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At The Community Roundtable, we collaborate with clients to identify proven, 
practical strategies for better communities.

We believe communities accelerate an organization’s potential by connecting 
employees and customers in meaningful ways.

Clients rely on our models, practical research, and peer networks to take their 
communities to the next level.

TheCR has developed three major models and associated research platforms 
that inform programming in TheCR Network, our training offerings and our 
advisory services. These models include:

• The Community Maturity Model

• The Community Skills Framework

• The Social Executive Framework

Over 200 organizations have relied on The Community Roundtable’s services, 
including Aetna, Autodesk, BASF, CA Technologies, H&R Block, Johnson 
Controls, Microsoft, SAP, The World Bank, Verizon, and Walgreens.

Learn more about The Community Roundtable and TheCR Network at  
http://communityroundtable.com.

About Us
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This report is a summary of the findings of the Community Careers and 
Compensation 2015 survey. The full report, which includes a deeper 
exploration of the research in The Roles and Skills of Community 
Management 2015, is being made available to members of TheCR Network 
and all participants in the Community Careers and Compensation 2015 
survey. To take the survey and receive a free copy of the full report, visit 
http://the.cr/ccc2015survey



At The Community Roundtable, 
research is at the heart of what we do.

... it’s just not all we do.
If you know TheCR from The State of Communi-
ty Management and other research, you may not 
know all the other ways we support community. 

We provide tactical training and support, with 
eBooks, regular blog posts, webinars and TheCR 
Academy, a training portal offering a growing 
number of community management courses. 

Hundreds of community leaders also turn to 
TheCR to address their operational and strate-
gic needs, through TheCR Network, our mem-
bership network for community professionals, 
as well as through our advisory services and the 
Community Performance Benchmark service. 

We don’t just work with our members to do re-
search — we make it something on which you 
can build your community. 

If you haven’t taken the State of Community 
Management 2015 survey, go to http://the.cr/
socm2015survey and get your community ma-
turity analysis. 

Then explore communityroundtable.com and 
get in touch with us. 

Together, we will build communities that get 
results.

http://communityroundtable.com
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Welcome from TheCR Founders 
Community Careers and Compensation 2015 

The Community Roundtable has been immersed 
in understanding, documenting and sharing 
information about what it takes to build successful 
communities since 2009. We know now what 
successful community programs look like. However, 
our members often still struggle with a range of 
issues related to individual community management 
roles. Issues like:

• How do I know I am doing a great job?

• How do I assess the individuals on a team in a 
fair and reasonable way?

• What’s next for me in my career?

• What skills do I or my team need to improve?

• How can I help my HR team understand what’s 
a reasonable job description?

Community management roles were and are a  
chaotic jumble of titles, responsibilities, 
expectations and differences in compensation. 
There will always be variations based on experience, 
context, company size and type, audience profile 
and geography, but historically there has been little 
information — or data — to help people understand 
and communicate about reasonable expectations 
and compensation with stakeholders. As a result, 
it’s not hard to find community managers who feel 
overwhelmed, defensive, frustrated and under-
compensated. 

At The Community Roundtable, we are in a position 
to help clarify community management roles, and 
have a responsibility to do so given our mission 
to advance the business of community. Last year, 
we invested in this new research platform to help 
all of us in community better understand the 
existing state of roles and responsibilities. We 
confirmed and learned a lot, tracking not only the 
inconsistent compensation and often unreasonable 
job expectations for community professionals, but 
also the emerging career paths and multiple hiring 
pathways for them.

We heard from many people that this initial research 
helped them shape conversations with stakeholders, 
understand the worth of their contributions and 
identify roles they hadn’t recognized. For example, 
many people didn’t realize there was a community 
strategist role and that it differs from the Director 
of Community role; it is a horizontal career path 
that allows people to become community strategy 
subject matter experts vs. a more traditional vertical 
path that gives them more business responsibility. 

In this year’s research, we streamlined and updated 
the Community Skills Framework to make it a better 
tool for assessing and planning skill needs. We also 
added questions that help us get a more complete 
picture of reporting structures and community 
teams. 

While progress has been made in expanding 
community roles and improving job descriptions, 
we still see remarkable variation in compensation, 
roles and responsibilities — something you will see 
in the data. 

We hope this research helps you personally to 
better understand what’s reasonable and what’s 
possible in your career. We also hope it helps 
your stakeholders and the industry more broadly 
understand what it means to be a community 
management professional.

As always, we love hearing how you are using the 
research, questions you have and opportunities you 

see to improve the research.

 

Rachel Happe       Jim Storer 
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About This Research 
At The Community Roundtable, we collaborate with clients to develop proven, practical 
strategies for better communities. Since our founding in 2009, we have highlighted the 
need to support and synchronize people, systems and tools to help communities succeed.

The situation for community professionals continues to improve, but even today, 
community professionals are often isolated within their organizations, with myriad roles, 
responsibilities, titles and skills. In 2014, the Community Manager Salary Survey highlighted 
this inconsistency in titles, roles and responsibilities among community professionals, and 
the developing career path of the community professional. 

In this year’s Community Careers and Compensation research, we seek to build upon 
that platform. In addition to questions about the salaries, roles and titles of community 
professionals, we expanded our efforts to capture the skills that community professionals 
across the spectrum find most valuable, and added questions about where community sits 
within the organizational structures of businesses, nonprofits and other organizations.

More than 400 community professionals took the survey, giving us a multifaceted view into 
community programs and those who direct and manage them. This research is designed to 
give individuals and hiring managers information that helps:

1. Justify investment in community management staff

2. Better align job descriptions for experience, responsibilities, reporting structure, team 
size and compensation

3. Provide benchmark data that can align compensation with responsibilities and experi-
ence. 

4. Enable skill assessments to identify strengths and gaps in individuals or teams

We see this survey as a living tool — it remains open so we 
can continue to collect and share data about the careers and 
compensation of community professionals, and give those 
professionals a tool to assess themselves and their teams, and 
improve their community efforts. We look forward to your 
continued feedback and participation.

 

The CCC survey was developed in cooperation with a working group of members of TheCR Network who are active 
community professionals. The working group helped create and shape the questions and community skills definitions 
used in the survey. 

Participants self-reported the information used to produce this report. We are mindful that individuals self-report 
subjectively on qualitative measures, and the skills data should be interpreted with this in mind. 

This research provides general trends in the roles and compensation of community professionals. Because of the 
modest survey response for some regions, industries, use cases and job titles, this data does not accurately reflect 
every specific circumstance. 

The salary information in this report is based on the averages of the annual salaries of full-time professionals in U.S. 
dollars. Participants outside of the United States self-calculated their salary based on the exchange rate in the summer 
of 2015. 

Survey participants were recruited through The Community Roundtable’s clients, members and public networks and 
because of that may have a bias toward the demographics of our audience.

You can still take the 
Community Careers 
and Compensation 
2015 Survey now:  
http://the.cr/ccc2015survey
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Demographics

More than 400 community professionals filled out the Community Careers and Compensation survey used 
as the basis for this report. After TheCR research team set aside surveys that were incomplete, duplicative 
or otherwise disqualified, 362 surveys were compiled and analyzed for this report.

RESPONDENTS BY USE CASE:

RESPONDENTS BY INDUSTRY:

RESPONDENTS BY JOB TITLE:

RESPONDENTS BY GEOGRAPHY:

44% of survey participants fell into the category 
of community manager, 17% were classified 
as community strategists and 14% classified 
as Directors of Community. The remaining 
respondents were either community specialists 
or fell into other categories.

55% of the community professionals surveyed 
were involved in external communities, 
while 23% identified as working with internal 
communities. 22% worked with community 
programs that address both internal and 
external use cases.

Survey responses were well-distributed through 
the United States, with the Pacific region having 
the highest percentage (23%). Nearly one-in-five 
surveys came from outside the United States, 
with Canada and Great Britain the largest foreign 
contingents. In all, community professionals from 
23 countries completed the survey.

Not surprisingly, the largest percentage of respondents 
identified themselves as working in the high tech/
telecom and software industries, but this year’s survey 
also received significant numbers of responses from those 
in the nonprofit, business and professional services, and 
media and entertainment industries. It should be noted 
that the number of nonprofit responses is significantly 
higher than in 2014, which may have an impact on 
overall results — in particular in compensation data.
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The Community Skills Framework
The Community Roundtable updated the 
Community Skills Framework in 2015 as a means to 
explore the value of 50 essential skills of community 
management. 

This is the second iteration of the framework, 
which was launched in 2014 as a set of 37 skills in 
4 skill families. Reviewing the data from 2014 with 
members of TheCR Network, we recognized that 
we hadn’t tapped into the full family of business 
and strategic skills — which we separated into two 
families, and added a number of other skills that 
we noted were absent from the first edition of the 
framework. 

In the 2015 Community Careers and Compensation 
Survey — we ask professionals to rank the skills that 

are most valuable to their role and surface those skills 
which carry the greatest value across all community 
roles, as well as those that are most critical within 
individual community roles and use cases. 

We also see an opportunity to use the framework as: 

• A structure for strategic planning 

• A tool for professional development 

The Community Skills Framework gives community 
leaders a way to better identify and understand skill 
gaps and opportunities for creating stronger teams.
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—ENGAGEMENT SKILLS—
Listening & Analyzing
Response & Escalation
Moderation & Conflict Facilitation
Promoting Productive Behaviors
Empathy & Member Support
Facilitating Connections
New Member Recruitment
New Member Welcoming
Member Advocacy
Behavior Change & Gamification

—STRATEGIC SKILLS—
Community Strategy Development
Roadmap Development
Policy & Guideline Development
Needs & Competitive Analysis
Measurement, Benchmarking & Reporting
Trendspotting & Synthesizing
Consulting

Executive Coaching
Content Strategy Development
Evaluating Engagement Techniques

—BUSINESS SKILLS—
Program Management
Business Model Development
Budget & Financial Management
Team Hiring & Management
Contractor Hiring & Management
Selling, Influencing & Evangelizing
Community Advocacy & Promotion
Training Development & Delivery
Vendor Management
Governance Management

—CONTENT SKILLS—
Communication Planning
Writing
Graphics & Design

Multimedia Production
Narrative Development
Editing
Curation
Program & Event Planning
Taxonomy & Tagging Management
SEO &/or Internal Search Optimization

—TECHNICAL SKILLS—
Systems Administration & Configuration
Data Collection & Analysis
Tool Evaluation & Recommendation
Technical Support
Member Database Management
Platform Architecture & Integration
Technology Issue Resolution
Software & Application Programming
UX & Design
Algorithm Design & Data Manipulation

The 50 Skills of the 2015 Community Skills Framework
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Key Finding 1:
Strategy is everybody’s job.
Community strategy is not a skill set limited to top level community executives. In fact, com-
munity strategy development was the most valued skill across every level of community 
role — from Community Specialist up through Director of Community.

That may not come as a surprise to those in the trenches, who know how important a stra-
tegic perspective is to generating community value, and know the best community strate-
gies are informed by both the community team and by community members themselves. 

This recognition that strategy is a critical competency even for low-level community team 
members stands as a testament to the changing understanding of good community man-
agement.  It also reinforces the reality that platforms alone do not magically create suc-
cessful communities. Community success requires community management, and good 

management includes strategy, operations and tactics working in concert to generate value.

Looking at the five families of 
the Community Skills Framework, 
the strategy skill set scored the 
highest overall for value as well 
— with an average of 3.8 out of 5. 
Engagement and content skill sets 
ranked second and third, followed 
by business and technical skills.

COMMUNITY SPECIALIST COMMUNITY MANAGER COMMUNITY STRATEGIST DIRECTOR OF COMMUNITY

Community Strategy  
Development

Community Strategy  
Development

Community Strategy  
Development

Community Strategy  
Development

Community Advocacy  
& Promotion

Community Advocacy  
& Promotion

Community Advocacy  
& Promotion

Community Advocacy  
& Promotion

Measurement, Benchmark-
ing & Reporting Listening & Analyzing Measurement, Benchmark-

ing & Reporting Listening & Analyzing

Data Collection & Analysis Writing Communication Planning Member Advocacy

Listening & Analyzing Measurement, Bench-
marking & Reporting

Promoting Productive 
Behaviors

Measurement, Benchmark-
ing & Reporting

MOST VALUABLE SKILLS RANKED BY JOB: 

SKILLS SETS RANKED BY HIGHEST AVERAGE SCORES:

21 3 4 5

Strategic Skills

Engagement Skills

Content Skills

Business Skills

Technical Skills

3.8

3.7

3.5

3.3

3.2
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Key Finding 2:

Strategic, business and technical skills are rewarded.

STRATEGIC SKILLS BUSINESS SKILLS TECHNICAL SKILLS

Measurement, benchmarking & reporting Community advocacy & promotion Data collection & analysis

Community strategy development Business model development UX & design

Executive coaching Selling, influencing & evangelizing Algorithm design & data manipulation

TOP TRAINING REQUESTS BY SKILL SET:

Business Skills 4.0 or higher $96,000

Strategic Skills 4.0 or higher $90,000

Technical Skills 4.0 or higher $89,000

Engagement Skills 4.0 or higher $82,000

Content Skills 4.0 or higher $80,000

AVERAGE SALARY BY SKILL SPECIALTY:Investing in building your skills can take both time 
and money, but among community professionals, 
there are some investments that are more likely to 
bring a payoff.

To get at this, we focused on the salaries of those 
who scored individual skill sets highly — ranking the 
average value of the ten skills in a specific set higher 
than 4.0 on a scale of 1 to 5. Those who ranked the 
value of business skills, strategic skills or technical 
skills over 4.0 had average salaries that were thou-
sands of dollars higher than the survey average.

The increase may be attributed to two factors. In the 
case of business and strategic skills, the respondents 
who listed them as highly valuable were also likely 
to be in a higher-paying strategist or community 
director roles, and were slightly more experienced 
than the average respondent. For technical skills, 
however,  there was no correlation between the 
value of the skill set and a person’s community role. 
That suggests developing specialized skills in tech-
nical areas doesn’t necessarily put one in line for a 
managerial role, but it does suggest organizations 
will pay a premium for needed skills such as data 
analysis, UX/design and systems administration.

Developing your skills in any of these areas could 
make you a stronger candidate for that next, more 
lucrative job.

Interestingly, the same premium was not evident for 
those who highly valued engagement or content 
skills. The lower pay in these skill specialties can also 
be explained by the data showing those who list-
ed content and engagement skills as their highest 
value skills were also more likely to hold a commu-
nity manager or community specialist role. 

When it came to most in-demand training needs 
for community professionals, measurement, bench-
marking and reporting was the most requested 
need for strategy skill training, along with commu-
nity strategy development and executive coaching.

Community advocacy and promotion and business 
model development topped the most requested 
training list among business skills. And on the tech-
nical side, training for data collection and analysis 
and UX and design were the most needed. In each 
case, having a skill specialty didn’t change what you 
wanted for training. Those who scored the value of 
skill sets as 4.0 or higher had the same training de-

sires as the sample as a whole. 
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Key Finding 3:

Community pros are “movers and shakers”.

The community management business has a rep-
utation for churn — meaning that community pro-
fessionals move into and out of jobs at a rapid clip 
compared with others in their organizations. But 
that statement omits one important piece of the 
equation. Are they moving up, moving around or 
moving out of the field? 

The data suggest that for a good number of profes-
sionals, job changes are a symptom of career op-
portunities for successful community professionals. 

More than 42% of community professionals say they 
have been in their current role for less than a year, 
but that doesn’t mean they’re necessarily new to the 
field. About 60% of community professionals have 
had four or more years of experience in community 
management, and the overall average of 2.7 years in 
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COMMUNITY MANAGEMENT EXPERIENCE:

SALARY BY YEARS OF EXPERIENCE:

YEARS IN CURRENT ROLE:

a role but 5.6 years in the community field suggest 
professionals are making their way on a career path.

There are two other signs that talented community 
professionals are attracting rewards and opportu-
nities to move. More than half of community pro-
fessionals, including nearly two-thirds of Directors 
of Community, were either directly approached by 
hiring managers about their role, or defined and 

moved into their new role themselves.

And the bottom line — a third of those we surveyed, 
including 60 percent of Directors of Community 
and 51 percent of all community professionals with 
more than 5 years of experience, earned more than 
$100,000 last year in base salary and added thou-
sands more in bonuses.
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Key Finding 4:
Communities are everywhere

Communities are being used across organizations to serve a wide variety of goals, which is 
great news for those of us who have championed a community approach to business — in 
most cases.

This year, we expanded our survey to ask about reporting relationships and where the com-
munity department sits in organizations. The results were noteworthy for the clarity they 
failed to provide. Where communities and their teams sit within organizations varies from 
organization to organization. On the plus side, it means the community opportunity is a big 
one and communities are being placed organically within organizations where they make 
the most sense. However — the lack of a natural fit for communities within organizations 
can weaken the voice of the community team in organizational culture and make it harder 
to define and develop best practices for demonstrating community value. 

Directors of Community gain clearer place in the organization...

One encouraging sign is organizations that have created a position for Director of Commu-
nity are giving that role an important place on the organizational chart. 82% of Directors of 
Community report to an organizational vice president or higher, with 43% of them reporting 
to an executive in the C-suite, a marked contrast to just 32% of community managers and 
41% of community strategists. This suggests that those organizations that invest in commu-
nity teams also consider those communities a strategic part of their business — and serves 
as a sign that communities are gaining in business credibility.

TO WHAT LEVEL OF YOUR ORGANIZATION DO YOU REPORT? 

Two interesting notes — community size and use case had no discernible impact on where 
community professionals reported. Also, few members of our sample identified as vice pres-
idents themselves. 
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...but community departments lack a consistent home.

As for community departments, the picture is far less clear. Communities exist across all parts of organiza-
tions, and the department in which the community team resides demonstrates. A quarter of respondents 
picked “Other” when asked to choose from a list of ten possible departments — including internal and exter-
nal communications, marketing, product management, human resources and IT. They listed their community 
program in one of more than 40 other departments.

WHAT DEPARTMENT ARE YOU A PART OF IN YOUR ORGANIZATION?

Meanwhile, community is its own department at about 1-in-7 (14%) of organizations in the survey.

The results can be interpreted as both a strength of and a vulnerability for community in 2015. Community 
professionals of all stripes can report to high levels of an organization and often sit in powerful positions in 
the organization. The fact that communities fit comfortably in so many different parts of this organization 
highlights the flexibility of the community approach. However, the lack of a consistent organizational place 
for communities leaves community programs vulnerable to being marginalized or misunderstood because 

they don’t fit naturally into the organizational structure.
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Looking back at 2014 Key Findings

The Community Manager Salary Survey in 2014 
captured “the big picture” of community man-
agement in four statements:

Community management is a strategic com-
petency. This year’s report reinforces the idea 
of the profession of community management, 
and our findings that community professionals 
value strategic skills over all others underscore 
the opportunity.

The profession is expanding and evolving. The 
2015 research reinforces the development of a 
community career path, and highlights the op-
portunities both to rise in the organization or 

develop specialized skills as ways to advance 
their careers and compensation. 

Community executives are on the rise. The 
2014 report highlighted the Director of Com-
munity role, and this year’s research illustrates 
the opportunity for Directors of Community by 
further exploring their roles and status in orga-
nizations.

Titles, roles and compensation are out of sync. 
We’d love to say we have solved this issue in the 
12 months since this finding. But while there has 
been demonstrated progress in many organiza-
tions, it is an evolution that will take time.
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Community Teams  
and Salaries in 2015
As we did in 2014, we profile three key community management roles in this year’s report 
— community manager, community strategist and Director of Community. We also are re-
porting salary data on the role of community specialist — a role that can be harder to define, 
but often serves as an entry point into the field. We expanded the list of use cases this year 
to include not only internal (employee-facing) and external (customer-facing) communities, 
but also communities that incorporate both aspects. Because of this, we changed the com-
parison groups to compare external community professionals to the overall survey sample 
for each role. 

COMMUNITY SALARIES IN 2015:

COMMUNITY 
SPECIALIST

COMMUNITY 
MANAGER

COMMUNITY 
STRATEGIST

DIRECTOR OF 
COMMUNITY

External Overall External Overall External Overall

Years of Work 
Experience 12.3 11.1 12.5 16.9 18.7 17.6 17.1

Years of 
Community 
Management 
Experience

3.9 4.4 4.5 8.6 7.3 7.4 7.0

Time in Current 
Role 1.9 2.0 2.1 2.6 2.7 3.7 3.4

Average Salary $54,260 $65,870 $69,875 $90,895 $100,000 $108,750 $113,365

Median $55,000 $60,000 $65,000 $87,500 $95,000 $100,000 $110,000

Range $20K - 
$125K

$20K - 
$165K

$20K -
$200K

$30K -
$175K

$20K -
$240K

$30K -
$240K

$30K -
$240K

Percent Receiving 
Bonus 43% 41% 51% 43% 49% 59% 66%

Average Bonus $2,200 $4,850 $5,050 $7,000 $10,890 $16,475 $15,660

Percent Promoted 25% 27% 28% 50% 44% 53% 47%

Community manager continues to be the dominant title in the field, and while community 
management is still imagined by some as an entry-level job, the data again suggest other-
wise. No role in the survey had fewer than 11 years of work experience — much of that time 
in a community context, although the salary ranges indicate a wide variety of skill and ex-
perience levels in each role.

Other findings of note:

What can we make of the numbers? 

• Once again this year, community professionals who work in communities with internal 
responsibilities receive higher pay than those working in solely external communities.  

• The community management ladder is evident — and both internal and external opportu-
nities abound. Nearly half of community strategists and Directors of Community had been 
promoted into their role — a sign of growing opportunities.
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• Larger communities tend to pay more handsomely than smaller ones in each use case. 

• Experience does lead to higher pay — to a point. Community professionals with over 5 
years of CM experience regularly earn over $100,000 per year, though the rate of increase 
starts to flatten after 6-7 years of community experience. 

• The internal respondents in our sample tended to have longer work histories, but our ex-
ternal sample typically had more community management experience. 

Growing teams, fewer ‘lone wolf’ community managers

In 2015, we wanted to get an understanding of the size of community teams, and the results 
were heartening. A vast majority of community professionals who completed the survey are 
working as part of a larger team of full-time, part-time and volunteer community resources. 
Only about 14% of those who completed the survey said they were working as a “lone wolf,” 
the only community resource on their team, and only 12% said their organization had no full-
time community manager on staff. 

COMMUNITY TEAMS BY COMMUNITY USE CASE:

We’ll take those numbers with caution, since the smaller your team is the harder it can be 
to find time to complete a survey, but nonetheless, we hope it demonstrates that old myths 
like “if you build it, they will come,” and “one community manager can do it all” are being 
replaced with better practices that align with the growing strategic role of communities.

Why didn’t you compare this year’s numbers to last year’s?

Part of effectively comparing data year-to-year is having samples that are sim-
ilar in composition. At a broad level, we did get similar numbers of community 
managers, strategists and directors as we did in 2014. But this year’s sample fea-
tured larger numbers of professionals from nonprofits and media communities, 
and we made other changes in the survey that impacted the data. We also had a 
substantial turnover in the people who took the survey — just 1-in-4 of those who 
took the survey in 2014 took it again in 2015, which makes comparing year to year 
a difficult and possibly misleading proposition. 

INTERNAL EXTERNAL BOTH

Avg. Full Time 3.9 5.1 7.5

Avg. Part Time 4.6 4.0 4.3

% with Volunteers 24% 37% 23%

“Lone Wolf” (Solo 
Managers)

13% 14% 16%

No Full-Time CM 14% 12% 7%
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The Skills That Matter
Using the skills of the Community Skills Framework 
as a template, we asked survey participants to rate 
the value of each individual skill to their role. From 
that, we created the overall skills wheel, showing the 

Eleven skills scored an average of 4.0 or higher with the full sample. They are:
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Data Collection and Analysis
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relative value of each skill. The overall results can be 
seen below. The longer bars inside the skill wheel 
represent those skills which respondents said had a 
higher value for them in their current role.
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Notably, of these 11 skills, none scored below 3.9 
with any community role — in other words, the most 
valued skills for each role were virtually identical. 
There were, however, subtle but important varia-
tions as you moved up the ladder from manager 
to strategist and director. We will explore those in 
greater detail in The Roles and Skills of Community 
2015 (available as part of the full report).

Professional Development and Performance Evaluation 

Our take: It’s not a surprise that the value of com-
munity management skills carries across roles, but 
it also underscores the role confusion of the profes-
sion. If the most valued skills of community manag-
ers, strategists and directors are virtually identical, 
it suggests we need to work on clarifying roles and 
making sure that community managers are getting 
the credit (and compensation) for the work they do 
on a daily basis.

Where do community professionals turn for new 
ideas, and how are they evaluated? Our 2015 results 
largely echo those of past surveys. Conferences, 
blogs and books are popular tools for learning and 
connection, and community metrics as well as busi-
ness outcomes are most common means for deter-
mining a community professional’s performance.

Looking more in depth, we did note some interest-
ing differences between roles. Community directors 
were more likely to seek out coaches and mentors 

and less likely to use research as a professional de-
velopment tool — possibly because they are more 
experienced and rely on research less to learn about 
community management tactics, although they do 
use it to validate their approach with stakeholders. 

With regard to performance evaluation, directors of 
community programs were more likely to be evalu-
ated based on business outcomes than community 
managers, who were more commonly evaluated on 
community growth, activity and reach metrics.  
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What’s Next for Community Professionals?
In our 2014 report, we laid out three potential op-
portunities to advance the professional role of com-
munity management. They were:

1. Realistic Expectations

2. Rationalization of Roles

3. Rise of Community Executives

One year farther down the road, there are encourag-
ing signs on the horizon.

Larger teams open up new opportunities
One of the striking findings in this year’s data is 
the growth in average team size since the last time 
we asked the question in the State of Community 
Management 2014. Larger community teams open 
up opportunities to address all three of the above 
topics, as Director-level professionals are given the 
executive authority to rationally design teams that 
fit organizational needs. 

As more organizations embrace community as a key 
part of business strategy, higher-level community 
professionals get an opportunity to educate 
executives, and to make the case for improving 
salaries and working conditions for their teams.

The greater executive engagement and interest 
is in community, the greater the opportunity for a 
community-oriented culture to spread throughout 
the organization, potentially allowing community 
managers the opportunity to focus on higher-
order challenges rather than simply day-to-day 
moderation. Larger team sizes also offer the 
opportunity for more roles and more specialties 
within community management — in areas such 
as analytics, programs and governance that can 
deepen communities’ effectiveness. In short, larger 
teams provide opportunities for both horizontal and 
vertical career growth.

Community teams will also drive a trend toward 
more realistic expectations as managers rational-
ize and standardize expectations across multiple 
team members, and savvy organizations move from 
building a platform to hiring a single manager to 
recognizing the power of community teams. 

Role differentiation provides new opportunities
This is a slow process. Team sizes are growing, but 
the Community Manager, Community Strategist and 
Director of Community titles still comprise about 75% 
of our response group. While we noted that the skills 
of community remain very consistent across roles, the 
research shows differences in where professionals sit 
within the organization.

• 32% of community managers report to a VP or 
higher; 83% of Directors of Community do.

• 31% of community managers oversee direct 
reports; 79% of Directors of Community do.

We expect as the profession continues to mature, 
these basic differences will evolve into two types of 
roles: 

BROAD/HORIZONTAL ROLES:

Community Specialist — responsible for moderation, 
engagement and/or content 

Community Manager — responsible for community 
programming, planning and reporting

Director of Community — responsible for program 
management, advocacy and team management

VP of Community — responsible for strategic 
business results 

DEEP/VERTICAL ROLES:

Community Strategist — responsible for community 
strategy, analysis and coaching community managers

Community Architect — responsible for the design of 
communities and networks

Community Analyst — responsible for understanding 
and reporting on community value

Community Engagement & Programming — 
responsible for engagement practices, training and 
enablement

Community Knowledge Manager — responsible for 
content curation and management

Community Operations Manager — responsible 
for ensuring effective community processes and 
standards

We see elements of this already happening, both in the 
data mentioned above and the salary bump we see for 
those with stronger business, technical and strategic 
skills. It’s an evolution we expect will continue. 
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Using This Research

 

FOR HR/HIRING MANAGERS:

Define roles — Better align responsibilities and 
compensation for community roles.

Develop a career path — Ensure that you 
are providing new opportunities for valuable 
employees.

Improve recruiting results — Well crafted job 
descriptions with aligned compensation will result 
in better candidates that are more likely to accept 
offers.

Create development plans — Use this research to 
help define skills and responsibility targets and 
review community management performance.

This report is meant to be useful. Some ideas:

FOR INDIVIDUALS: 

Evaluate job opportunities — Use this research to 
understand and assess job opportunities.

Negotiate new roles — Use this data to help 
frame your conversations with and educate hiring 
managers. Don’t assume they understand the role 
better than you do.

Redefine your current role — If you are feeling 
overwhelmed — or uninspired — use this research 
to help redefine your role so that it is a better fit 
for both you and your organization.

Get a promotion — Are you taking on the 
responsibilities of a director of community 
but not getting the associated recognition or 
compensation? Use this data to show why you 
deserve more. 

How The Community Roundtable can help:

In addition to the weekly Roundtable calls, member-led programming and discussions in TheCR Network, 
our network for community professionals, The Community Roundtable offers a number of other resources 
to grow your skills and your community.

Training: TheCR Academy features on demand, self-paced courses in internal and external community 
management fundamentals, as well as community program essentials, and more courses are being 
developed now.

Advisory Services: The Community Roundtable also offers premium in-person and online advisory and 
training opportunities for community teams. Our clients benefit from the years of research and community 
experience only The Community Roundtable and TheCR Network can provide.

Toolkits: TheCR Start and Build Toolkits give you resources and strategies for building your community, 
while our The Social Executive Toolkit is designed to help social and community teams understand 
executive adoption so that you can effectively coach executives.

Community Performance Benchmark: Our GPS for your community journey, the Community Performance 
Benchmark can help you see where your community actually stands — benchmarking your management 
processes and providing you with recommendations. It’s information that gives you the ability to set 
priorities, make decisions, educate stakeholders and manage budgets with confidence.

Contact us for more information on any of these products and services.
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Web: http://communityroundtable.com
Email: info@communityroundtable.com

TheCR Academy: http://the.cr/TheCRAcademy

Connect with us:




