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Extended Abstract

This master’s thesis investigates the different requirements for building an online commu-
nity, centered around V-Tuber model creation, using social media platforms. It conducts
this investigation by first researching into what exactly online communities are, and de-
termining that one should attempt to clearly communicate the community’s goal, member
roles, core activities, and rules, while also providing its members with a space to socialise.
It then proceeds to investigate what motivates V-Tubers and model creators to join online
communities, determining that an online community should motivate model creators to
improve their craft, allow them to showcase their work, and offer their skills to others,
in addition to also allowing V-Tubers to share their enthusiasm for the field, learn about
V-Tubing culture, the model creation process, and its different approaches, while also fa-
cilitating the contact between both parties and providing them with a sense of belonging.
It then investigates different ways of supporting online communities, determining that a
community should enable the use of socialisation tactics, and the formation of a sense
of group identity, while also allowing for good usability and sociability. Throughout the
research of this thesis, it was discovered that V-Tubers and their audience can be defined
as a diffused audience, which can be described through the spectacle and performance
paradigm. This was followed by an investigation into social media platforms, through the
scope of the honeycomb model. First the honeycomb model was explored and updated to
a modern context, by reevaluating elements of the model and showcasing modern exam-
ples within the framework of the honeycomb model. Afterwards, two of the most used
social media platforms by V-Tubers and model artist were chosen, those being YouTube
and Discord. These were then analysed through the honeycomb model of social media in
order to determine how well each platform facilitates the creation of an online community
about V-Tuber model creation. The analysis determined Discord as the preferred platform
for the purpose of building an online community, focused on V-Tuber model creation, and
proposes a concept for how one can build this community through Discord. The con-
cept was created by utilising a set of requirements established throughout this report and
showcasing how well we fulfilled, or aimed to fulfill the different requirements established
throughout the report. The thesis concludes by looking into how this concept can be fur-
ther expanded by utilising other social media platforms in order to garner attention for
our community.
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Chapter 1

Introduction

The world of online entertainment is one ravaged by constant change, which manages
to cater to both viewers' demand for new entertainment, and creators' wishes to express
themselves in unique ways. And while some of the trends created by these changes reveal
themselves to be mere fads, that quickly fade into irrelevancy, others are able to rmly
establish themselves within the world of online entertainment and stay relevant for years
upon years.

One such phenomenon is V-Tubing, the act of using a virtual avatar instead of a camera,
and a character instead of your real identity, when creating online entertainment content,
see gure 1.1.



Figure 1.1: The V-Tuber Juniper Actias showing off her V-Tuber model to her viewers. By using a camera in
connection with special software, the model is able to mimic movements of the body, mouth, and eyes (Actias,
2022).

While years ago this phenomenon was originally pioneered by a select few people,
it has since then rmly established itself as a staple of online video sharing and live-
streaming, with thousands if not tens of thousands of so called Virtual YouTubers (V-
Tubers) producing content today (User Local, 2023). However, the process of becoming
a V-Tuber has always been riddled with different complications and thus has a higher
barrier of entry compared to more traditional forms of online video content, like using a
face-cam, which is primarily caused by the need for someone to create the virtual avatar
used for V-Tubing (Kracht & Petersen, 2022b).

Throughout our previous research, we have discovered that both these model creators,
as well as V-Tubers, face similar struggles in this regard, primarily in that new and up-
coming V-Tubers have dif culties nding available model creators, which they can afford,
and smaller model creators have dif culties nding V-Tubers in need of their services
(Kracht & Petersen, 2022a, 2022b). With these struggles being so similar to each other, we
hypothesise that by facilitating the connection between V-Tubers and model creators, this
issue can be solved, and thus the barrier of entry for both V-Tubers and model creators
can be lowered. While this facilitation can be conducted through several different ways,
we speculate that the creation of an online community focused on the creation of V-Tuber
models could serve an effective way of doing so, due to the fact that V-Tubing is an almost
exclusively online phenomenon, with most V-Tubers engaging in livestreaming of some
kind, and the fact that model creators are primarily advertising their services on online



social media platforms and communities (Kracht & Petersen, 2022b). Since social media
platforms are often used by V-Tubers, and can be used as a means of facilitating online
communities, it would be very relevant to investigate how social media platforms can be
used for the purpose of creating an online community focused on the creation of V-Tuber
models. With all of this in mind, we pose the following Problem Formulation:

What factors motivate V-Tubers and model creators to join and connect with online communi-
ties, and how can this knowledge assist in building a successful community focused on V-Tuber
model creation?

As a means of answering this problem formulation, this report will investigate what on-
line communities are, what motivates V-Tubers and model creators to join them, how
these online communities can be supported, and how social media platforms hosting on-
line communities can be analysed. Afterwards, this report will investigate and analyse
two different social media platforms in order to nd out how these can support building
an online community focused on V-Tuber model creation.



Chapter 2

Understanding Online Communities

This chapter intends to explore what exactly an online community is, so as to gain a
better understanding of the subject area and increase the odds of creating a successful
online community based around the creation of V-Tuber models. To start with, we will
go over some of the key aspects of communities in general and investigate how these can
be applied to online communities. Lastly, this chapter will go over some of the aspects
that are unique to online communities, speci cally. We will then conclude with a new
understanding of online communities, and a new research question to further guide the
next part of the report.

2.1 Online Communities

Online communities can both mean and be many different things, and have a lot of dif-
ferent perspectives, depending on the scienti c background of the researcher and the
paradigm they work within (Preece & Malony-krichmar, 2003). This also means that get-
ting to a unilateral agreed de nition of Online communities can be dif cult, since different
disciplines may weigh different element of online communities higher. That doesn't mean,
however, there are not elements or characteristics within communities which are often,
if not always present. In 1996, a multidecipline group of academics met at workshop to
discus and de ne core characteristics of online communities (Preece & Malony-krichmar,
2003; Whittaker et al., 1997). These attributes are:

* A shared goal, interest, need, or activity, which serves as the reason for a member to
be a part of the community

» Shared interactions between the members of the community, which are repeated

» A shared set of resources for the community, as well as rules on how to use said
resources

» A shared sense of reciprocity between members of the community

4
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» A shared context for the community, which can include aspects such as language,
protocols, and or social conventions

As an example, a community built around the idea of watching and discussing a spe-
ci ¢ V-Tuber group, such as the community Discord server Holopro EN Fan server, a
server for the corporation hololive english division (COVER Corp, 2023; GoldElysium et
al., 2023; @hololive_En, 2021), would have watching and discussing said V-Tubers as it's
shared goal, as this would be the main motivation that every single action of the commu-
nity would most likely tie back to. The shared interactions between the members could
take the form of watching and discussing the V-Tubers' streams, while the shared resources
could potentially be both the time people dedicate to the community, and the money peo-
ple donate to support the V-Tubers. A real world example of the latter would be the time
a V-Tuber fan community came together to rent out a billboard on Time Square in New
York City, to wish the V-Tuber Ninomae Ina'nis a happy birthday, see gure 2.1.

Figure 2.1: After being rented out by members of a V-Tuber fan community, this billboard in Time Square
displayed fan art of the V-Tuber Ninomae Ina'nis created by members of the community for almost a full
minute (EtchySketchy, 2021).

The shared sense of reciprocity among community members could come from more
indirect things, such as actively part taking in the discussion over a speci ¢ V-Tuber and
acknowledging the existence of the other community members, or more involved things,
such as producing fan art or memes for the community. Lastly, the shared context for this
example could take the form of certain expressions and terms used within the community,
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such as using nicknames to refer to the fans of a specic V-Tuber, as well as a code of
conduct for how to behave during the streams of the V-Tubers the community supports. A
real world example of the nicknames used by V-Tubers and their fans could be how the fan
base of the aquatic themed V-Tuber Gawr Gura is of cially called "The Chumbuds", while
those fans that support her nancially are referred to as "Shrimps" (Gawr, 2020; Oniikami,
2020).

In addition to these primary attributes of communities, Whittaker et al. (1997) created
a list of secondary attributes for communities. These secondary attributes are:

Different roles and reputation

An overall awareness of the boundaries of membership and group identity

» A set of criteria for initiation

A shared history, as well as a long duration of the community

* Some form of rituals and events

Voluntary membership

A shared physical environment

If we once again apply these secondary attributes to the context of a community fo-
cused around V-Tubers, the different roles and reputation could take on the form of peo-
ple becoming moderators of the community, as well as certain fans becoming really well
known within their given community. A real world example of the latter would be how
the artist Wal e became so well known for their small gif animations and art style, that
some of the V-Tubers they drew art of had models made to resemble their art style, see
gure 2.2.

Figure 2.2: Art by the fan artist Wal e (left) (@wal eee, 2023) being adapted into the 3D avatars of Hololive's
Myth V-Tuber group (right) (Watson, 2021).
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An example of the boundaries and group identity provided by the group identity of
the community, could be as simple as community members referring to themselves as a
member of said community, like how the fans of the grim reaper themed V-Tuber Mori
Calliope refer to themselves as "Dead Beats", despite the fact that the term originally carries
negative connotations (Mori, 2020). It could however also be how certain members of the
fan base pay a subscription fee each month in order to become a channel member of the
V-Tuber they watch, which gives them both access to certain features and further indicates
them being part of a speci ¢ group (YouTube, 2023). An example of this can be seen in
gure 2.3.

Figure 2.3: An example of the bene ts provided by becoming a channel member of the V-Tuber Nanashi

Mumei (left) (Nanashi, 2023b). When commenting on a livestream or video by the creator one has purchased
a membership for, a badge will appear next to the commenter's name depending on the tier of their purchase
(right) (Nanashi, 2023a).

On another note, paying this subscription fee could also be seen as ful lling the ini-
tiation criteria for becoming a part of this speci c community. As for the shared history
of a community, an example of this could be how the fan driven Virtual YouTuber Wiki,
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chronicles the entire history of a given V-Tuber, as well as any major events that occurred
throughout this time frame (Virtual YouTuber Wiki, 2023). What exactly constitutes as a
long duration for a community is rather dif cult to say, however, as there seems to be no
universal standard or average length for the duration of a community. An example of rit-
uals and events that a given community might part take in could be a so called subathon,
in which a V-Tuber or other streamer will continue to stream uninterrupted, so long as
people keep donating to the stream (Robinson, 2023). Due to the nature of this event, it
often becomes an occasion for the community of a given streamer to come together, in an
attempt to ensure the stream goes on for as long as possible, such as when the community
of the V-Tuber Ironmouse kept her subathon going for 31 days (u/we_live_ina_society,
2022). The fact that V-Tuber communities don't force people to join them also makes these
communities a good example of voluntary membership, in that there are rarely if ever any
forms of repercussion in place, should a community member wish to leave the community.

Lastly, while the secondary aspect of a shared physical space obviously does not apply
to online communities, it could be argued that the online and virtual spaces inhabited by
online communities serve as a stand in for the otherwise missing shared physical space.
In that case, this could possibly apply to both direct imitations of physical space, such as
virtual worlds, and more abstract spaces, such as chat rooms and web pages, although
the synchronous and asynchronous nature of the respective spaces should be taken into
account (Preece & Malony-krichmar, 2003).

Both the core and secondary attributes listed by Whittaker et al. (1997) also share some
similarities with the key components of good sociability for online communities, suggested
by Preece (2001). While these components do not try to de ne what makes a community,
they none the less describe key components to keep in mind when investigating online
communities. These key components are as follows:

» Purpose: Why are people part of the community?
» People: Who is a part of the community and which roles do they take within it?

 Policies: How are things done within the community, in terms of rituals, rules, his-
tory, etc.?

When comparing the two sets of attributes by Whittaker et al. (1997) and Preece (2001),
both seem to agree on the notion that understanding the reasons for people joining a given
community seem to be a crucial factor for both understanding the given community and
ensuring that it thrives. Similarly, the idea of a set of practices being central to the com-
munity can also be found within both attribute sets. Where these two sets of attributes
differ is in how they think about the actual members of the community in question. While
Whittaker et al. (1997) focuses on the community as a collective entity, and places different
roles and reputation to be a secondary attribute, Preece (2001) emphasises the importance
of understanding who joins a community, and which roles they take, for enabling sociabil-
ity within said community. Despite the fact that a community does not necessarily require
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people to take on speci ¢ roles for it to function, the fact that the wide majority of online
communities will inherently have some form of roles in place, through positions such as
moderators, makes this none the less an area worth investigating.

One interesting aspect that has been observed in regards to online communities is the
formation and existence of power law distributions, that is to say that there are a select
few community members which experience a signi cantly higher level of popularity and
number of relationships, compared to everyone else in the community (Johnson et al.,
2014). While this phenomenon has previously been explained through Barabasi and Albert
(1999) model of preferential attachment, suggesting that newer members try to connect to
those with more connections, Johnson et al. (2014) propose that this power law distribution
isn't the result of merely a single mechanism like preferential attachment. Rather it is
suggested that a mixture of mechanisms, such as preferential attachment, direct reciprocity,
indirect reciprocity, and least effort, serve as better representations of the formation of
power law distributions within online communities. This distribution is a relevant factor
to keep in mind, as it could be argued that such a concentration of popularity on a few
individuals is what has lead to the formation of some of the current issues faced by the
V-Tuber creation community at large. Among others, these issues include that a few select
model creators are getting swarmed with commissions for V-Tuber models, while smaller
artists rarely get any attention at all.

2.1.1 Online Communities, Third Places, and Fourth Places

Online communities can also be further investigated through the lens of both Third Places
and Fourth PlaceqOldenburg & Brissett, 1982; Simdes Aelbrecht, 2016). Oldenburg and
Brissett (1982) describe aThird Placeas a location independent of an individual's home,
the First Place or workplace, the Second PlaceAs such, Third Placesdon't carry any of the
preconceptions of a person's home or workplace, and thus can serve as places where peo-
ple can freely socialise and interact with one another. Fourth Placeson the other hand are
described by Simdes Aelbrecht (2016) as being a lot more public than Third Places while
also facilitating the connection between complete strangers. Simdes Aelbrecht (2016) fur-
ther states that "They are characterised by “in-betweenness' in terms of spaces, activities,
time and management, [...]" (Simdes Aelbrecht, 2016, p. 1). While most online platforms,
seem to t this description of Fourth Placesdue to both the interactions between strangers
and most websites and forums being publicly accessible, sometimes even without creat-
ing an account, the fact that Fourth Placesdon't have a similar focus on conversation as
Third Placesindicates a closer connection to the latter, rather than the former. Addition-
ally, despite most online communities being publicly accessible, it could be argued that
the community being con ned to a speci ¢ space in the form of a website, a chatroom, an
application, or something similar, helps to establish a similar sense of its own semi-private
space, much akin to the pubs mentioned by Oldenburg and Brissett (1982) when describ-
ing Third Places It can therefore be speculated that the sense of wholeness provided by an
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online community as a Third Placecould further help to understand how said online com-
munities can overcome the boundaries by not having a more traditional shared physical
space, as suggested by Whittaker et al. (1997).

2.2 Summary on Understanding Online Communities

Based on our initial research, we can conclude that online communities, much like com-
munities in general, are primarily formed around an overarching goal, activity or area of
interest. As such, it becomes clear that we need to be able to clearly communicate what
our community is about, in order to attract people relevant to it. Furthermore, these com-
munities have some form of activities, rituals, and events through which they interact with
one another while following a set of norms established by the community. The members
of these communities will often times, but not always, take on some form of roles within
the community, such as moderators to regulate the behavior within the community and
ensure that the rules and norms of it are being upheld. Our community should in turn
feature a clear set of rules, and a set of core activities, while we also need to properly
motivate community members to undertake certain roles, such as moderators. While not
always required, there is also a good chance that members of the community will form
some form of group identity around it, which is something we should encourage through
our own community. It has also been observed that communities will often experience
some form of power law distribution, with certain community members having signi -
cantly higher levels of popularity than others, something we also need to be aware of and
ready to potentially tackle. While traditional physical space does not seem matter much
for online communities, the community does need some form of space for interaction to
take place, whether that be a chat room, a virtual world, or something similar that can
ful Il this role. When creating our online community we need to make sure that we ful Il
this need of a space for interaction between the community members.

As such we deem based on this research that a social media platform needs to ful ll
the following criteria, in order for us to use it for building our online community focused
on the creation of V-Tuber models:

It must clearly indicate what the community's overarching goal is, in accordance
with section 2.1

It must clearly show the roles of different members of the community, in accordance
with section 2.1

It must clearly communicate the community's core activities, in accordance with
section 2.1

It must clearly communicate the rules of the community, in accordance with section
2.1
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* It must provide the community with a space to interact and socialise with each other,
in accordance with section 2.1.1

Throughout this investigation of what an online community is, it has become increas-
ingly apparent that the core goal of a community is one of its most important aspects, as
this is the key reason why a person might join said community. To further investigate this,
we ask the following question: Why do new and upcoming V-Tubers, as well as V-Tuber
model creators, join online communities centered around V-Tuber model creation?



Chapter 3

Motivations For Joining Communities

This chapter will start with an investigation of data gathered by (Kracht & Petersen, 2022a,
2022b), in order to uncover the motivations for New and Upcoming V-Tubers, as well as
V-Tuber model creators, to join online communities. Furthermore, we will investigate how
these creatives transition from audience to creator, and how they form their roles within
these V-Tuber communities as their skills within their eld increases. We will also brie y
describe how online communities additionally can be viewed through the lens of cultural
citizenship. Finally, we end this chapter by summarising a set of criteria that should be
met in order to support these creatives motivation to join communities centered around
avatar creation.

3.1 Understanding Motivations for Joining Communities

In order to understand why V-Tubers and model creators would join online communities
focused on avatar creation, one should rst gain insight into how these creatives discovered
V-Tubing, why they chose to engage with the creation of virtual avatars, and what content
an online community, focused on avatar creation, should support in order to meet their
needs.

Kracht and Petersen (2022b) has in their report, VTRI - An exploration of how to create
value for upcoming V-Tubers, artists, and rigganeated a concept for what an online service
for avatar creation could look like. To create their concept, Kracht and Petersen (2022h)
interviewed three riggers, artist, and modelers, which will be referred to as model creators,
and ve new and upcoming V-Tubers, in order to understand the struggles that may occur
during the avatar creation process. While these insights were originally meant to under-
stand where a service for avatar creation could create value for these model creators; they
may also give insights into ideas for what content an online community focused around
avatar creation should support for its members. This section aims to investigate this based
on the data from the interviews of Kracht and Petersen (2022b), while highlighting po-
tential areas, which are still left uncovered by Kracht and Petersen (2022b). To support

12
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