
Chapter 5 FIELD STUDY DESIGN 

Due to the inconsistent preliminary results in Chapter 4, it is imperative to 

understand what other factors may have an impact on the “requirement elicitation” 

processes from a WIS. Recall from Chapter 3 that the proposed model has an essential 

assumption that users interact frequently in a Web site, and from Holck’s four 

perspectives on WIS. Therefore, it is better to narrow down the research scope to a 

special case of WIS, which is online community. And the research should focus on: 

“ whether different user roles may perceive the requirements in a different way ?”, 

and “how could that be?” Furthermore, whether the other important factors, e.g. the 

level of user involvement or some demographic variables, may contribute to the 

difference of requirements? A field study is designed to explore the above questions. 

The chapter begins with the derivation of a research model and hypotheses, then the 

description of research procedures and measurement of concepts. Finally, the 

selection of two field communities is described. 

5.1 RESEARCH MODEL 

 Roles have long been an important research topic for information system 

development. However, the roles in the IS literature mainly focused on “the 

interpersonal communication” between system analysts and end users(Curtis, Krasner 

et al. 1988; Walz, Elam et al. 1993; Saiedian and Dale 2000) and their impact on IS 

team performance(Guinan, Cooprider et al. 1998). Typical roles in online 

communities have been classified into four groups (1) passives, those who seek 

effortless entertainment or information; (2) actives, those who participate 

enthusiastically in activities and topics created by others; (3) motivators, those who 

create topics and plan activities of interest to other community members; and (4) 

caretaker: those who serve as intermediaries between community members and 



community staff members, are usually mature motivators (Adler and Christopher 

1998). And the distribution of participants, according to their estimates on usage 

across several communities, is approximately 80 percent are passives, 15 percent are 

actives, 2.5 percent play the role of motivators, and 0.5 percent are caretakers. As 

shown in Figure 5-1, the total time spent “within” the community is dominated by the 

actives and motivators. These are the people who create the majority of the content 

which in turn attracts the 85 percent of passives who represent the bulk of the 

participants. And the “care and feeding” of these 3% is critical to the success of the 

community.  

 

 

 

 

 

 

 

 

 

 

 

Figure 5-1 Typical Community Roles and Their Usage 

However, whether the “active” members and the caretakers have more 

influence on the other members? And, whether each role has different perceptions 

towards requirements, i.e. they have different needs towards community facilities, 

functions and interfaces? Are these active members of the online communities more 
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involved not only in content generation and their spent time but also in the 

development of the corresponding community supported systems? From the 

preliminary results obtained from Chapter 4 that a handful of members in an online 

community might generate more requirements, it is reasonable to infer that central 

users are keener in the requirements than regular or non-central users. Therefore, it is 

hypothesized that perceptions towards requirements may vary across each user roles.        

 User involvement (UI) has traditionally been referred to as participation in 

the system development process measured as a set of activities that users performed 

(Ives and Olson 1984; Baroudi, Olson et al. 1986). Barki and Hartwick (1994) 

proposed a clearer definition for user involvement, distinguishing it from user 

participation as in other disciplines. They define user participation as a “the 

assignments, activities and behaviors that users or their representatives perform 

during the systems development process”. User involvement refers to the “subjective 

psychological state reflecting the importance and personal relevance that a user 

attaches to a given system”. And most further studies accept their definitions (Hunton 

and Beeler 1997). 

User involvement (UI) during system development has long been considered a 

crucial factor in the quality of successful systems (Ives and Olson 1984; Baroudi, 

Olson et al. 1986; Foster and Franz 1999; Kujala 2003). UI has also been considered 

of paramount importance to the development of end-user computing (Blili, Raymond 

et al. 1998) and e-commerce application development (Terry and Standing 2001).  

In the advertising literature, the outcomes of user involvement have been 

found related to (1) searching behavior (2) information processing and (3) persuasion 

(Andrews, Durvasula et al. 1990) Therefore, it is quite reasonable to hypothesize 

highly involved online community members are keener in the requirements of the 



systems. User involvement is designed as a covariate in the study to the members’ 

perceptions towards requirements. 

To my knowledge, no study ever explored the relationship between roles in an 

online community and their perceptions toward requirements. As shown in Figure 5-2, 

the constructs included in the research framework are: user roles, user involvement 

and perceptions towards requirements.  These constructs are defined below: 

 

              

 

 

 

 

 

 

 

Figure 5-2 Research Framework of this study 

User roles are defined by social network analysis and the roles can be 

distinguished as “opinion leaders”, “isolates” and “regular users”. It is true that users 

roles can also be classified to be “boundary spanners” and “gatekeepers” as shown in 

Figure 3-2. However, the online communities are not formal organizations, and have 

no clear boundaries between communities. The roles of boundary spanners and 

gatekeepers are not considered in a community. The “opinion leaders” found in a 

community is also been termed “key users”. 
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User involvement, follow Barki and Hartwick’s definition (1994), is defined as 

the subjective psychological state reflecting the importance and personal relevance 

that a user attaches to a given community.  

Perception towards requirements is certainly a multidimensional concept, and 

cannot be well defined since that there exists no objective measurement scale to make 

requirements for different online communities comparable. That is, an important 

requirement in a community may be lacking or less important in another community. 

Therefore, the requirements are classified according to some criteria in each research 

sample. 

 

According to the above discussions, the research hypotheses are derived: 

 

H1: For a given online community, each role perceives the importance of 

requirements in a different way, yet an individual’s perception toward a 

requirement is also influenced by his or her level user involvement.  

 

H2: For a given online community, user satisfaction level may be significantly 

raised if the requirements were gathered and the Web site was revised accordingly. 

5.2 RESEARCH PROCEDURES 

Although there is an increasing amount of research about online communities, 

there is no widely accepted community topology. For example, Stanoevska-Slabeva 

(2002) identified the four types of communities:  

1. Discussion or conversation communities, satisfying the need for 

communication. 



2. Task- and goal-oriented communities, satisfying the need for cooperative 

achievements of goals. 

3. Virtual worlds, satisfying the need for fantasy or playing 

4. Hybrid communities, integrating several of the types mentioned above. 

 

Each type is classified into several subtypes, for example, relationship 

communities, interest communities and communities of practice can be identified for 

discussion communities. Relationship communities are targeted at the establishment 

of social relationships between members. Interest communities emerge around a 

defined topic and attract participants interested in it. Community of practice focuses 

on a domain of knowledge, and attempts to accumulate expertise in the domain and 

develop their shared practice by interacting around problems, solutions, and insights.  

Owing to the time constraints, only two discussion communities are included in 

the study. One case, 細雨之間, is a relationship community and the other, 藍色小舖 

is a interest community .  

 



The Research Procedures are shown in Figure 5-3, and 

each step will be explained below. 

(1) Literature review covers the extensive topics 

ranging from social network analysis, IS 

research and some adverting research.  

(2) Sample selection: only two samples are 

included in the study because of the time 

constraints and the willingness of these 

community owners.  One sample is friendship 

type (細雨之間) and the other interest type of 

community （藍色小舖）. 

(3) Questionnaire Part I is designed to “gather” 

user requirements with open-ended questions 

on each sample site and measure each social 

network with a free-recall format. 

(4) Requirements Gathering: this is the outcome of 

the Questionnaire Part I, and the requirements 

are further classified and rephrased. 

(5) Questionnaire Part II is designed to measure (1) 

users’ perceptions toward each requirement (2) 

their level of involvement and (3) their social 

network in a fixed choice format (the 

candidates are collected in Questionnaire Part I). 

(6) Questionnaire Administration: the online survey was sent out to each 

member’s e-mail address and the collection time was about two weeks. 
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(7) Data analysis: sociometric data and other survey data were analyzed 

and displayed for reports.     

Figure 5-3 Research Procedures 

 



  5.3 MEASUREMENT OF THE CONSTRUCTS 

The roles defined by social network analysis can be measured by several 

methods. Usually sociometric data can be collected via questionnaires, interviews, 

participant observation, archival documents, yet the data collected from an online 

community could be limited since the size of a community may range from dozens of 

members to tens of thousands. Roster method, commonly used in collecting 

sociometric data from a formal organization (Krackhardt and Stern 1988), cannot be 

implemented in this case. Therefore, a two-step method is designed to capture the 

online network relationships. The first step is to collect relational data in a free recall 

format, e.g.  “To whom do you often communicate via e-mail, and chat in this site?  

Please write as much as you can” in two open-ended questions on the first online 

questionnaire. And, the nicknames collected during the first step are designed as a 

roster for voting (Please see Appendix I for the details), and the relational data can be 

captured more accurately on the second questionnaire. 

 

As for the measurement of user involvement, the Personal Involvement 

Inventory (PII) developed by Zaichkowsky (1985) has been applied extensively on 

the marketing domain. The original scale of PII was designed to measure personal, 

product and situational factors of a consumer’s level of involvement with 20 pairs of 

adjectives, and PII was reduced and revised to 10 pairs of adjectives later 

(Zaichkowsky 1994). After the revision, PII still maintain a high reliability (with 

Cronbach Alpha > 0.9). Through factor analysis, PII has two main factors: affective 

involvement and cognitive involvement, consistent with the definition of involvement 

by Parker and Young (1986), and demonstrate fair validity. PII has been translated 

into Chinese version and converted from “semantic differentials” into 7-point Likert 



scale(Hsu 2001). Based on Hsu’s version, the author checked the translation and 

rephrased the scale into a final version for this study.  

 

Although In MIS research, the development of instruments for measuring both 

user information satisfaction (Bailey and Pearson 1983; Ives, Olson et al. 1983) and 

end-user computing satisfaction (Doll and Torkzadeh 1988; Doll and Torkzadeh 1991; 

Doll, Xia et al. 1994) has been heavily emphasized. However, there is no standard in 

measuring user satisfaction for Web sites. The study takes the definition and 

measurement of user satisfaction from Wang, Tang et al. (2001) since they have 

modified and validated user satisfaction construct to the electronic commerce domain, 

and the instrument has a fair validity and reliability.     

  

  5.4  THE SELECTION OF FIELD SITES   

The online communities fall into a variety of types, for example, learning 

community, interest community, fantasy community and community of practices. 

Ideally, it is better to pick up one sample on each category. Since the research demand 

administer online survey twice (especially the first one with open-ended questions), it 

is hard to hunt for the appropriate Web sites. After a month’s effort and negotiation, 

two online communities participated in the current study: one site is mainly for 

relationship and the other is for knowledge sharing. Brief history and description of 

each sample will be provided below. 

Case I: 細雨之間 

Type: Relationship 

Web site: http://netcity4.web.hinet.net/userdata/a1999831/default.htm 



This Web site was set up approximately four years ago while the owner was still 

a student at Tung Shan high school, Taipei.  The site aims at providing a cyberspace 

for students, alumi and alumnae of Tung Shan high school to make friends, chat with 

and share living and school experiences. Gradually this site grew at a steady pace to 

attract people outside the school. Since there is no dedicated Web server for this site, 

the Internet Service Provider (ISP) limits its capacity. The registered members 

maintain steadily at approximately 300, and the maximum numbers on the chat room 

is limited to 50.    

The main technique used in this site is Common Gateway Interface (CGI), and 

the owner revised this site twice during the past years mainly from his own 

experiences. The main functions provided in this sites are: messages board, chat room, 

friend-making places and wishing boards.  

 

Case II:  藍色小舖 

Type: Interest Community  

Web site: http://asp.database.net.tw/Default.asp? 

The Web site originated from a course assignment for a graduate school in 

Taipei three years ago.  Since then the communities on this site grow at a fast speed 

to 70, 000 member this June/2003. The site aims at drawing people to learn and share 

knowledge about “Web technologies”, for example Active Server Pages (ASP) and 

Microsoft SQL Server.  The site has been commercialized at the end of 2002, and 

the service fee allows its value-added members enjoy the advanced search service and 

“must-answer” service.  The main functions provided are: software downloads, 

discussion boards, teaching materials and technique documents. The most popular 

services on this site are: the download area and the 21 discussion boards. The site has 



been revised twice drastically during the past three years mainly from imitating a best 

practice community site and feedback from community members.    

 


