic difference between a diaspora and a transnational community. A disaspora has an existence of its own, outside any state, it is rooted in a strong culture (religion, language, etc) and a long history; it has created and developed its community and associative networks. The transnational community on the other hand arises from the migration of workers who retain their family base in the nation-state from which they have come, and they travel between this base and one or several countries where they have settled. They retain a strong anchorage in the place of origin, as well as citizenship or institutional links with their country. In a disapora, this anchorage and any strong links have often disappeared following a catastrophe, or they may have been entirely re-shaped over time. The transmigrant is far too dependent with on the nation-state from which he originates as well as on the state in which he has settled to become autonomous and creative in the manner of a member of a diaspora. The social group to which he belongs is most often restricted to his original community and the transnational network of its migrants, while a member of a diaspora has the feeling of belonging to a nation in exile, dispersed worldwide, and to be entrusted with an ideal. (R.Kastoriano, 2000,363)

CHAPTER THREE
Why transnational and online communities is beyond the reach of government
Beyond the reach of government transnational and online communities. The following numbered headings in this chapter refer to the governments.
1. Technology does not create community
When clients ask for help to build a community, they almost always talk in terms of technology. “We want to add a forum to our site” or “can you create a profile system”. 
In ‘10 harsh truths about corporate websites‘ I write about how a CMS will not solve your content problems. In the same way a forum will not create a community.
Tools like Vanilla allow you to implement community features in minutes. However, this is the easy part. It will take months to develop a vibrant community
Community is about people and relationships, not technology. The technology is the easy part. You can have a forum like Vanilla up and running in minutes, but it will take months of hard work to build a vibrant community. 
If you implement the technology and just sit back then your community will fail. The technology merely allows you to engage with your community in the same way as a telephone lets you talk to your friends. It is a tool and nothing more.

2. Show some commitment
I have already said that building a community takes time, but it also takes commitment.
Too many website owners start communities only to give up when they do not see fast results. A community can take months to get off the ground and years before it shows real returns.
It also takes ongoing input. To make your community successful it must be nurtured on a daily basis. When a user posts, you need to replying promptly. Until your community is well established it will need monitoring multiple times a day.
You also need to demonstrate commitment to the individuals that make up your community. You need to take on board their input, address their concerns and encourage their contributions. You need to show you care.
3. Learn how to lead
As well as caring for your users, you also need to know how to lead them. This is not leadership in the ‘managerial’ sense. These people are not obligated to listen to you or do what you say. You need to inspire, excite and encourage them.  Running a community requires you to be more like a politician or preacher than a manager. You need to mobilise people around a common cause and stamp your personality on the community.
Unfortunately there are few course that teach these kinds of skills. However, I would encourage you to look at great leaders like Gandhi, Martin Luther King and even Barak Obama for inspiration. These men can teach you a lot about engaging with people and encourage others to follow your direction.
Leading a community requires the type of leadership skills not taught in business. It requires the kind of engagement more often seen among politicians and preachers (Shirky, Clay (2008). Here Comes Everybody: The Power of Organizing Without Organizations. An example of community of practice he mentions is high dynamic range (HDR) photography on Flickr: http://www.worldchanging.com/archives/007925.html)
4. An antisocial community is your fault
As the leader of your community, your personality sets the tone. As a result if the community behaves in ways you do not want, then you only have yourself to blame.  I have seen many bloggers write about the negative comments they get on their posts. In most cases this is due to the tone they themselves strike in their writing. Although there are exceptions I believe that users will respond in the same voice you yourself set. If you are irreverent, then so will your users be. If you are rude, expect rude responses.
A good example of this is the social news website digg.com. Digg has developed a reputation for its ‘harsh and juvenile’ comments. I believe this comes from the leadership of founder Kevin Rose in his associated podcast Diggnation. This irreverent, comically and highly entertaining podcast has set a tone that has been carried across by users into the comments. The juvenile tone of comments on social news website digg.com is largely dictated by the presentational style of Kevin Rose on podcast Diggnation. This is not a criticism of diggnation. Digg.com has become very successful because of their passionate community. It is merely an observation that you reap what you sow. 

5. You need to swallow your pride
Another aspect to leading a community is the need to learn humility. No matter how well you run your community, you will mess up. When you do, how you respond is of crucial importance.
Because of the ‘distance’ that the web affords, people are often more critical than they would be face to face. Feelings are overstated and there is an inability to read the non-verbal signals we normally rely upon. This can often lead to confrontation and disagreement.
I have seen communities fail because the organisation alienated its community by responding badly to criticism.
If you want to run a successful community you must swallow your pride and never respond defensively to criticism. Instead acknowledge the comments and thank people for their honesty. Ask others what they think and hopefully they will come to your defence. If not, then you must seriously consider whether the criticism is valid. If it is then you need to admit your mistake and correct it. By admitting you are wrong, it is possible to heal a relationship with your community and actually leave them even more enthusiastic about your brand than before.
Flickr defused a major disagreement with its community by simply admitting it was wrong and promising to do better. 
6. Stop trying to control the message 
If you work in marketing some of these points may make you feel uncomfortable. It feels messy and you do not have control over your message. Unfortunately that is the reality of community. Community is not marketing in the traditional sense. It is not a broadcast medium; it is a dialogue with your users. Failing to grasp that will rip the heart from your community and force it underground.
I have seen unsuspecting companies experience a terrible backlash from a community simply fed up with being sold at rather than listened to. Users do not want a sales pitch or a feature list. They want the opportunity to feedback and a chance to help shape the future of the product or service they use.
Another tactic for controlling the message is to moderate. In extreme cases I have seen organisations moderate every single user contribution that appears on their site. However, I have also seen companies quietly remove negative comments made about their products and services. This is enormously counterproductive because people feel censored and will go elsewhere to express their feelings.
That is the trouble with community, you simply cannot control it. If you do not allow it to flourish on your site and engage with it there, then it will pop up elsewhere where you have no control over what is written.
If you stifle your community their complaints will emerge elsewhere, like getsatisfaction.com
7. Nobody likes to be alone
The final harsh truth I want to raise is that “users don’t want to be alone”. Too many organisations launch a forum with a plethora of topics and discussion areas only to have it lay dormant and unused. The reason – it appears empty, so what is the point of posting.
Before you can even consider adding community features to your site you need a critical mass of users that want to get involved. A lot of companies add community features not because users are asking for them but because management wants it. Communities like that rarely succeed.
Also there is a tendency to go straight for a forum. However, a forum requires a substantial number of users to work. Contributions can often become buried in some thread or topic and remain unanswered because it is never seen. If your community is small you may be better starting with comments, reviews or a mailing list. User contributions are much more likely to be noticed using these tools.
Finally, make sure you are seeding the discussion through new topics of your own. Asking lots of questions is a great way to stimulate discussion and prevent people from feeling like the only kid at the party.









CONCLUSIONS
By now the reader will agree to it that online community is a virtual community that exists online and whose members enable its existence through taking part in membership ritual. An online community can take the form of an information system where anyone can post content. There are some factors mentioned in the paragraph that makes it hard for the government to achieve online community. After reading this you might feel that the government running a community is too much like hard work. You may decide not bother at all. However, that would be a mistake. 
Before the government can even consider adding community features to the site, they need a critical mass of users that want to get involved. A lot of companies add community features not because users are asking for them but because management wants it. Communities like that rarely succeed.
Also there is a tendency to go straight for a forum. However, a forum requires a substantial number of users to work. Contributions can often become buried in some thread or topic and remain unanswered because it is never seen. If your community is small you may be better starting with comments, reviews or a mailing list. User contributions are much more likely to be noticed using these tools.
Finally, the government should make sure that they are seeding the discussion through new topics of their own. Asking lots of questions is a great way to stimulate discussion and prevent people from feeling like the only kid at the party.
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