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EXECUTIVE SUMMARY

This plan (“GDC Community Plan”) deals with the Internet strategy of the Global
Development Commons Project with respect to online community building. Popular Web
2.0 tools are investigated alongside their application to GDC’s needs, with a strong
emphasis on social networking, content generation and partnerships. The objectives of
the GDC Community Plan include outlining the Internet trends important to GDC’s
potential community and recommending the appropriate strategy and tools for adoption,
including a correct project placement and the inclusion of community leaders to identity
generation.

This plan is not a finished document, since it counts just on the insights of the author in
her work inside the GDC consultancy team. Thus, the author will also identify critical
dependencies for the GDC online community building strategy that will receive support
from USAID and its subcontractors involved with the GDC construction. This plan also
intends to comply with Section 508 accessibility guidelines under USAID guidelines.

The application of Web 2.0 technologies has radically changed the way that online
communities evolve and interact. Rich Internet applications such as web-based email,
instant messaging, Content Production and Distribution Platforms (CPDPs) such as blogs,
wikis, and media-sharing platforms, and Social Networking Platforms (SNPs) have met
with wide adoption from web users. SNPs such as Facebook, Linkedin and Ning have
become extremely popular recently, and create an interactive space in which users can
connect to each other and share information (e.g. personal details), media (e.g. photos)
and other types of content and tools (e.g. viral software applications).

Every major Web 2.0 tool mentioned in this GDC Community Plan fulfills a particular
collaboration niche that could be adopted by community members. GDC’s community
includes USAID, its subcontractors, partners and beneficiaries and other groups working
to achieve social progress globally. They are generally busy professionals with different
levels of Internet literacy and access, and would benefit in various ways from an
interconnected online community.

The success of the project will depend in large part on identifying the key members of the
community that are likely to derive early benefits from the GDC and serving their needs
with an appropriate mixture of content, tools, and relevant projects. Certain tools are
probably already being used to facilitate some individual projects, but there is still major
scope for improvements, linking and cross-community building. Thus a more advanced,
multi-platform shift is required to support creation and enhance group interactions.

In order to capitalize on the benefits of social networking but also retain member privacy
and allow for GDC customization, the Ning SNP is a good option. It could become a
platform hub of the GDC community, allowing members to share information, blogs and
media content privately or in groups. Ning is free to users (supported by Google Ads) and
is the foundation of over 250,000 social networks — including a hub for educational social
networks at ' - that might serve as a model for the GDC. We
might expect users of the GDC primary networks to in turn create their own new
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networks that serve more specific needs inside a broader “hub” of development
maintained and inspired directly by the GDC.

Taking into consideration USAID regulations, the Ning SNP could be also easily
substituted by a formal hub website to be developed by a contractor as the door for the
GDC world (The GDC Website). The GDC Website should increase its marketing
visibility, working as a focal point on information about the GDC, its mission, buckets
and horizontal projects, but also works as the entrance for the community flow.

The strategy encompasses a series of actions and the tools related such as:

(a) Direct communication with members can be developed by engaging them through

Facebook (for group messages), or the open source (for
microblog updates), an Wiki Agenda on (for events), (for
professional grouping), (for threads group discussions and experts

presentations on vertical and horizontal topics).

(b) Events networking and instant communication is also possible through the use of
SNPs such as , - , ~ (for instant messaging), and
others.

(¢) Content generation through GDC Website imbibed blogs features and links,
and - (for connection with Live Web - blogsphere)
(as the wiki platform), (social bookmarking) and
(for RSS web feeds and content syndlcatlon) associated with
(for better content mashups and filtering) and for audiovisual
distribution. A wiki could also be used for community-based
knowledge, toolkits, and best practlce building. Finally, through mashup, using
applications such as , strategies and contests will call on the
community to input and share data and combine it with GIS data and applications
in order to attend specific basket needs, generating new applications and
knowledge.

(d) Online discussion through chat or forum rooms imbibed in the GDC Website are
also necessary for threads group discussions and experts presentations on vertical
and horizontal topics.

(e) Rating system enables the community the ability to provide feedback on the
featured web content, e.g. activities, tools, blogs, etc. It is important to note that
some voting systems are proprietary and therefore more difficult to use, while
others may not comply with section 508..

However, this strategy cannot be tool-driven, since communities are made of people. It is
best to think of these tools as serving the integration of existing community members, the
recruitment of new community members, intercommunication among the community
outside the traditional “controls” of centralized management, and the creation, provision,
and remix of community-relevant content. Strategies to identify the interests and needs



that incentivize initial community participation are essential and will be also explored in
this GDC Community Plan.

This strategy includes identification of stakeholders, a research of existing projects, goals
and interests through direct research, and interviews via phone and web-based
questionnaires. This constant communication with the target community will also assist
in the identification of key community-leaders and task distribution on a partnership
and/or volunteer basis. This critical phase will guide decision-making on the types of
activities to engage in, the approach (offline/online, hosted/independent) and the constant
follow-up on technology implementation success inside the GDC ecosystem. Finally,
metrics that articulate dimensions of value (loyalty, affinity, time engaged, etc) are also
suggested in order to evaluate community-building efforts.

In the future, GDC members will be connected to each other across multiple platforms
and utilities, creating a rich, rewarding interaction experience, increasing the possibilities
of partnerships and projects cross-community. Correct implementation is critical to
achieving sustained user adoption in a new system. The adoption of interoperable
standards and a policy that tackle the “commons” concept is crucial to generate in the
target community a sense of “belonging” to a effort that aim a bigger and common goal:
development.
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1. Introduction

1.1. Subject of GDC Community Plan

This GDC Community Plan deals with the Global Development Commons strategy
regarding its online community building. The GDC Community Plan focuses on the
possibilities opened by popular Web 2.0 technologies, dealing with four main areas:
people, tools, policy and project placement.

1.2. Background

During the GDC vision workshop and follow up conversations, DAI approached the
author with the objective to develop and implement the GDC online community with
special interest in Web 2.0 technologies and also policies to foster the “commons” idea
inside GDC. This GDC Community Plan represents a proposal developed by its author,
Carolina A. A. Rossini, to the USAID/DAI GDC core team.

1.3. Objectives of the GDC Community Plan

O - The objectives of this GDC Community Plan are therefore to:

e Inform the construction of the GDC community;

o Outline the principles of online community building inside a
“commons” concept;
o Outline the major online trends;

e Make recommendations for the GDC project:

o Define and prioritize tangible next steps for the GDC for building
community and content

o Define and prioritize technologies and applications, distributed by
action lines;

o Define and prioritize community-needs;

o Define and prioritize themes and cross-themes to catalyze community
interest;

o Identify critical dependencies for the GDC online community building
strategy.

1.4. Scope and limitations of the GDC Community Plan

O It must be noted that this project is not intended as academic research, but instead a set of
strategies and steps that reflects the insights of the author with respect to the challenges
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faced by GDC in relation to community building through the effective use of Web 2.0
applications. It is more like a cookbook than a thesis. This GDC Community Plan is also
an ongoing project that will evolve based on the accomplishment of each of its phases,
the feedback of USAID/DALI and the feedback of the community that will be engaged.

1.5. Structure of this GDC Community Plan

This GDC Community Plan begins with a map of the concepts necessary to achieve a
common language among the participants of the core and consultant teams - a glossary of
sorts.

It goes on to outline the principles of online community building inside a “commons”
concept and to outline the major online trends.

The plan utilizes research of the USAID site and partners to define and prioritize
community-needs inside the baskets defined by the GDC: Investment, Education, Energy,
Health, Disaster Management, ICT for development and Innovation and Partnerships for
development, to start. In relation to partnerships and community, the plan will follow a
three-step strategy:

1) discover and connect the members of the community that are already on the
web and using tools;

2) use relevant projects such as the GIS mapping to attract offline members of the
community to the web to use tools;

3) identify and convert offline content into online content under appropriate legal
conditions.

Finally, the plan defines and prioritizes possible themes and cross-themes that might
catalyze the community interest, a key factor to incent community discussion and
content-generation engagement.



The rise of Web 2.0 has radically changed the way that online communities evolve and
interact. During the 1990s, online community interaction was generally limited to Usenet
groups, chat rooms and online forums. The emergence of rich Internet applications over
the last few years has opened up a plethora of technical possibilities, empowered
individuals and changed the way that users interact with the Web. It has marked the
change from transactions to interactions.

People have become familiar with these new technologies of online interaction, and often
expect them from current Web services. In particular, social technologies and services
have been heavily adopted — perhaps because at the fundamental level they make it easier
for people to connect with each other not taking into consideration barriers of time,
classes or countries. The various types of technologies and value-added services that have
become popular in recent years will from this point on be referred to as “tools”. The
reason for this is that they have become practically ubiquitous over the Web, and the
question now posed to those building online communities is usually “Are you making use
of this?” and not “Is this possible?”.

Tools can be divided into various types of platforms (“macro tools™) as well as features
that fit into platforms (“micro tools”). Today, the average young Web user (and
increasing numbers of older users) makes use of these tools on a daily basis, especially
when interacting with others. Tt is therefore highly advisable that any groups wishing to
develop online interaction systems observe and utilize these trends.

However, it is important to recognize that many stakeholders are not part of the group of
technology first-adopters. Many people who have “used the internet” will not necessarily
have “been in cyberspace” or “felt part of an online community” — for reasons varying
from generational gaps to economic hardships. Thus, the adoption of a strategy that
includes Web 2.0 tools has to take into consideration the diversity of stakeholders and
address it with respect and user-friendly techniques.
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Source: How business are using Web 2.0: A McKinsey Global Survey (2007)
2.1. Email and Instant Messaging

Email and instant messaging have been around since the beginning of the commercial
Internet. Web 2.0 technologies and the concepts behind it have expanded its uses,
allowing a creative combination of services and close and open strategies of
communication that contemplates the necessity of real-time communication (chat) and
non real-time communication (email). Also the integration of emails into the social
networks platforms, such as Facebook, allows the communication inside “cause”
communities for cause-specific mobilization.

This Web 2.0 integration has also expanded to include the use of emails and chat for
microblog feeds. This possibility leverage the individual that now, from any point of
access to the web, such as a computer or a mobile phone, can produce and share
knowledge and network instantaneously.



2.2. Blogging

Blogs are platforms for content publishing, in this sense they are viewed as simply online
journals. Their massive spread was perpetuated by the rise of free services (with
advertising-driven business models) such as Blogger, Wordpress and TypePad. However,
different from traditional journals, blogs allow commenting and archives sharing, such as
photos. Blogs manage to work as effective mediums for communication amongst groups
of people with interest in a common topic; I follow five blogs related to intellectual
property, for example, to maintain a current status on academic research.

However, blogs are not a perfect platform for collective knowledge construction. They
are inherently individual for the most part, or at most, reflect a small group of editors.
Blogs are able to give voice for authors and allow readers to comment the news. Thus,
blogs have to be thought as a tool for unilateral content sharing or as the door to start a
discussion thread and directs the discussion to platforms that allows community
participation and discussion such as forums or wikis. They are the voices of the
individuals.

Blogs are also a perfect tool to open space for a more constant and linear participation of
the Community natural leaders. Thus, key strategies to Content generation and
Community identity building are:

o Identify already existing Blogs related to the issues that a Community will be
formed around;

e Identify the blogs they link to (Blog Roll);

e Invite them to the Community common space and .
Invite emerging Community leaders to contribute to Blogs created inside that
Community;

e Link them to your Community space through RSS feeds.

The Nature Network, a community for scientists, is a great example of building a pool of
community writers, and uses many features of SNPs below explored in this plan.
However, the Nature Network also illustrates the risks of building a bespoke platform, as
it lacks many features of the dominant free platforms such as blog feeds, Technorati
integration, and other desirable functions.
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Also, open the possibility to the community to evaluate your content to a vote system,
through submitting a blog content to systems such as “Digg This”, is an efficient manner
to understand how relevant X urgent is the content a blog is generating.

*a~~+the spurce ~f your fearlessness.
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2.3 Microblogging

Microblogging is most known as a tool for sending personal updates to friends - "I am
eating dinner at Boulevard" - but holds great promise for other, more important uses. For
example, one can imagine using a web service like Twitter to help organize social
meetings, or other demonstrations, but also to send disaster alerts under disaster
management strategies. An example is the use of Twitter to send alerts of arrest in China
during the Olympics. Microblogging systems might also be a great way to spread
awareness of new content in a commons to a community that primarily uses mobile
platforms to communicate and access internet resources.

Through Twitter, people can write a very short “tweets” (140 characters) that are
syndicated to other users, the “Followers”. This tool can also be used by institutions and
communities to quick communication for channel shifting; where the actors who have
more time and interest are able to read the entire content. In this sense Twitter can be
used as a project placement for external outreach. A good example is the use of twitter by
the Harvard Business Online. Used in this manner, Twitter can also be considered an
information overload manager.
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Another microblogging tool that expanded to integrate SNPs tools is Friendfeed, that
incorporates under one’s page all content services around the Internet this person uses,
producing mini feeds and hyperlink to the original content.

2.4. Social Networking Platforms (SNPs)

SNPs allow users to connect to each other and to communities of interest, and share
public or private messages, photos, videos and other content. SNP users tend to cluster
themselves around groups or applications of similar interest; thus, even within a broad-
based SNP such as Facebook, users form sub-groups around politics, clothing, schools,
and more.
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A increasing in popularity web server that allows people to create their own personalized
social networking is Ning. However, as a free service for its users, Ning business model
is advertising-driven, mainly through a partnership with Google.

o >

2.5 Wikis

Wikis are most known as platforms for collaborative authoring of web pages and content
fixation and sharing along the Wikipedia model. Their user-friendly edition platforms
ease content production, knowledge management and fixation of tacit knowledge.

Also, a more detailed look in some wikis construes the conclusion that wikis have also
evolved to asynchronous social networking tools, where stories, cases and profiles are
constantly updated and leaders and experts can be identified through the tracks of the
collaborative knowledge production. The lack of real time communication is bridged
through the use of emailing lists, online video conferences, among other tools.
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3. Community building strategy

a.) Community

3.1.a. ACTION 1: Define and prioritize tangible next steps for the GDC for building
community and content

3.1.a.1.) Identified but disperse Community

(1) Identify: USAID community: USAID already has a community that can be
brought into the commons such as people inside USAID funded organizations
and projects. They have to be brought into this at the launch of the project in
order to achieve GDC success.

a. USAID Champions — GDC Core
b. Internal Listserv — ’

(2) Interview: Some of the identified people will be interviewed by phone
and/or email, for a better understanding of their needs and interests, and
also their potential role within the community. The goal is to show these
actors that through this community, by investing time and resources, they
have a great deal to gain by participating. The crucial step is to identify
common expressed needs for an already identified but disperse
community.

a. 0 strategic interviews — Identified by GDC core, Interviews by Consultant
b. Questions related to how they would engage on the .net site, what tools
they would use — Consultant to draft, GDC Core to review

(3) Build Wiki: Leading communities will be identified and invited to contribute
to the first community-content-generation and fixation of tacit knowledge in
the GDC community wiki. Through the wiki technology the community
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can help to define and give clarity to commonly misunderstood term
within the tech-development nexus.
a. One option is to feature the case studies in the wikis
b. The second option is to hyperlink (cross link) to a blog given that
people start blogs in order to brand their ideas, and is therefore more
likely to take the time to post under their brand.
c. If we move forward with the GDC branding logo we could explore
what it would take to get bloggers to put a GDC brand on their blog.
i. Discuss with Carolina and others if any of these options can
utilize push and/or pull technologies, feeds.

(4) Build Blogs and Diaries: The first step will be to identify possible content
generators and leaders within the community. GDC team will be
responsible for identifying leaders to generate content for the blog, and
establish reciprocal links with the sites providing the original content.
Anyone will be able to join the commons with the option of starting their
own blog related to the Commons and commons-like projects.

a. Community members will be able to write about projects in which
technology and knowledge sharing were fundamental for their project
(which should relate to development)

(5) Interview/Questionnaire: Post short online questionnaire to identify
changing interests and needs, and to receive feedback related to the GDC.net
and how users are engaging.
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a. We won’t have enough time for preliminary interviews so instead we
will just do a questionnaire to be posted online for Phase 11I.

3.1.a.2.) Non-identified and disperse Community

A broader community must be called to participate. This community may be identified
within the development and the commons arenas of discussion.

(1) Search: The first step is to identify the “community digerati” — people that
already uses web 2.0 tools to talk about development. There are lots of ways
to find these people, but the obvious is:

a. Run a Technorati search, outreach and invite to join the commons
within GDC.net; with a list of key words and phrases related to
development, a set of Technorati searches will reveal the top-ranked
blogs related to development.

L.

il.

The GDC can then reach out to these blogs, which represent
the existing online community, to get input and feedback on
the GDC projects. This process will both provide credit to
those who led the way online for development and increase the
legitimacy of the GDC effort (as opposed to coming online and
“taking” the leadership away from the existing community).
These community members will not be asked to abandon their
existing blogs and sites, but instead be linked into the GDC site
as key members of the commons. The GDC site in this context
serves as the hub of an existing community.

~ A ATuLY XNre_e = 1:_ 4 'y SR A s

b. Blogroll selective quotation and posting into the main blog of the
GDC .net.

i.

ii.

A team member should be assigned to regularly surf the
content coming out of this online community, with the task of
identifying relevant posts and promoting/elevating these posts.
Quoting and linking is a key method for new blogs to gain
traction — there is a reciprocal quality to blogging, and this
practice ensures a better chance that the bloggers linked and
quoted will in turn link to and quote from original postings
made to the GDC blog. This is all part of connecting the GDC
online offerings into the existing online offerings in a culturally
relevant methodology.
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c. It is well established that a successful method to recruit members is to
give them online publicity. Thus, we can establish an online interview
series in which we ask a set of questions to these leaders and then
publish them on the blog, archive them on the wiki, and collect into
regular files to send out on email and the SNP systems we establish.
Experts can also be invited to discussion threads through the GDC
mailing list, allowing interaction within the community.

(2) The second step is to identify the “offline literati” — people who are relevant
to the GDC who use the Internet (transactions) but are not part of the
cyberspace (interactions). This group will be target as sources for interviews;
contact list; recruitment into the commons as a leader with the objective of
content generation and also can take the message of the GDC to their offline
environments.

(3) Finally, build an “Impact factor analysis” base on top authors and their co-
authors, the people who cite them and the people they cite to identify thought
leaders and opinion leaders to be invited to the GDC. The second objective is
to build a background library of content to be hosted inside the GDC using

b.) Content Generation

The steps above are intended to identify the community, but as we noted earlier, a
commons 1s content, community and contracts enabled by technology. Thus the
same processes that identify community will identify content.

Moving forward at the same time as this effort to generate content is a call to
collaborate, sent to the GDC community in order to develop, format and post of a
web catalog of relevant content. By doing this, gaps can be identified in content
for creation and for funding prioritization.
a. We hope to automate most content and crawl what alrcady exists
online. The rest of the GDC team will help you identify according to
this plan, we will pass you a document with identified content.
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b. The users will drive the rest of content once the web design is clear. If
community participation is poor, team members will contribute
themselves or seek content contribution through their contacts.

1) It is probably best for the GDC to start with a defined subset of these tools.
We should began with a social network platform built around Ning that
incorporate additional elements such as: email list via Google Groups (it
should be noted that we may not be able to show people’s email); a
SocialText wiki; and a GDC.net blog and service to build Diaries based on
the same GDC blog technology (ideally Ning, because it allows us to start
right away), and allowing RSS feeds and other services such as:

a) We should experiment with twitter and mashup, but let the community
guide us as their real utility. In any case, a GDC Twitter, under
responsibility of one of the editors of GDC.net account as one of the
GDC communication channel.

" r—l

3.2.b. ACTION 2. Define and prioritize technologies and applications, distributed by
action lines;

3.2.b.1.) The strategy of community building above described encompasses a series of
actions and the tools related such as:

Y

2)

Direct communication with members can be developed by engaging them through

Facebook (for group messages), ~or the open source ~ (for
microblog updates), an Wiki Agenda on (for events), - (for
proflessional grouping), - (for threads group discussions and experts

presentations on vertical and horizontal topics).

Events networking and instant communlcatlon is also possible through the use of
SNPs such as . \ (for instant messaging) and
others.

19



3) Content generation through GDC Website imbibed blogs features and links,

- and : (for connection with Live Web — blogsphere),

.. (as the wiki platform), . . .  (social bookmarking) and
(for RSS web feeds and content syndication) associated with :
(for better content mashups and filtering) and and flicker for
audiovisual distribution. A ‘ - wiki could also be used for community-
based knowledge, toolkits, and best practice building. Finally, through mashup,
using applications such as -, strategies and contests will call on the

community to input and share data and combine it with GIS data and applications
in order to attend specific basket needs, generating new applications and
knowledge.

4) Online discussion through chat or forum rooms imbibed in the GDC Website are
also necessary for threads group discussions and experts presentations on vertical
and horizontal topics.

3.2.c. ACTION 3. Define and prioritize community-needs.

ACTION 1 will also provide, as seen, a series of inputs for identifying and systematizing
community-needs. This systematization may include web surveys with the community in
order to understand the urgency. This process will be conducted informally with LOE to
be determined in Phase II1.

3.2.d. ACTION 4. Define and prioritize themes and cross-themes to catalyze
community interest.

This is the analysis portion. From the interviews and web surveys, an informal report
synthesizing key results and recommendations will be quickly drafted and sent to the
GDC team one week before a team meeting where reactions can be distilled and priorities
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set. Again, this is an informal process with the results possibly being used in our final
recommendation paper. Consultant will be the lead in collecting and interpreting the
findings (again, informally, as comments). If this information can be collected through an
automated process this would be ideal.

3.2.e. ACTION 5: Impact assessment

Implement tools to GDC.net impact assessment. This action will use inputs from the
actions defined above, but also will use web-based tools such as to measure the impact
and interest of the GDC.net site. We would like to use Google Analytics.

Critica
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