What’s Insde a Successful Virtual
Community Business? The Case of the
|nter net Chess Club

Abstract. This paper considers the human and technical components of the business
model of a highly successful subscription-based online gaming community, the Internet
Chess Club (ICC). After presenting the history of this enterprise and its properties as a
research testbed, we review the actors (owners, regular members, volunteers) and the
infrastructure to set the stage for a survey (n = 124) of paid subscribers and volunteers to
explore participants’ perceptions and their preferred activities inside the community. A
principle components analysis shows that the respondents can be divided into five
camps: the Promoters and Community Builders, the FeelatHome Comfortable Users,
the Addicts, the Socializers, and the Introverted Chess Focus. The success of ICC stems
from its support of all of these camps and intrinsic factors in its environment which
continues to attract volunteers from the regular member corps. Much of ICC's success
that we find in this case follows prescriptive advice from prior virtual community literature,
such as improving access to large-scale information resources, facilitating economic
transactions, and combating information overload. After discussing the results, we
provide directions for further work in this area.

1. A Brief Overview of Virtual Community Business Offerings

Virtud Communities (VCs) offer a tantdizing posshility to busnesses to
leverage the ubiquitous reach and range of the Internet to locate and gather birds-
of-afesther interes groups, to provide these groups with convenient visud
interface tools supporting asynchronous and synchronous group interaction, and
to gt back and waich as the nascent groups bootstrap themselves to viahility.
Ealy draegy pepers, for example (Armsrong and Hagd 1995) touted the vast
potentia of this new face a business can present to its cusomers.

As the Internet matured in the late 1990s and content differentiated, bandwidth
adso became more plentiful enabling more ambitious VC offerings. VCs expanded
from plan text charooms and newsgroups to 3-D gaming worlds. At the same
time, numerous prescriptive desgn papers were written to enunciate principles to
assg in the desgn of VC architecture, with varying degrees of business focus.
Kollock (Kollock 1996) sressed the importance of trust via persgent VC
identities; this trust can fadlitate another recommended festure of a VC busness,
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an economic infrastructure that can carry out transactions. The importance of a
recognized ID was supported by a recent empiricd dudy on eBay vendors
(Resnick, Zeckhauser & d. 2002) . Millen (Millen 2000) and Mashdl ¢ 4.
(Marshdl, Shipman & d. 1995) stressed the importance of designing the VC user
basg's software tools with their needs in mind. Williams and Cothrd (Williams
and Cothrd 2000) reiterated that the users should have “a criticd mass of
functiondity” a ther digposd and tha managers should ddegate authority as
much as possble down the ranks to the members s0 that they have discernible
power to shape the rules of conduct in the VC. They dso mentioned the common
sense principles of providing user feedback channds, recruiting actively for new
members, and the importance of the equity holders to acknowledge the
“discretionary  energy”  (the volunteerism) of the many paticipants who spend
time and effort to kegp the community going with timdy help for newcomers, and
guidance to hep members locate internd and externd information assets of
interest.

1.1. Virtual Community Businesses and Volunteers

The issue of leveraging volunteers is paticulaly important in VC-based
busnesses, snce the cadre of owners may be quite smdl yet the Internet reach
and range means the VC offering will be globd in scope. Volunteers can, for
example, provide timey multi-lingua help or they can assg in more core duties,
such as mantaining the infrastructure of an online chat group (Butler, Sproull et
d. 2002).

What sorts of members can the owners dtract into the volunteer workforce?
Prior work shows that volunteerism, to some degree, is “prosocid” — an dtruidic
desire to do good. On the other hand, there is dso some degree of sdfish motives
--- pesond gan via the volunteer activity, be it recognition from superiors, a
possble sepping sone toward a promotion, or some other nondtriudic rationde
(Murnighan, Kim e d. 1993; Penner and Finkdstein 1998; Snyder and Omoto
2001).

1.2. Putting the Design Principles Into Practice: Sustainable Revenue
Models

Of course, sHting forth design principles and actudly building and running a
suwccessful VC-based busness are two separate things entirdy. One of the key
choices of a nascent VC offering is the identification of the potentid revenue
dreams. Some of the mgor posshilities are subscription-based, where members
eroll due to the atraction of differentiated content and functiondity; ad-hoc
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based, where vidtors can eect a irregular intervas to make a purchase (for
exanple, a pay-per-premium-article news discusson forum), or advertisement-
based, where vidtors @ a VC dte, in ader to use the functiondity, must aso view
product placements An example of the later modd is the Yahoo Gaming
network. Bughin and Hagel and Bughin and Zeissr (Bughin and Hagd 2000;
Bughin and Zeisser 2001) support VC operdiond performance in a st of limited
dudies with the caveat that cost-savings is paramount to ensure longterm
vigbility.

Based on generd prescriptive principles, the business owners mugt plan a VC
offering which:
- offersdynamic content and functionality that will attract new members.
once new members are acquired, provides enough atractions in the

initid subscription period to have a substantid rate of re-subscription.

offers delegation of governance to further the sense of sdlf -condruction
of the community’s members.

offers sggmentation of the communicaion channds to combat
information overload (Jones and Rafadi 2000); what this means in
practice is that the members ae offered a chance to Hf-eect
themsdves into sub-groups and to “tune in” to vaious sSub-group
channds.

provides persgtent IDs to further a sense of bedonging (Blanchard and
Makus 2002) (Kollock 1996); this bedonging adds to the switching
cogt of leaving this VC and joining a competitor, thus assging in
member retention.

provides the infrasiructure to conduct economic transactions

acknowledges and rewards volunteers.

The research gap thus far has been between prescriptive papers and genera case
gudies on one sde, and limited VC marketing studies on the other, to address the
linkeges between VC success, VC desgn principles, and the nature and
deployment of the VVC volunteer workforce.

To bridge this ggp, we conduct an in-depth survey on the Internet Chess Club
(ICC), a highly successful subscriptionbased VC chess and related-game
enterprise that currently has over 21,000 pad members and over 5000 trid
members with a low daly operationd overhead. The ICC offers a very
convenient experimenta plaform for the reseacher to gather data using
conventiona surveybased means and dso via automated means, usng an
embedded software agent. We have teken advantage of this platform in prior
work (Gindburg 2001; Ginsoug and Weishand 2002); the current paper extends
this work with an expanded and updated sample sze and new anayses of member
and volunteer attitudes. After providing a brief higtory of the ICC, we describe its
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key properties and its organizationd structure (owners and volunteers). This sets
the stage for our survey (n = 124) tha canvassed regular member and volunteer
opinions. After presenting the results from this survey, we conclude with
directions for future work.

2. A Short History of the Internet Chess Club

In 1993 and 1994, Danid Segtor, a Professor of Computer Science a Carnegie
Medlon Universty, was an adminigrator and systems programmer on a public
code base, the Internet Chess Server (ICS). He fundamentally reworked the code
base and implemented useful chat festures such as “shout” (a broadcast
mechanism to shout to al logged on), “whisper” (where observers of a game can
tdk among themsdves discussng the game in progress, without disurbing the
players), and “kibitz’ (where observers ©mments are dso heard by the players).
In 1995, Seator made the decison to priveize his dtered code base, and named
the new offering Internet Chess Club (ICC). He egtablished ICC on a subscription
bess in early 1995 and in the fird quarter of 1995, had 223 paying members (at
$9lyear/adult; $29/year/student). The public code, which only offers a subset of
the ICC features, remains operationa and is now caled “Free Internet Chess
Server”, or FICS. The ICC now boasts more than 21,000 paid members, wih an
additiond 25,000 free weeklong trid accounts (a percentage of which it hopes to
convert to pad datus). In addition, aout 5000 free accounts are accorded the
computer programs and titled players such as Grandmasters. Some of ICC's key
farness feaures ae a way to avoid pendizing players with dower network
connections (,timestamp”) and various detection techniques to dert if a player is
unfairly conaulting a chessplaying program during what is meant to be a non-
computer game.

In 2002, the ICC acquired ChessFM, an Internet Radio Tak Show. This
expangon into a new medium means tha chess commentary broadcadts, via the
ChessFM webgte, can be followed while ICC members anadlyze the game on a
visud inteface. We discuss this interface in Section 2.1 In addition, ICC
members can be recruited by ChessFM moderators to perform ad-hoc telephone
interviewson the air.

2.1. TheInterface and Communication Pathways of ICC

ICC makes use of a rich visud dient to play and study chess, to chat, to take
lessons, and to seek individuad games and tournaments.  FHgure 1 shows a
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screenshot of the BLITZIN software client, which is fredy downloadable from
http://www.chessclub.com/.  In Fgure 1, notice our research chatbot, “Adak”

presenting a game lecture in one window and taking to the member in another;
proposing the user vist a webpage and fill out a survey form. This solicitation
technique is discussed in our discusson on the survey methodology in Section
3.1
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Figure 1. ICC BLITZIN Client Screenshot With Chatbot Lecture in Progress

Members logged on to ICC have a st of synchronous and asynchronous
communicetion choices. They can communicate by privae tels to one another, or
by shouts (broadcast messages) or by directed comments to ‘channels. They can
dso leave asynchronous messages to individud members or to a generd
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‘suggestion’ account. Guests (unregistered players) can logon but they can only
communicate to the Help Channd.

According to Jones and Rafagli, communication segmentation srategies are
critica to combat information overload (Jones and Rafadli, 2001). The ICC
supports Communities of Interest - users who interact intensively with one
another, but only on limited topics (Hagd and Armstrong, 1995) by the use of
“Channds’. For example, there is a politics channd, a non-chess programming
channd, ardigion channd, a gports channd, many language channds, and much
more. If members offend one another, ICC offers the censor command to stop
recaiving indefinitely any communication from an offending party. The channds
on ICC are not only limited to genera chat. Sometimes new channels are
introduced to support specific member-contributed innovation which increeses the
feature sat of ICC asawhole. Related worlds, not part of the origina 1CC, are
glued onto the ICC code base and new channdls are dedicated to the related
worlds. Channels are anadogous to tuning into a certain radio frequency; some are
moderated, and others are not.

Reated to Channds are ICC “Groups’, introduced in January 2001. ICC
delegates authority from owners to adminigtrators, to police the groups, and from
the adminidraiors to the group-operators, for further sub-policdng.  This notion of
digributed delegation is conggent with (Williams and Cothrd 2000) (Kdlock
1996). Groups and Channds hep segment the population and lower the
“background chetter” to hep members focus on chats and announcements of
interest, congstent with (Jones and Rafadli 2000).

2.2.1CC Actors: Grandmasters, Volunteers and the Rest

Both implicit and explicit volunteers contribute effort to ICC.  Implicit
volunteers are those individuds whose efforts ae not usudly tied to particular
individuds — i.e, they are not known in advance by ICC members. Explicit
volunteers are those individuds who are known by ICC members, and whose
efforts are tied directly to them.

Let's condder firs the player population. The ICC has the fortuitous
cdrcumgance, from the point of view of the researcher, of having red world
accomplishments corrdated with virtud idertities. The World Chess Federation
awards titles a annud red-world congresses to recognize chess accomplishments.
Titled chess players — mae Grandmesters (GM) and Internationd Magters (IM),
and femde Grandmasters (WGM) and Internationd Masters (WIM) — are the first
type of implicit ICC volunteer. They form a core sat of vendors who can make
use of the ICC economic sysem by offering lessons or amultaneous exhibitions
for a fee In addition, having a large proportion of the regbworld titled players as
members is a good promotionad benefit that the ICC can use for marketing
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purposes. As of February 2002, ICC has 318 Grandmaster members, (out of a red
world totd of 786, an impressve 60%, and 646 Internationd Master members out
of a red world total of 2,185, or 27%). All of the chess games played by the titled
players flow directly into an internd ICC games database. The database is a
dructured information archive of high vaue to the members who wish to improve
their game by dlowing members to sarch the results of games and place them in
ther private datdbases for replay and study. There are currently over 1.3 million
chess games in this database and it, coupled with the BLITZIN visud tool, serves
the players community of practice (Millen 2000; Millen, Fontane et d. 2002)
wedl. Because of ther importance to the core activity of the community, and to
encourage ther use of the ICC software and database, ICC offers free
membership to titled players.

Explicit volunteers hep ICC members interested in playing and learning chess.
“Helpers’ are identified with an “H” suffix after ther ICC identity, or “hand€’.
Thus the suffix after the handle is a form of atificid status. Members must take a
test, which is administered by a testing software agent, to become a Helper. They
are not paid, however. Their reward is a private cha channd, Channd 100, where
they can discuss ICC issues and socidize among themsdves, much like the
About.com “virtud water cooler” (Williams and Cothrd 2000). The members
questions to the Helpers, and therr responses, occur in the main channd, Channd
1. “Adminigtrators’ or “Admins’ are dso able to respond to Channd 1 questions.
Admins dso have a higher degree of authority and Satus than the Helpers. For
example, Admins can look up members data such as ther email address, ther
current dues datus, and their most recent IP numbers in their logon history. They
can ban people who are behaving in ther view offensvey from the server, or, in
extreme cases, they can ddete accounts permanently. They can aso create
complimentary accounts for Grandmesters and serve in addition as watchful
guardians over the group of rddivey less experienced Helpers. Most of the
Admins are ds0 unpaid volunteers, however some of them are paid consultants,
and afew of them are equity holdersin the privately held ICC.

Ancther type of explicit volunteer is the Manager. The Manager may dso be
an Admin or a Heper, but this is not required. The Manager fulfills the important
role of running chess tournaments on demand. So, while Helpers and Admins
asss and socidize new ICC members to the rules, norms and obligations of the
community, Managers assis by credting the anadlog of a reatworld chess
tournament in this virtua environmen.

In sum, ICC mekes use of a volunteer base to provide around-the-clock
service, seven days a week. A volunteer recruitment policy dates that it seeks
new Adminidraiors to address gaps in its language <kill set. Thus volunteer
groups ae recruited from aound the world to serve its globd community of
members. The volunteers are recruited to address the observation that “online
communities can connect narrow, targeted segments while leveraging the ubiquity
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of the web to generate sufficient reach.” (Bughin and Hagd 2000). The ICC
relies on volunteers to asss in member acquidtion and retention. While there is
no financid incentive to volunteer, there is datus, and the opportunity to move up
the volunteer chain.

2.3. The Contributed Software.

ICC has the unusud property that any member (regular paying member or
volunteer) can introduce software into the ICC environment to extend its range of
offerings. Implicit ICC volunteer include software programmers who "donate’
their software festures for use by its members. These software programmers
goend condderable time and effort cregting innovative <oftware features and
providing them, free of charge, to the ICC community. For example, new
software has been introduced to support chess variants, such as shuffle chess
(where the pieces dart in random placements on the back rank) or Kriegspie
(where the players cannot see where the opponent’s pieces are, and the software
mediator verifies the legd moves on esch tun and announces check ad
checkmate). This is an interesting avenue for members to have a say in the future
evolution of the ICC. If a contribution is deemed interesting by management, it
may be adopted for continued interna development. Researchers can dso
introduce software to pursue various agendas, an example of economic research
in the making is the example of the software has been introduced to support pari-
mutue betting on |CC chess tournaments.

3. ICC Member Attitudes and Activities Survey

3.1. Methodology

We conduced a webbased survey in the time frame January 2003 to March
2003. To conduct the online survey, we used reseerch assstants who logged on to
ICC and we adso made use of a software chatbot which functions in the ICC
environment. This chatbot has been desaibed previoudy (Ginsdurg 2001,
Ginsourg and Wesband 2002); it is a participant and observer in his community.
It can give chess lectures a prearranged intervas (reading from a canned script),
or it can chat in a human like manner. The interactive portion of the ICC Robot is
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built around progran “D”, a Java 2 implementation of the ALICE plaform
written by Jon Baer. Richad S. Wadlace is the ALICE project originator; “an
open source project dedicated to promoting the usefulness of networked atificid
intelligence and naturd language processing” (http://www.dicebot.org).

To promote our survey, we modified this chat interaction to have the chatbot,
a intervas solicit members to go to the Web quedtionnare. This intervd is
defined, arbitrarily, as some percentage of the number of chas sent outbound by
the chatbot. In our case, we st this percentage to 10%. Thus, in 10% of the chats,
the user is solicited. We pick up the member ID and suffix thet at the end of the
survey URL. Thus the member’'s ID is passed through to the servlet that conducts
the survey. We use the member ID as a data vdidation check (to make sure that
volunteers redly are volunteers, etc.). We then anonymize the data and key off of
the IP number. From the ICC member's perspective while using BLITZIN, the
chat modification isshown in Figure 2.
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Figure 2. Chatbot Modifications to Solicit the Survey URL with Member ID asa
suffixed parameter

Figure 2 only shows a smdl subset of what a typica sesson looks like. Figure
1 has the robot paticipating with a lecture and in the chat; it dso observes by
collecting user daa a <scheduled intevads The overdl data collection
architecture, which is component-based, is shown in Figure 3.

Alice Chathot

Telnet

ICC Serwer Telnet s
Telnet HTTFP
iccRobot Crlits

Questionnaire

| JDBC JOBC !

Fgure 3. The sysem components involved in promating and administering the
online survey.

As Figure 3 shows, the researcher logs the chatbot on the ICC server via a
Tenet connection; the management by arangement with the researchers has
given the chatbot a Computer account (when members issue the “finger”
command to learn about this account, its online biography dates it is a computer
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and not a human). Once the chatbot is logged on, it conducts scheduled lectures
and is able to smultaneoudy conduct ad-hoc chats with members. Some of the
chat promotes the survey which is on the Web as shown in Fgure 2, with the
member's ID as a parameter. Referring to Figure 3, the survey subsystem is
composed of a Jawa savle and a MySQL daabases To increase the
questionnairés legitimacy and give it an “officid” flavour to the respondents,
ICC managemert hdped us integrate the online Quetionnaire into the officid
ICC http:/mww.chesclub.com  webste, this was done by couching our
Quedionnaire into a frame on ther dte The survey is viewadle a
http://www.chessclub.com/surveysxy where “xy” an abitrary handle parameter
for demondration purposes  The quedionnaire condsts of basc demographic
questions and st of attitudind Statements on a Likert 1 to 7 scde. There is dso a
section meant only for the volunteers. We compare the handle parameter passed
during response to the data in this section and discard non-volunteer responses.

The net result of the combined chatbot and research assigtant promotion was
124 respondents, with 22 of those being volunteers (Hepers or Adminigrators).
Section 4 presents the results.

4. Analysis of Results

Table 1 shows the Principle Components Anaysis (using Varimax Rotation) of
the ICC Use ad Perceived Benefits Survey with n = 124. Five factors were
identified.

Table 1. Results of Factor Analysis of ICC Use and Percelved Benefits

. F1 F2 F3 F4 F5
Variables Promoters |Feel at Home| Addicts Socializers| Chess
and [Comfortable Focus
Community Userg|
Builders
| support real world community associated 734 232 -.159 -.0173 204
with chess
| support ICC community 732 .010 125 007 .248
| help other people 724 .006 229 77 187
| build relationships with ICC members 711 202 456 198 011
| often provide feedback to improve ICC 692 -.106 -.046 -.160 .037
| promote ICC to peoplei know 676 .006 -.180 -.016 231
Career advancement/professond visibility .610 135 042 029 .098
Red sense of community in channels| 605 -.084 -.068 -.092 -112
belong tc
Meet people and make friends 601 -.046 436 387 -171
| am tempted to participate as a hel per .588 -.073 193 -.060 .093
I’ve met peopleon ICC that | consider to .586 -.188 .068 -.063 -135
be good friends now

11
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Become known to |CC members 582 .156 483 228
Knowing member determines how much | -.013 809 013 160
trust in what they post

| would recommend | CC to red-world

chess players 071 781 126 131
ICC isan easy virtud spaceto navigate 165 672 -129 174
My mood improves after | login -.084 655 .097 -.031
| don't careif | improve in chess or not 316 -.636 034 -141
nothing wrong with people meeting first on .096 598 -.169 298
ICC and then dating in redl life

I’ve improved in chess Sincejoining .048 595 .168 -.153
| plan to renew membrshp .001 584 -.143 -.166
| fed a homewhenilogontoICC 278 576 155 -.149
| log on dmost every day .168 -.032 .666 -.140
| havefunonICC -.006 -.007 624 007
| am addicted to ICC .037 .260 593 =272
nonchess channels are entertaining 322 -.006 -.036 624
| CC does not interfere with redl world 124 084 .198 606
relationships

Guests are annoying 51 -111 119 -534
Peopl e interfere with enjoyment 407 -115 .096 -475
| CC help atmosphere policy works well 197 115 -.016 095
'Would not want to sociaize 022 -.146 049 -114
Learn about chess .083 .301 202 -402

025
-141

174

-.123
139
-.327

.166
150
.082
.003
217
-.194
-.059

.087
.700

521
447

4.1. Discussion of Results

Factor 1, labeed “Promoters and Community Builders’, demondrate a st of
persondity traits consgent with volunteeriam: these indude support of the ICC
and rea-world chess communities, the importance of helping other people the
importance placed on reaionships with other ICC members, and the willingness
to give feedback to improve ICC. This type of member is interested in proactively
dhagping the internd norms and rules of behavior (Kollodk 1996). The explicit
question “l am tempted to participate as a hepe” is incdluded in this Factor as
wel. Feactor 1 dso incudes the datements “red sense of community in the
channels | belong to’, “I meet people and make friends on ICC’, “I have met
people on ICC that are good friends now”, and the atitude that it is impaortant to
“become known to ICC members’. Thus sdlf-promoters are lumped in this Factor
as are the dtruistic community promoters. This category shows a high degree of
direct communication and interaction (Hummel and Lechner 2002). This andyss,
by lumping the explict “I am tempted to paticipate as a hdper” with more
generd atitude quedions, sheds light on a generd st of volunteer persondity
trats. Past research has noted the importance of persondity trats in the decison
to volunteer (Makus Mawille & d. 2000) (Penner and Finkdgein 1998);
sepaate andyss is needed to pursue the consequences of volunteering once the
decison has been made. ICC is receving payoff here from acknowledging its

12
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exiging corps of volunteers and providing aundant examples how socid and
technica contributions find their way into its daily operation.

Factor 2 is labded “Fed a Home [Comfortable Users]”. The type of member
described here finds “ICC an easy virtud place to navigate’; thus the visud tools
ae doing thar job (Millen and Petterson 2002). Also induded are “knowing the
member determines trust in their post”, “I would recommend ICC to red world
chess players’, “My mood improves &fter | log on”, “I care if | improve’, “there's
nothing wrong with people meeting on ICC firg and then dating in red life’,
“I've improved in chess dnce joining”, “I plan to renew my membership’, and “I
feel at ftome when | log on to ICC’. Thus we see members who are postive
about ICC and who derive both chessrdaed benefit and intangible mood-related
benefit. This is a payoff from the full-featured BLITZIN dient, the persgent
handles fomenting trust, and the wide range of communication support for
persond and larger group interaction.

Factor 3 describes the “addicts’. These people “log on dmost every day”,
“have fun on ICC’, and agree with the subjective assessment “I am addicted to
ICC". This factor did not cross load with the “I care if | improve a chess’
datement so we can infer this type of member has intangible needs met during the
logon sessions and does not place importance on the primary offering of the
sver, chess dudy and play. Like-minded individuds can band together without
fear of offense to the more serious players thanks to the communications
segmentation  drategies. Further andyds is indicated to study the logon times
(durations and petterns, eg. night-time vs. daytime, weekend vs. weekday) of this
type of member compared to the others.

Factor 4 is the “Socidize” member type. Here, “nonchess channds are
entertaining” (recdl tha ICC communication is segmented; members sdf-eect
channd membership), “ICC does not interfere with realworld reationships”
“Guegts are not annoying”, and “People who logon to ICC do not interfere with
my enjoyment of ICC.” Many guedts arive throughout the day and members of
this type enjoy the chadtic interplay of the new arivds and the established
population. These people are not interesed in chess play and study and sSmply
folow, and add to, the generd “noise levd” of the various ICC communication
pathways. ICC is receiving benefit here from permitting Guest and Trid Logins,
deferring revenue by providing a limited sample of what ICC has to offer. The
socidizers vaue the congtant influx of newcomers.

Fector 5, the “Chess Focus’, includes dtitudes one would expect from
members who want to concentrate on the game and not be disturbed by off-topic
broadcast shouts. These people agree that the ICC “amosphere” policy works
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well; a policy meant to curb offensve behavior. There is agreement with “I would
not want to socidize with chess players in red life” Thus Factor 5 is the
antithess of Factor 4, the “Socidizers’. For this member type, the ICC with its
segmented and policed channds, and its numerous tools to support chess play and
improvement, is a safe haven from the disturbances of the socidites. This is a
good example of a virtud community offering advantages over its reakworld
counterpart. It adso indicates that ICC is recaiving payoff from its economic
infrastructure, which supports professond lessons and exhibitions, and its large-
scde player database, which can be converted to a dandard format and
interoperate with other Internet chess data resources.

5. Concluding Remarks

This dudy has shown tha the ICC, with its multifaceted communication
drategies, rich visud interface, and support for explicit and implicit volurteerism,
is adle to provide vaue to each of the member categories we identified in the
Principle Components andyss.

Our discusson aso shows that ICC is a rich testbed for experimenta work. It
supports multiple modes of data collection and is an open environment for
methodologicd ~ software  implementation. The dassc  virtud — community
condderations of trust, reputation, identity, and economic infrastructure are dl
goparent in this environment and the linkage between virtud chess ratings and
real-wald chess raings offers an unusud tie to srengthen findings regarding
chess play in this environment.

We ae in the process currently of sudying ICC volunteers more closdy, to
understand more fully their decison to become a volunteer, and the consequences
of that decison. We are dso working with ICC management to congtruct a related
study which will focus specificaly on member retention.
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