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ABOUT OUR PARTNERS
FEATURED

Higher Logic is an industry leader in cloud-based
community platforms. Organizations worldwide
use Higher Logic to bring people all together, by
giving their community a home where they can interact, share ideas, answer questions and stay connected. Our goal is to help your organization with
deeper engagement and meaningful interactions
for your customers.
https://www.higherlogic.com

Igloo is the leading next-generation intranet platform. Through its portfolio of digital workplace
solutions, Igloo enables customers to address challenges related to communication, collaboration,
knowledge management, employee engagement,
and culture. Igloo integrates with the apps and systems businesses relies on and centralizes information for a more productive and engaged workforce.
https://www.igloosoftware.com

PREMIUM

Breezio is an innovative, content-driven online community platform. We deliver unique collaboration
and learning management capabilities. We are not
just a platform! With our decades of knowledge
and expertise, we can also guide your strategy. We
make sure you get the most out of your community.
http://bit.ly/2qYLw85

The cloud-based inSided platform for self-service &
commerce combines AI with the human power of
your own customer community and provides your
customers with relevant answers wherever they are
in the customer journey by integrating community (content) easily in search, product and support
pages as well as apps and software.
https://www.insided.com/

Create engaging communities and connected digital experiences with the world’s #1 CRM platform.
https://sforce.co/2jo2APD

Telligent, a Verint company, gives organizations
100% control of their online brand experience with
social collaboration and Intelligent Self-Service
tools that drive real business results. Online Community, Social Listening and Engagement, Knowledge Management and Intelligent Virtual Assistants
improve customer engagement, reduces support
costs, strengthens customer loyalty, and increases
sales.
https://www.telligent.com

Vanilla Forums provides an enterprise cloud-based
community software used by top brands to better
engage customers, drive loyalty, empower advocates and reduce support costs.
http://links.vanillaforums.com/theCR2018.

Your people.
Your process.
Your information.
Your digital workplace.
Igloo is the leading next-generation intranet platform – we call
it a digital workplace. Our Solutions as a Service model helps
customers to address challenges related to communication,
collaboration, knowledge management, employee engagement,
and culture. It’s time to improve the way you work.
Discover Igloo.
igloosoftware.com/demo

Copyright 2008-2018 Igloo Inc

METHODOLOGY
The data published in this report was collected
from 383 community programs between January
and March 2018.

practitioners think and feel about their place in the
community space at this current time. Once the
survey was opened, it was shared within TheCR’s
and TheCR Network SOCM working group’s circles
and our team encouraged those who took the
survey to share it within their circles as well.

As in all of previous reports, members of TheCR
Network helped shape the research survey and
approach through a working group. Every year,
a working group of members helps us define the
research scope, identifies opportunities to dig
more deeply, provides feedback on the research
instrument, and then helps us prioritize the data
points that are the most valuable to practitioners.
This collaboration has allowed us to continually
improve the scope, delivery, and depth of the
research.

This led to a self-selected group of survey
respondents, and our demographics reflect that.
This survey does not necessarily reflect overall
industry trends, but it does show and explain what
this portion of the community management space
is experiencing.
Once the survey was closed, TheCR’s research
team conducted data cleaning and analysis and
collaborated with TheCR Network SOCM working
group to discuss trends and key findings. The
product of that collaboration is the report that you
are reading right now.

The Community Roundtable research team
collaborated with the TheCR Network SOCM
working group to develop a comprehensive survey
that would measure what and how community
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Executive Summary
Communities are key mechanisms that accelerate organizational transformation. The impact of
communities is broad and deep, addressing strategic, functional, and individual performance by
making knowledge transparent and easy to access.
This ninth State of Community Management report includes data from 383 companies that
represent a variety of industries as well as both internal and external communities. The research
demonstrates the success community programs are having and identifies a key disconnect
between that success and securing needed resources to extend the potential of the community
approach.

KEY FINDINGS
The research confirmed that:
•

Communities are change agents: Community programs impact multiple functions,
stakeholders, and departments in organizations. They have immense potential to be agents
of change by efficiently dispersing knowledge and information across organizations and
their markets.

•

Communities create transformational value: Community programs show an average ROI
that exceeds 2,000%. They enable behavior changes that directly impact profitability and
revenue generation, while also having an overwhelmingly positive impact on brand and
cultural sentiment.

•

Community teams are underfunded: Community professionals are burnt out due to
increasing success and workloads without the accompanying increase in resources and
support. This is limiting impact.

Community programs are not reaching their full potential to impact strategic goals and
transformation due to a lack of resources coming from the executive level.

RECOMMENDATIONS
Based on these key findings, we recommend that organizations:
•

Invest in integrating community approaches into any process where information flow is
critical.

•

Conduct an assessment of what the community program needs to reach its full potential,
while also identifying major roadblocks that are unique to the organization and its market.

•

Fund the acquisition of business skills for community program teams so that strategies are
aligned with organizational goals and success is reported in meaningful ways.

•

Allocate resources to community programs for developing comprehensive strategies,
aligning strategies with metrics, and supporting execution.

THE STATE OF COMMUNITY MANAGEMENT 2018 •
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Welcome to The State of Community
Management 2018 Report
Over the nine years that The Community Roundtable (TheCR) has published this report, community management has progressed from an undocumented niche role to a strategic profession and
a recognized leadership discipline in a digitally connected world. It has been awesome and exciting to watch the profession “grow up” and become acknowledged as a critical, emerging field.
The State of Community Management (SOCM) research has evolved with the industry, moving
from qualitative to quantitative. Initially, the research focused on the practices and tactics of community management (2010-2014) and then progressed to exploring and quantifying the operational approaches needed to do community management well (2015-2017).
What community management is and how it is effectively executed have now largely been documented. This year, we are transitioning the research yet again and focusing on the strategic impact
communities have and how they support key business goals.
The results are compelling.
Communities impact every facet of organizational life, from empowering individual contributors
to generating strategic value. We can now back up the theory of communities with proof that
communities make learning, influencing, and adapting into core competencies and also provide
the means to integrate these competencies into workflows.
Behind this success is the growing number of people that choose community management as a
profession. They are vanguards of this new field, learning as they execute, and showing the world
why and how communities are so powerful. For years, community professionals have been operating in the background, using their influence and skills to help communities engage and lead
in new ways. We learn together with many of these professionals every day in TheCR Network,
and we are particularly grateful for this year’s SOCM Working Group, who helped re-imagine this
research for a new challenge: communicating and translating the power of communities to executive stakeholders.
It’s said that you should never ask a question that you don’t want to know the answer to, so testing
our theories of how communities were impacting organizations felt slightly nerve-wracking. However, we know from our client work that many communities are creating exponential value, even if
some are not. What we discovered through this research was a depth and breadth of impact that
surprised even us. Community approaches are more integrated and generate more cross-functional value than we had imagined. They are positively impacting culture and brand sentiment,
and executives are overwhelmingly supportive.
The multifaceted success of communities should give both community professionals and their
stakeholders the confidence to move forward boldly, using community approaches as the backbone for the future of their organizations.

Rachel Happe
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Introduction to the Report
This year, we explored three key themes based on market trends:
1. Are communities acting as change agents in organizations?
2. Can community programs create transformational value?
3. How is the role of community management evolving?
We found remarkable results, but also troubling disconnects that limit how impactful communities could be.
Together, these trends capture what we see anecdotally in the community space: a lot of success, yet even
more potential.

Introduction to the Findings
The breadth and depth of community impact
at strategic, operational, and individual levels
reflects the power of community approaches. It’s
exciting to see how widespread the interest, use,
and impact of communities are and how often
communities empower individuals to seek out their
own success. Executives are now largely supportive
and community programs are getting the attention
of both C-level executives and boards of directors.
The promise of community approaches is being
fulfilled; they are exerting impact and changing
every aspect of organizations, from strategy to
processes to individuals. We no longer operate on
theory or faith; the value of communities can be
documented and measured.
So why are community professionals not thriving?
Nearly half of community professionals report
significant stress or burnout. This is striking given
their success. It also creates strategic risk as
communities become more integral to the success
of their organizations.
We believe that this stress is due to community
budgets and hiring that have not kept pace with
the impact and growth of community programs,
forcing community professionals to take on more
responsibilities without additional resources or
support. At the same time, overloaded community
professionals report to higher levels within their
organization without the additional business skills
and experience to be effective advocates.
Executives are supportive, but they are clearly not
getting the hard numbers and budget requests

THE STATE OF COMMUNITY MANAGEMENT 2018 •

in a way that they need to invest confidently. This
turns into a circuitous problem that is hard to break.
Without additional business skills on the community
team, the return on investment (ROI) and budget
numbers cannot be developed, but without ROI and
budget numbers, executives can’t justify additional
resources. Complicating this picture is the hardwon experience of community professionals who
have always made do with frugal budgets and don’t
always know what exactly they can ask for.

LOST POTENTIAL IS A BIG OPPORTUNITY
The disconnect between success and support
suggests that organizations are missing the
opportunity to do more – and more quickly. While
communities are laying the foundation to generate
exponential value, they are also constrained due
to a lack of community management and business
resources.
Community management resources are needed
to help individuals and functional departments
optimize the use of new technology and work in
new ways. Business resources are needed to ensure
that community value is captured, measured,
and communicated in ways that are meaningful
to the business and result in the support that the
community management teams need.
Overall, this year’s State of Community Management
research demonstrates how effectively community
approaches deliver on complex business objectives
and how much more support community program
teams need to ensure that these approaches deliver
on organizational transformation goals effectively
as well as critically communicate their success.
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Demographics

<1%

1%
3%

6% 7%

6%

1%

12%

20%
Communities that participated in 13%
the State of Community
Management 2018 represent external,
6%
14%
internal, and those that are identified as both external 4%
and internal use cases, as well as a wide range
11%
5%
of industries. These community programs
ranged in age from pre-launch to a handful
that were over
5%
7%
4%
20 years old. The following demographics
break down the respondent sample for the 2018 survey.
13%
17%
8%
36%

Industry

0-49
50-99
100-499
500-999
1,000-4,999
5,000-9,999
10,000-49,999
50,000+

Organization Size

1% Legal, and Professional Services - 7%
Business,
2% 3% 2%
<1%
Education
6%- 6%
7%
<1%
1%
3%
6% 7%
12%
6%
Energy - 1%
3%
12%
0-49
6% 1%
Financial Services - 6%
20%
2%
11%
50-99
6%
13%
Government/Public Administration - 4%
6%
14%
13%
100-499
14%
4%
Health Care and Social
Services
- 7%
20%
500-999
4% 5% High Tech/Telecom/Software - 36% 5%
11%
5%
1,000-4,999
7% 3%
5%
Manufacturing - 4% 5%
7%
4%
5,000-9,999
Media, Entertainment, and Publishing - 5%
4%
6%
13%
10,000-49,999
Nonprofits - 13%
13%
16%
50,000+
17%
Pharmaceuticals
8%
36% - <1%
8% 8%
36%
Retail - 3%

1%

9%

Transportation - 1%
Other
- 6%
Business,
Legal,
and Professional Services - 7%
Business, Legal, and Professional Services - 7%
Education - 6%
Education - 6%
Energy - 1%
The relative distribution of industries
represented in the
Energy - 1%
Financial Services - 6%

sample Services
has remained
Financial
- 6%

similar to 2017. Those identifying as

Government/Public Administration - 4%
High Tech and Nonprofits
continue
to have the highest
Government/Public
Administration
- 4%
Health Care and Social Services - 7%

representation
at nearly
of the
sample.
Health
Care and Social
Services50%
- 7% High
Tech/Telecom/Software
- 36%

20%Pre-launch

0-49

50-99
Less than 1 year
100-499
1 year
500-999
2 years
1,000-4,999
311%
years
5,000-9,999
4 years
10,000-49,999
5 years
50,000+
17%6 years
7 years
8 years
9 years
13%
10-19 years
years
Similar to in previous20+
years,
the

organizations represented are well
distributed between small, medium,
and large categories based on
number of employees.

High Tech/Telecom/Software - 36% Manufacturing - 4%
Manufacturing - 4%
Media, Entertainment, and Publishing - 5%
Media, Entertainment, and PublishingNonprofits
- 5%
- 13%
Nonprofits - 13%
Pharmaceuticals - <1%
Pharmaceuticals - <1%
Retail - 3%

Retail - 3%

Community Age Transportation - 1%

Transportation - 1%

2% 3% 2%

Other - 6%

2%
3%

20%

6%
16%

8%
9%

0%
1,000,000 or more

Pre-launch
Less than 1 year
1 year
2 years
3 years
4 years
5 years
6 years
7 years
8 years
9 years
10-19 years
20+ years

11%

5%

Community Membership

Other - 6%

13%

100,000-999,999

50,000-99,999

9%
7%
16%
2%
7%
20%
28%

10,000-49,999

1,000-9,999

Newer communities (between pre-launch and 1 year of age)
form 49% of the sample. Communities older than 8 years of
age also form a significant part of the sample at 18%. This has
increased from previous years, indicating that communities
are starting and flourishing within organizations.

500-999

0-499

25%
7%

14%

8%

Internal

16%

External

0%
9%

1,000,000 or more
100,000-999,999

7%
16%
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42%

Internal

External

5%

6%

Overall

19%

25%
4%

46%

External

5%

Overall

24%

25%

8%

Internal

52%

6%

6%

23%

19%
Community Audience
and Use Case

29%

34%

19%
Other

4%
Other

23%

Networking/Shared Interest

Corporate Initiative19%

8%

46%

Community of Practice

Community of Practice

Community of Interest

34%

Product Innovation

52%
External

Collaboration

Internal

Both

6%

Marketing
Customer Support

24%

29%
Other
Networking/Shared Interest

Other

Product Innovation

Corporate Initiative
Community of Practice

Community of Practice
External

Marketing

Internal

Both

Community of Interest
Collaboration

Customer Support

Primary Community Platforms
JiveN/Aurea

12.1%

JiveX (Owned by Lithium)

9.7%

Lithium

9.5%

Salesforce

8.3%

Higher Logic

7.3%

Facebook: Groups

6.9%

IBM Connections

4%

Discourse

3.3%

Yammer/Microsoft
Twitter
Telligent
Slack
Sharepoint/Microsoft
LinkedIn

2.8%
2.1%
1.2%
1.9%
2.1%
1.4%

Facebook: Workplace by Facebook 1.2%
Drupal

1.7%

Other*
Custom Platform

19.5%
*”Other” also includes platforms like Atlassian, Breezio, Igloo,
inSided, SAP, SocialCast/VMWire, Socious, and Vanilla Forums

4.7%

We asked respondents to select their primary community platform. This data comes from the selfselected research sample and may not reflect the market as a whole.
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Communities are
Change Agents
Communities are impacting every aspect of organizations
REQUESTS RECEIVED FROM OTHER DEPARTMENTS:

Integrating into
workﬂows

Supporting
cross-functional
integration

Ongoing Community
Management Support

70%
47%

Consulting on a Project

32%

Coaching Inquiries

% PEOPLE EXTERNAL TO COMMUNITY TEAMS WITH:

Becoming key enablers
to organizations

Community Engagement
as Performance Goal

Community
Responsibilities

43%

52%

Communities create multifaceted value
70% experience a positive
impact on organizational
culture / brand

71% experience
an increase in
individual
empowerment

Communities help increase:
Communication
efﬁciency:

76%

Case deﬂection:

60%

in customer support workﬂow

in knowledge workﬂow

Loyalty and retention:

66%

in marketing workﬂow

30% help
community
members take
leadership
initiatives

Productivity:

59%

in learning & development
workﬂow

50% expect an
increase in
workﬂows

71% say their
members are
providing
solutions &
answers

70% of executives are supportive.

Communities have potential to increase impact
While 57% report a roadmap is part of
their community strategy...
70% don't have a business
problem deﬁned in their strategy.
© 2018 The Community Roundtable
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are change agents. While the potential for online
communities to support learning and change has
been discussed for many years, it has only been
recently that we can start to see the multifaceted
impact that communities have across organizations
and their markets, as well as on individual behavior.
Our 2018 analysis concludes that communities
have evolved into powerful agents of change.

Resiliency and the ability to change quickly are
becoming key competencies for all organizations
as new technologies create rapidly changing
market conditions. Organizations need to acquire
and apply new knowledge faster, and the more
traditional learning and professional support
mechanisms cannot keep up.
Online communities and engagement ecosystems
support rapid learning by capturing tacit knowledge
as it develops, transitioning that knowledge into
more explicit practices, and flattening access to it.

COMMUNITY APPROACHES PROLIFERATE
Communities are impacting organizations broadly
and deeply, changing functional approaches,
stakeholder categories, and workflows. Community
programs, which once were only applied to narrow
functional goals with single-purpose use cases,
are now often large, complex, and multifunctional
entities that influence organizations in a wide
variety of ways.

The ability to adapt efficiently and effectively is
at the core of organizational success in the digital
era. For any organization to be successful, it needs
new practices to gain widespread acceptance and
enthusiastic adoption. Mechanisms that prompt
and inspire organizations to change successfully

Functional Areas Impacted by Communities

37%

59%

47%

Customer
Service

Marketing

External
Communications
/PR

35%
19%
Information
Technology

48%

45%

35%

Knowledge
Management

Learning and
Development

Internal
Communications

Usage/Member Support

26%

Product
Engineering

19%
Sales

Strategy

16%
HR

6%
7%
Finance
8% Don’t
6%
Legal know
Other

75%

13 • WWW.COMMUNITYROUNDTABLE.COM
Ongoing Community Management Support
70%
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9%
Consulting

mer

%

dge
ement

47%

External
Communications
/PR

Marketing

26%

Product
Engineering

Strategy

19%

16%

Information
Technology

HR

9%
Consulting

Nearly 70% of community teams collaborate with other departments to integrate various
6% the direct day-to-day
35%This “hidden” work is in addition7%
workflows
to executing
45% into communities.
Finance
8%
19%
community
engagementInternal
and management
work that community
professionals do. Almost 47%
Learning and
Don’t
6% effectively acting as
Communications
Development teams provide
of community
consultingSales
assistance toLegal
otherknow
departments,
Other
centers of excellence that build community management skills and capacity across organizations.
Only 8% of community programs are explicitly tasked with the center of excellence role and
resourced for it.

Requests Received from Other Departments

75%

Usage/Member Support

70%

Ongoing Community Management Support

69%

Information Requests

47%

Consulting on a Project

43%

Training Support
Coaching Inquiries

32%

Community programs contribute across many functions (like marketing, customer support,
knowledge management, and learning and development) simultaneously, regardless of where
the community program resides in the organization. Community programs that fall within the
customer service department, for example, provide benefits not only for marketing (91% of the
time) and knowledge management (59% of the time), but also for the learning and development
function (35% of the time). This dynamic is true for both internal and external communities and
illustrates why communities are such powerful change agents.

Cross-Functional Impact of Communities
Independent
43%
45%
57%

37%

65%

Functional Impact

57%

Functional Owner

%

37%

Learning and Development

Customer Service

External Communications

35%

Customer Support

58%
48%

Product/Engineering
Knowledge Management

57%
59%

Marketing

91%
Marketing
26%
30%
35%
36%

64%
74%

Despite where communities sit departmentally, they have impact across functions. This power of
community to break down barriers and silos, is both their biggest value and their biggest challenge.

THE STATE OF COMMUNITY MANAGEMENT 2018 •
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Community management responsibilities are now also dispersed throughout the organization,
suggesting that community management is fast becoming a key discipline of all management.
Community engagement is part of individual performance metrics in departments outside of
the community team 43% of the time, and explicit community management responsibilities are
allocated to individuals in other departments 53% of the time. The ability for communities to
reach deep into and across organizations is expected to grow rapidly, as 50% of community teams
expect either additional workflows to be implemented or a greater adoption of current workflows
in the next year.

The Distribution of Community Roles
Across the Organization

Expected Organizational
Other Adoption
11%
Over
the Next 12
Months
More

Recognition
of the Value Other
of Community 11%40%
More
on Processes/
Recognition
Workflows
34%
of the Value
of Community
40%
on Processes/
Workflows

52%
Community Engagement as Performance Goal

52%
43%

Community Engagement as Performance Goal
Community Responsibilities

34%

More
Processes/
Workflows
16%Implemented

More Adoption
of Existing
Processes/Workflows

16%

43%

,
More
Processes/
Workflows
,
Implemented

More Adoption
of Existing
Processes/Workflows

Community Responsibilities

These trends suggest that community teams are shifting from a predominant focus on direct
community engagement and management, to one of supporting and enabling the discipline
across the organization, where the community team acts as internal consultants and subject
matter experts. While this is an exciting shift, it requires more resources and additional skill sets
to be successful.

COMMUNITIES SUPPORT INDIVIDUAL AND ORGANIZATIONAL POTENTIAL
Communities are evolving from cost centers designed to serve members, to key enablers of
revenue and profitability, which is a major strategic shift in how stakeholders view communities.
Community programs generate value in ways that have both direct and indirect effects on
profitability. While 56% of marketing communities identify customer retention as a key contribution,
50% of learning and development communities contribute to quality improvement and innovation.
Nearly 40% of all community programs report that they impact organizational revenue and growth
positively. The four most community-enabled use cases were marketing, customer support,
knowledge management, and learning & development. Across all use cases — in addition to other
strategic benefits like increased loyalty and greater case deflection or self-service — increases in
communication efficiency and speed was a key benefit of 70% of community programs.

Communities Contribute to Multiple Strategic Objectives
80%
70%
60%
50%
40%
30%
20%
10%
0%
Revenue
Growth

Innovation

Quality
Improvement

Learning & Dev.

Demand/
Lead Gen./
Acq

Marketing

Case Deflection/ Productivity
Scaled Support & Efficiency

Customer Support
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,

,

80%
Asking and Answering
Frequently

42%

40%

70%
Sharing

Sometimes

An indication of the complex value generated by communities is that a variety of benefits (versus a
single benefit) are attributed to community in each of the four most
75%enabled use cases mentioned
above. Communication efficiency and speed — the most recognized
benefit of communities
63%— is
Validating/
critical to the success of any change. The data suggests that communities
qualified
Supporting are uniquelyExploring
to enable organizational agility.

Communities Empower Individuals...

...Leading to Balanced Engagement
100%

6%
9%

10%
10%

17%

Providing
Solutions/
Answers

61%
Connecting
with Each
Other

59%

52%

Being
Heard/
Listened
to

Feeling
Seen/
Recognized

Taking Leadership
Initiative

29%

Ask & Answer

13%

8%

71%

Explore

Share

32%
14% 13%

Validate

Supportive

55%

40%
27%

14%
See Potential
Inactives
Neutral
3%
We have updated how we
Interested
2% in Not
report engagement
2018
Critical
27%to align with the Communi-

0%

External

Internal

ty Engagement Framework,
Hostile
which categorizes engagement behaviors by their value.

As important as organizational value is in aggregate, communities are also prompting individuals
to change by engaging them in empowering behaviors. A large majority, 80%, of community
programs report an increase in asking and answering behaviors, which are critical to capturing
implicit knowledge and making it transparent and accessible. Only 7% of community programs
have not seen any empowering behaviors. Nearly 30% of community programs saw individuals
taking on more leadership tasks, including helping individuals proactively address problems,
which is key to unlocking hidden potential.

Communities Empower Individuals
All of the
Time

Community’s Impact on Culture/
Brand Sentiment

Not
Often/Never

1%

11% 7%

13%

48%

80%

Comments, Posts
and Answers

Frequently

42%

40%

Asking and Answering

29%
70%
Sharing

Sometimes

52%

50%

35%

Activity and
Engagement

Community
Value

Interest from Across
the Organization

51% of respondents reported that the community
empowered individuals frequently or all of the time.
Only 7% did not see empowering behaviors.

Negative
Neutral
Positive

75%
Validating/
Supporting

57%

63%

Significantly
Positive

Exploring

Community programs have an overwhelmingly
positive impact on organizational culture/
brand.

71%
Providing
Solutions/
THE STATE OF COMMUNITY MANAGEMENT 2018 •
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59%

52%

All In

16

14% 13%
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All In

Executive Attitude Towards Community

14% 13%
14%
3%

27%

27%

%

Community Performance is High, Even When
Executives are Not Supportive

All In
Supportive
See Potential

2%

48%

Neutral

Comments, Posts
and Answers

Not Interested
Critical
Hostile

Those that have seen a significant increase in
executive interest are reporting that 54% of
executives are “All In” or “Supportive”.

52%

50%

35%

Activity and
Engagement

Community
Value

Interest from Across
the Organization

Even for executives that are seen as hostile or critical
towards community programs, engagement is relatively
high, suggesting that these executives may get left behind.

This ability to impact every aspect of an organization while also empowering individuals has
created a significant amount of goodwill, with 70% of community programs reporting a positive
or very positive impact on culture and brand sentiment.
While we are seeing the impact of community programs on the culture of organizations, that is
not sufficient for executive and board-level reporting without its translation to financial value. The
following section explores the link between community strategy, community value, and the return
on investment.

“In order to drive customer adoption, our team creates content that
encourages interaction, drives usage, and empowers users to be
successful with the product. We often put ourselves in their shoes –
what will get the customer from evaluation to adoption, common-user
to super-user, and finally super-user to advocate. We also encourage
engagement through a 15-member advocacy group.
We’ve seen great results so far! Roughly 10-20 customer-submitted
ideas are included in our biannual product releases. When we look
across nCino Solutions, active community users make up 85.8% to
100% of total product users. Likewise, active community users are
also more likely to adopt before non-community users.”
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Communities Generate
Transformational Value
Communities are showing high returns despite imperfect
business practices
71% measure
key metrics...

ROI: 2,374%
Community teams are
doing a lot with not much

...but only 46%
deﬁned key
behaviors

70% do NOT have
measurable and
operational strategies

Only 23%
calculate ROI

Having well-developed strategies is important
Only 41% of communities can calculate value
Compared to 67% of communities with well-developed strategies

51% of value-calculating communities calculate ROI
Calculating value helps in calculating ROI

ROI can overcome common resource barriers:
• Too many competing priorities
• Lack of resources/capacity
• Lack of understanding of community’s value for individuals

Community programs are NOT using ROI strategically
Only 6.3% use
ROI to secure
resources

Only 7.6% use ROI
to change roadmap
priorities

And 50% use ROI to
defend their program.

© 2018 The Community Roundtable
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Communities are complex systems; they grow
organically and asynchronously. In the past, this
has made them hard to understand, measure, and
deliberately cultivate. That is rapidly changing
thanks to online communities. The online aspect
allows us to better see how communities grow,
change, and evolve. This also means that we can
better evaluate and measure their value. As complex
systems, online communities generate multifaceted
value. For organizations, this value spreads and
compounds across the organization, transforming
the organization itself in the process, but also
making that value hard to capture succinctly.

The community programs we surveyed in 2018
generated an average ROI of 2,374%, in part due to
small community budgets. This finding — calculated
using TheCR’s Community ROI formula — suggests
that communities are a compelling approach to
transform organizations. This community ROI
formula measures the amount of knowledge that
is captured by communities and then accessed
by others, and it reflects the value of having that
knowledge transparently available to a network.
For more information about the formula (and to
calculate it for your community) go to this link:
https://the.cr/ROI

Communities Generate Compelling ROI
Based on average monthly:
Community program cost = $27,107
New answers = 445
Accessed answers = 8,129

2374%

Overall Sample

2747%

External

1698%

Internal

And average value of an answer = $139

2294%

Both
0%

1000%

2000%

3000%

RETURN ON INVESTMENT

“Calculating our community ROI allowed executives to understand
the potential value they could expect from our community program.

76%

We report against our conservative projection to grow trust in our
reporting but as our community matures, the impact of our programs
and campaigns has elevated the true value of our community closer
52%
to our aggressive
61% projections.”

65%

52%
61%

67%

66%%

47%

ROI Actual vs. 60%
Projections 47%

46%

30%

47%

40%

31%

53%

53%

53%
53%

47%
75%

Communications
Efficiency/Speed

55%
Loyalty/
Retention

HEATHER AUSMUS, CIENA

48%

59%

42%

Month

Productivity Case Deflection/
and Efficiency Scaled Support

Innovation

Quality
Improvement
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Knowledge Management

No

Overall

Don’t
Know/
Haven’t
Calculated

17%

Despite most programs showing high returns, only 41% of community programs surveyed say that
they are able to calculate value in any way themselves, and only 23% have taken the next step to
calculating ROI for their community program. The 41% that calculate value tend to calculate ROI in
much greater numbers: 51% compared to the 23% of all community programs. Many respondents
haven’t tried to calculate community value at all. For those programs that have measurable
strategies in place, the percentage of those who haven’t tried to calculate value is significantly
lower at 17% (vs. 37% in the total population), suggesting that the first step towards calculating
value is to get an approved and measurable strategy in place.

Those Programs that Have Well Developed
Strategies Can Calculate Value…

Overall
Calculate ROI

41%

23%

Measure/Prove Value

16%

No

Overall

41%

Well Developed
Strategies

22%

37%

And Those Programs that Calculate Value
are More Likely to Calculate ROI

67%

Yes

Both

Overall

Don’t
Know/
Haven’t
Calculated

17%

44%

External

37%
Internal

For community programs that do calculate ROI, more than 50% were using it to reactively defend
or increase confidence in their community program. This is surprising because the more typical
use of ROI calculations is to actively secure budget and support for a program. Given that 65%
of executives support community approaches, this finding suggests a concerning disconnect
between executive understanding of how to support communities, what’s required for successful
community programs, and how ROI models are used.

Using ROI has Increased Confidence but Not Budgets

verall

Calculate ROI

Well De
Strategi

22%

23%

Measure/Prove Value

4%

4%

3%

5% 4%

27%Both
23%
8%

External

15%
Internal

3%

Calculate ROI

23%

Measure/Prove Value

New Headcount

41%
6%

44%

Allowed to Continue the
Community Program

Increased Budget

Overall

41%

More 23%
Attention and Visibility
Measure/Prove Value
41%
Calculate ROI

Increased Stakeholder
Calculate ROIConfidence
25%
Measure/Prove
Value
Increased

Community
Team Assertiveness

Calculate ROI

44%

Secured Resources from
Other Areas of the Organization
Develop Performance/
Community Engagement
Objectives for Other
Areas of the Business
Created More Internal
Pressure

19%

Change
Measure/Prove
Value

in Community
36%
Roadmap or Priorities

Other

Community ROI can be calculated, but more often than not, it’s not. When it is, it’s not typically
used to secure more support, even though just 4% of respondents report that lack of buy-in
is a key barrier. This is a huge missed opportunity for community programs that would garner
more attention, support, and resources – enabling community programs to be key actors in
organizational transformation.
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Calculate ROI

Measure/Prove V
Calculate ROI

Measure/Prove V
Calculate ROI

Measure/Prove V
Calculate ROI

1

Measure/Prove V

An Approved
Community Strategy

19%

A Draft of a
Community Strategy

21%

While many
programs recognize the value of having a strategy — 80% of community
29% community
29%
No Documented
20%
programs have a documented strategy — nearly 70% of the respondents
have community
strategies
Strategy
that are not measurable and are in various stages of development.
14%

14%13%

13%11%

11%
10%

Most Communities are Not Strategically Mature

10%
8%

8%

Many Community
Miss
Key 4%
Elements
6% Strategies
6%
5%
5%
4%

Budget/ Budget/
Lack of Lack
Too Many
Lack of LackLack
Community
Unclear Unclear
Other
of
Lack of
Too Many
of of Lack
of
Community
Other
An Approved,
Operational,
ROI Projections
17% Buy-in
Funding Funding
AwarenessAwareness
Competing
Resources/Resources/
Understanding
is a Non- is Community
Competing
Understanding
a NonCommunity
and Measurable
29%
Priorities Priorities
Capacity Capacity
About its About
Traditional
Purpose/ Purpose/
its
Traditional
Diagrammed
Community Strategy
Value for ValueWay
Business
for of
Way
of
Business
17%
Key Use Cases

IndividualsIndividuals
Doing
Case/
Doing
Case/
Business Business
Strategy Strategy
Budget Requirements to

An Approved, Operational
Community Strategy

11%

An Approved
Community Strategy
A Draft of a
Community Strategy

Key Behaviors

46%

20%

57%
66%

Key Metrics/KPIs

71%

Strategic
Organizational Objective

72%

…And Increase the Ability to Calculate Value

17%

Key Use Cases

Budget Requirements
to
68%
68%

67%

33%

Execute on Roadmap

Business
Problem Statement

67%

45%

49% 46%49%

Key Behaviors

44%

Community Roadmap

41%

57%

11%

41%

37%

37%

66%

27%
19%

Key Metrics/KPIs
Strategic
Organizational Objective

45%

Shared Purpose/
Shared Value Statements

ROIStrategies
Projections are17%
Measurable
Critical to Good
Management…
Diagrammed

Shared Purpose/
Shared Value Statements
27%

Business
Problem Statement

Community Roadmap

21%

No Documented
Strategy

44%

33%

Execute on Roadmap

19%

Lack of
Buy-in

19%
71%

17%

11%

17%

16%

22%
22%
16%

72%

Community
ROI Projections
Budget Required
Cannot Cannot
Community
ROI Projections
Budget Required Can
CanI Don’t Know/
I Don’t Know/
RoadmapRoadmap
for Roadmaps
Haven’t Calculated
CalculateCalculate
for Roadmaps CalculateCalculate
Haven’t Calculated
Measurable
Strategy Strategy
Draft Strategy
Measurable
Draft Strategy

Measurable
Strategy Strategy
Draft Strategy
Measurable
Draft Strategy

Strategies show a strong linkage to critical success factors for community programs including
obtaining budgets. Almost 50% of programs with well-developed strategies (those that are approved,
operational, and measurable) have resourced roadmaps compared to the just 17% of programs with
drafted strategies.
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Too many community programs put together strategies without clearly defining primary business
objectives, key behaviors, or identifying their use cases. Instead they focus on metrics and
building a roadmap. This is like defining a speed goal before you know whether you are riding a
horse, driving a boat, or flying a plane. It’s risky at best and completely random at worst. While
72% of respondents have identified key metrics, only 46% have identified key behaviors. This
26% gap is concerning because identifying key behaviors is what should inform key metrics and
implementation options on roadmaps. The lack of detailed strategies also impedes reporting
progress and the ability to make good implementation decisions. It makes it challenging to
compete for resources effectively, which is one of the biggest barriers reported by community
teams.
Given the scope of influence communities have on their organizations and markets, as well as
the level of attention communities receive from executives, it’s surprising that many community
strategies are so immature.

Budgets Approved by C-level or Board of Directors
Both

43%
Internal

54%

Given the visibility of
communities across
organizations, this
lack of solid business
practices is surprising.

External

57%

Barriers to Community Program Success
29%

6% 3%
14%

11%
15%
13%

16%
Too Many
Competing
Priorities

11%
73%

Lack of18% Lack of
Community
Resources/ Understanding is a NonCapacity
About its
Traditional
Value for
Way of
35%
Individuals 44%
Doing
Business

10%

8%

Unclear
Community
Purpose/
Business
Case/
Strategy

Budget/
Funding

6%

5%

4%

Lack of
Awareness

Other

Lack of
Buy-in

The biggest barriers to community program success are the result of poor strategic prioritization.
Direct stakeholders

Senior executives
Other functional executives
Board of Directors
N/A / No regular reporting
Individual professional development plans
Managerial professional development plans
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COMMUNITY TEAMS NEED BUSINESS SKILLS AND RESOURCES
Additional investments in community management will be dependent on showing a financial
return on investment since 70% of community budgets are being spent on platforms and salary.
The disconnect between evaluating the value of a community, extending this to evaluating the
investment return (ROI) of the community, and connecting that to investment needs will impact
resource allocation for communities moving forward.
This disconnect also suggests that there is a lack of business skills on community teams and this
gap is a disservice to both the business and the community team. Overwhelmed by supporting
value creation, community teams do not have the resources or the time required to measure and
report their own success. Their success has led to an increase in both engagement and requests
from across the organization for support, which creates further pressure and constraints on
community teams and decreases their ability to focus on measurement and internal evangelism.
Executive stakeholders are in the best position to understand and address this growing gap.

Additional Resources to Explore
PUBLIC
• (Blog Post) The Link Between Communities and Change
• (eBook) Building a Community Roadmap
• (Tool) TheCR’s Community ROI Calculator
• (eBook) The Dark Side of Community Management

RESOURCES FOR THECR NETWORK MEMBERS
• (Case Study Report) NASA Case Study: Experiences with Culture, Failure, and Change
• (Member Example) Engagement and Change with Metrics
• (Report) How To Use TheCR’s ROI Model
• (Case Study Report) How ROI Changes Your Community Story
• (Case Study Report) Peer Review: Autodesk’s Framework for Online Community Performance and ROI
• (Case Study Report) Community Managers as Internal Consultants

TheCR Network is the premier community of practice
for community professionals: the.cr/TheCRNetwork
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Community Teams
Are Underfunded
Optimism is high because communities are successful
73% see a future
in community

77% are optimistic about community
at their organization

Success is growing:
interest, engagement, and
value have all increased

At the same time, community professionals are burnt out
44% feel burnt out

THEY ARE FRUSTRATED BY:
Not enough resources: 27%
Unclear direction: 24%
Lack of executive understanding: 19%

Community teams
don’t have the
capacity they
need for strategy
and business
management:
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17%
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27%
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Community teams lack critical resources

Only 17% have
a resourced
roadmap

While they don’t
prioritize business
skills, they need
these to mature

50% don’t
prioritize
business skills

© 2018 The Community Roundtable
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COMMUNITY PROFESSIONALS ARE OPTIMISTIC
About 75% of survey respondents are optimistic
about the future of community at their organization.
It’s no surprise that community professionals are
also optimistic about their own futures in the field,
given how much value communities generate for
their organizations.
This overwhelming optimism makes sense when
thinking about the increase and breadth of
engagement behaviors, the increase in support
from across their organizations, the increase in
value generated by communities, and the potential
yet to be addressed.

While 48% of community professionals who have
worked in community for fewer than 10 years want
to advance in community, community management
is also attracting a new set of practitioners who
are proactive, adaptable, and eager to learn. Even
though community professionals are coming
up against a lack of resources and support, new
members continue to both eagerly join and strive to
advance in the field. This validates that community
management is a meaningful and challenging field
with the potential for advancement.
And yet…

Community Professionals are Optimistic:
About Community’s Future
at Their Organization

About Their Future in
Community

Don’t
Don’tKnow/
Know/
Not
NotSure
Sure

Optimistic
Optimistic

49%
49%
Neutral
Neutral

16%
16%

Pessimistic
Pessimistic6%
6%

20%
20%
Not
Not
Optimistic
Optimistic
8%
8%

Very
Very
Optimistic
Optimistic

Optimistic
Optimistic

72%
72%

27%
27%
2%
2%Very
VeryPessimistic
Pessimistic
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BURNOUT IS HIGH FOR COMMUNITY PROFESSIONALS
Almost half of community professionals experienced
a high degree of frustration or burnout over the past
year.

Community Professionals are Burnt Out

This is a major risk for programs that show immense
potential to help their organization develop flexibility
and agility as core competencies. Even with some
of the dramatic changes in the community platform
market over the past year and the underdeveloped
state of community analytics, neither of these
register very high on the list of top frustrations for
community professionals. Instead, their frustrations
stem from internal factors: lack of resources, lack of
clear strategy, and lack of executive understanding.

45%

45%
45% of respondents said that they’ve felt a high
degree of frustration or burnout in the past twelve
months and they said a lack of resources, lack of
executive understanding, and lack of a clear strategy
or direction is what is causing this burnout.

2% 10%
Top Frustrations
for Community Professionals

These frustrations can largely be addressed by
executive sponsors of community programs. Even
though 54% of executives in organizations are seen
to be “All In” or “Supportive” of community programs,
they are not supporting community professionals in
critical ways – like additional staff to meet increasing
demands, budget for external support, more
dedicated support from other functional groups,
and professional development opportunities — that
would help alleviate stress and burnout.

7%
19%

27%

2% 10%

5%

7%
3%
3%

27%
24%

19%

5%

Not Enough Community Resources

3%

24%

Technology 3%
Changes

Unclear Direction / Lack of Clear Strategy
No Support for Professional Development
Being
Measured
by the Wrong
Metrics
Not Enough
Community
Resources

It’s easy to dismiss frustrations based on lack of
resources, because who wouldn’t like more staff?
The research, however, shows that not only are
communities generating value across multiple
functions and levels of the organization, but
community teams are also responding to more
requests for internal consulting support, which pulls
them in more directions and creates a “hidden” load
on community teams.

Lack
of Executive
Understanding
Technology
Changes
Unrealistic
Expectations
Unclear Direction
/ Lack of Clear Strategy
I Don't Have the Skills I Need

No Support for Professional Development

Other

Being Measured by the Wrong Metrics
Lack of Executive Understanding
Unrealistic Expectations
I Don't Have the Skills I Need
Other

Value, Activity, Interest, and Support are Growing
Community Value

Community practitioners
have good reason to be
optimistic: their community
programs are successful.
Across the board, value,
activity, engagement, and
interest are overwhelmingly
increasing.

Comments/Posts and Answers
Activity and Engagement
Interest From Across The Organization
Executive Support
0%

20%
Significant Decrease

40%
Decrease

60%
No Change

80%
Increase
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At the same time, activity, engagement, and attention are growing in the communities that
community professionals directly manage. The average community team is 4.4 people and 50%
of teams fulfill about 12 different community roles. That’s a lot to ask of anyone.

The Percent of Community Teams that Perform the Following Responsibilities:
Community Strategist

87%

Community Manager

86%
84%

Director of Community

81%

Community Engagement Specialist
Community Analyst

76%

Membership Administrator

69%

Moderator

69%
66%

Community Product Manager
Community Systems/Platform Administrator

61%

Community Executive (Vice President or Higher)

51%

Content Specialist

49%

Advocate/Influencer/Super User

48%

Technical Support
Subject Matter Expert

Average Full
Time Staff:

4.4
With an average of four
full-time staff and a lot of
responsibilities, community
teams are stretched thin.

42%
37%

So how do community teams respond to this growing set of demands? They prioritize the core
community skills that make communities successful to begin with: engagement and content.
Community teams spend 30% of their time on engagement and 27% of their time on content
tasks. Important, but less urgent, tasks like measuring value, program management, and internal
advocacy remain under-addressed as a result.

With Stretched Resources, Community Teams Prioritize Maintaining Community Value

Technical

16%

Engagement

30%

Business
Management

10%
Strategy

17%

Content

In order to continue performing,
professionals are spending most of
their time on maintaining community
engagement and content.
Community professionals have no
time for critical tasks like measuring
value, program management, and
internal advocacy - all would fall
under business management.

27%

It’s easy to see why community professionals are frustrated and burnt out, but these frustrations
could be addressed by allocating budgets to add resources to the community and to hire external
expertise to address critical gaps.
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COMMUNITY TEAMS NEED BUSINESS PERSPECTIVE
Given the scope of their growing influence, it is surprising that community teams spend only 10%
of their time on business tasks. However, community teams are traditionally not prioritizing this
skill set, given that they have a limited headcount and that they are so tight on resources that
even if they do have that skill set on the team, it is hard to find the extra time required to prioritize
business skills.
The results of this gap are not surprising. Over 50% of communities lack the most basic business
management mechanisms like an identified business problem statement. Over 70% of community
programs lack measurable strategies, 80% lack diagrammed use cases, and only 23% can measure
community ROI.

Despite Gains in Strategic Visibility, Community Professionals Still Rank Business Skills
Second to Last
42%

Engagement

Content

12%

Business

Technical

28%

23%

Strategy

19%
26%

24%

12% 17%

13% 12% 14%
22%

28%

16%

13% 11% 16%

14% 11%

30%
23%

12%

25%

Given a scarcity of resources,
community teams correctly
prioritize the tasks that will
create value. However, if they
cannot document, explain,
and translate their work and
success into terms the rest of
the organization understands,
then that value goes hidden,
unrecognized, and unrewarded.

37%

0%

100%

1st

2nd

3rd

4th

5th

RANK

“Moving to a data-driven model enabled us to measure community
impact and lead us to consolidate the organizationally scattered
communities to one organization, whose core competency is
community.
This has made us all more effective and helped us highlight the
value of community to the wider organization.”
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Herein lies the circuitous problem. Community teams do not have the time or the resources to
document and communicate their own success. They also cannot advocate for the resources that
they need to do so, in part because they often don’t understand what skills are required, and they
also don’t have the time to develop those skills. Because they don’t have time to develop their
skills, the vast majority of community professionals are also not getting opportunities to advance,
despite their interest in doing so. Community teams need mentoring to get there as well, because
many can’t even see why those skills are critical to their advancement – community professionals
regularly ranked engagement, content, and even strategic skills in the top three priority-wise, but
business skills are regularly ranked fourth out of five.

A Surprisingly Low Percentage of Community Roadmaps are Funded
We Have an
Approved and
Resourced
Community
Roadmap
A High-Level
17%
Roadmap Exists and
Has Been Approved but
Resources Have Not 11%
Been Allocated
A Roadmap is
Shifting and
Still Being
Deﬁned

17%

A Community
Roadmap Does
Not Exist

17%
Some Tactics Exist
but are Not
Consolidated
into a Roadmap

15%

23%

Executives can help
community teams by
allocating business skills
to help them finish their
roadmap and translate
their roadmap into
itemized budgets.

An Informal
Roadmap Exists

In order to break out of this loop, community teams need both business skills and resources as
well as an understanding of the value of these skills. It is incumbent on executive stakeholders to
help them acquire or build those skills because it requires resources, time, and perspective that
community teams currently lack. While 59% of respondents have an approved strategy and 41%
can calculate community value, only 17% of teams have resourced roadmaps. Even for those with
fully approved, operational, and measurable strategies, only 49% have resourced roadmaps.
This suggests that a first step is helping teams secure the business resources that they need in
order to manage the demands that they currently have. Community impact and ROI is compelling
and suggests more potential, but in order to get there, the existing success of community teams
should be rewarded with more support.
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What’s Next for Communities?
We now can show that communities generate multifaceted value, for both organizations and
individuals, in an economically efficient way. Because of that success, communities are common,
if not standard, ways of approaching complex business goals. That is an amazing milestone which
is driving the need for emerging community management roles and skills.

There are two roadblocks that are holding communities back:
1. The investment required to realize community potential
2. The courage to adopt collaborative mindsets
These two challenges are quite different. The first is structural and mechanical in nature: ensuring
that processes, governance, infrastructure, roles, and financial management support communities.
While significant, it is relatively logical.

Leadership can realize community potential by funding:
1. Engagement and moderation resources
2. Analysis and reporting expertise
3. Internal consulting headcount
4. Training and coaching resources
5. Leadership development programs
The second challenge – adopting a collaborative and generative mindset – requires a different
kind of investment, one that is more philosophical and emotional in nature. It requires individuals
to change how they think about progress, competition, and what they expect of others. Moving
from a zero-sum mindset to a collaborative perspective requires a radically different view of
competition: changing the “winner-take-all” thinking to win-win-win and generative approaches
to business models. This is a hard shift in a business environment rife with layoffs, asymmetric
financial rewards, and no budget or time given to individuals for experimentation and reflection.

Leadership can support this mindset shift in three ways:
1. Expose leaders to more external perspectives – experts and leaders from different industries
and domains who are operating in new ways.
2. Hire and promote a more diverse set of leaders, which helps everyone become more
comfortable with differences and change.
3. Invest time and resources into coaching, peer networks, flexible work spaces, and professional
development opportunities for all employees.
Building a collaborative mindset and expertise across the organization requires upfront cost,
disruption to the status quo, and discomfort for individuals as they pause to learn and grow.
However, transforming organizations for agility cannot be accomplished without this shift.
The question for organizational leaders is this: do they have the courage to invest in both the
operational and the emotional aspects of transformation that will enable the full potential of
community approaches?
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How to Use this Research
The Community Roundtable’s research aims to provide immediate value to executives and
community practitioners by capturing the current practices and evaluating the strategic value of
community management.

Use this research to:
• Validate your approach
• Prioritize your resources
• Identify gaps & opportunities in your program
• Build a roadmap
• Justify budget requests
• Inform conversations with stakeholders
• Educate staff
Community program leaders have leveraged the TheCR resources and research to build roadmaps,
provide internal consulting, and shape community strategy.

The Community Roundtable’s ROI Model:
How to Calculate Your Community’s ROI
The Community Roundtable’s ROI calculator is used to give a glimpse into the return on
investment of online communities by using the value of an answer as a key input. The premise of
the ROI calculator is that almost all communities rely on dialogue and the asking and answering
of questions. As such, if you can determine the value of those answers, then you can capture the
lion’s share of community value and, in turn, calculate ROI.
The formula is designed to be simple to use and simple to explain to stakeholders, but, like any
ROI model, the formula is best used as a piece of strategy development and discussion, not just
as an output.

In order to calculate ROI, you need four data points:
• The number of answered questions per month in your community
• The number of successful searches per month in your community
(or the number of total searches and a rough estimate of the percentage successful)
• Your estimated value of an answer
• The annual cost of your community
More about The Community Roundtable’s Community ROI model and calculator can be found
here: https://the.cr/ROI.
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ACCELERATING COMMUNITY SUCCESS
We are the world’s leading source for community
management research, training, and services.
The Community Roundtable has spent close to a decade at the forefront of
the community management industry. Using the industry’s only comprehensive
research — The State of Community Management — as a framework, we help global
organizations define, launch, manage and measure their community initiatives.

Successful brands trust The Community Roundtable for
everything from strategy consulting to on-demand training
to full service, embedded community management.

How can we help YOU?

“Getting my team involved with The Community Roundtable
has provided incredible ROI, giving them access to research,
content, and information they can’t find anywhere else.”
J.J. Lovett, Director of Community, CA Technologies

www.communityroundtable.com
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The Community Roundtable’s Approach
to Measuring
and Value
CommunityEngagement
Engagement Framework™
Community Engagement FrameworkTM

The Community Roundtable’s mission is to advance the business of community.
Throughout our history, we have focused on measuring the impact of communities, which we can
see through engagement. Over the years, it’s become clear that organizations do not really understand the dynamics of engagement, how to deconstruct and measure it, and how to tie engagement
to business outcomes and value.

We developed the Community Engagement Framework to help do just this and it helps to:
•

Deconstruct and categorize the range of engagement behaviors

•

Connect ideal engagement objectives based on business objectives

•

Link behaviors with qualitative outcomes; comfort, connection, trust, and partnership

•

Identify how to measure the depth and breadth of engagement types

•

How to translate engagement to value and calculate ROI

Using this framework to measure engagement and track how it changes over time, allows organizations to see how trust is changing in their organizations and markets. Are people more or less likely
to ask questions and explore, which requires trust in the social environment?
This framework concisely articulates what we’ve learned working with hundreds of clients.
You can download a high res version of this framework here: https://the.cr/engagementframework
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The Community Maturity Model:
Measuring Community Management Maturity

The eight competencies
in the model are the
building blocks of a
productive community.

The four maturity stages track how communities evolve.

Community management has been an implicit responsibility of leadership for as long as humans
have cooperated to govern themselves. Communities have always been hard to measure because
of their diversity, complexity, and emergent nature. Online, however, the dynamics of community
came into focus and allowed us to understand how communities formed, developed, and evolved.
This led to the more explicit role of the community manager and the discipline of community
management.
The Community Maturity Model defines the eight competencies and four stages we feel contribute
most to the development of a healthy, productive, and trusting community.

Our clients use the Community Maturity Model to:
•

Train and educate stakeholders on the requirements of good community management

•

Assess their community management approach

•

Develop a roadmap and budget for their community program

At The Community Roundtable, we use the competencies of the Community Maturity Model to:
•

Organize our content and programs

•

Structure client work

•

Educate and deliver training assets

•

Ensure a consistent experience across content and services

More information about the Community Maturity Model can be found here:
http://the.cr/community-maturity-model
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Connect with us:

Web: http://communityroundtable.com
Email: info@communityroundtable.com
TheCR Academy: http://the.cr/TheCRAcademy
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