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We decided to take a closer look into this issue and found  
ourselves asking four key questions: 

Executive 
Summary

• What business challenges are organizations  
without a community facing?

• Does having an online community help to  
address these issues?

• If so, to what extent does an online community  
help address these issues?

• Can a branded community address these  
issues better than a social  
media community?
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‘get to the bottom 
of it.’

Company Size

Industry

41%

6%

8%

2%
2%

10%

4%

10%

4%
3%

5%

6%

0% 10% 20% 30% 50%

8%

3%

9%

13%
8%

33%

25%

0% 10% 20% 30%

101 - 500
51 - 100

1 - 50
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Organizations with 
No Community

Organizations without a community were  
asked to identify their biggest business challenges.

Industries Most Likely To Have No Community

Healthcare Professional 
Services

Finance/ 
Legal

Education Telecom

50%

0%

20%
10%

30% 39% 39% 36% 36%
43%

Top 10 Business Challenges

57%

32%

41%

55%

23%

46%

23%
18%

32%

38%

0% 20%

* 

* 

* 

* 

* 

YES24%
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Organizations with a branded 
community report better overall 
results than organizations with  
a social media community.

Do you have community moderators?

Organizations With  
A Branded Community

YES66.3%

Who Manages Your Branded Community?

Dedicated 
Community 

Manager

Communications Marketing OtherCEO/ Owner/ 
Founder

Product Don’t Know/ 
Random

0%

20%

76%

6% 4%2% 2%3%3%
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What prompted your decision 
to switch from a social media 
community to a branded  
community?

Customer engagment
Imporove member/ brand communication
Brand awareness and visibility (SEO)
More control over the community
Better support
Better content
Data/ analytics/ tracking capabilities
Other

3%

6%

22%
11%

14%

25%

11%

8%

Branded communities report overall  
better results than social media communities

81% 68%

41% 75%

 

  

88% 89%

80% 88%
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Community Manager
Social Media Manager
Other
Marketing
Founder/ Cwner/ CEO
Communications
Nobody - The Community Runs Itself

9%

16%

19%

11%

33%

9%
4%

Who Runs Your  
Social Media Community?

What Are Communities Being Used For?

12%

 

11% 30%
33%

43%

 

61%

27%
16%

61%
54% 43%

61%

75%
61%

Organizations with  
a Social Media Community

• 64% of social media communities are hosted on Facebook

• 15% said they are looking to switch to a branded community  
 in the next year, mostly due to two reasons:

• 
• 
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1 Engagement is the Biggest Challenge

2 Online Communities Support Top Business Challenges
 

4 Having a Dedicated Community Manager Increases  
the Impact and Performance of Your Community 

 
 

5 Support Communities Are Likely to Have  
a Knowledge Base

Key  
Findings
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32% 37% 57%
of Branded Communities 

with community managers
of Social Media  
Communities

of Organizations  
with No Community

The best way to tackle the challenge of customer engagement is through  
a branded community that has a dedicated community manager.

Engagement is  
the Biggest Challenge

Customer engagement Can Become less Challenging

No Community Branded  
Community

Social Media  
Community

Branded Community  
with Dedicated CMGR

0%

20%

37% 35%
32%

57%

1
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57%
of Organizations Struggle  

with Customer Engagement

Communities Support  
Top Challenges

Branded Community
Social Media Comunity

68%

 

89%

Common Outcomes of Good CX

The community has  
had an impact on  

customer retention

The community  
has contributed to an 

increase in sales

The community  
has helped create  

new leads

0%

20%

68%

27%

41%

66%
59% 55%

Branded 
Community

Social Media 
Comunity

55%
of Organizations Struggle 
with Improving Customer  

Experience

Having an online  
community can help  
improve brand and  

customer engagement.

2
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46%  
of Organizations Struggle  

with Brand Visibility 

Our data supports the argument that 
branded communities are good for SEO.

41% 
of Organizations Struggle with  
Getting Meaningful Feedback

Both branded and social media  
communities provide customers with 

a platform to provide meaningful feed-
back, which respondents report has had 

a positive impact on the organization.

 
 

 

 
 

The community has had a 
positive impact on those 
interested in your brand

People are more loyal  
to our brand because  

of our community

The community has a  
positive impact on  

customer satisfaction scores  
(CSAT, NPS)

Branded
Social Media

Impact of Community  
On Brand Loyalty

38%
of Organizations Struggle  

with Driving and Maintaining  
Brand Loyalty 

A majority of respondents with a branded 
community agree that the community 
has been instrumental in creating and 

maintaining loyal customers.

68%

45%

50%

84%

56%

60%
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0% 25% 50% 75% 100%

Strangly Disagree No OpinionDisagree Agree Stongly Agree

Branded Communities Are  

 

Category  
Weighted Average +/-

Community  
Purpose Categories (Branded) (Social Media) Branded -   

Social Media

4.07 3.57 0.5

4.01 4.10 -0.47

3.84 3.86 -0.02

 
3.94 3.56 0.35

4.04 3.78 0.26

4.03 3.61 0.42

3



13  |  Key Findings  |

Dedicated CMGR Increases 
Community Performance

Product/  
Service 
Support

Raise Awareness 
of a Social Issue/ 

Prompt Action

Social  
Connectivity

Product  
Development/ 

Feedback

Increase Brand/ 
Organizational 

Advocacy

Partner/  
Network

0

2

1

5

3

Branded Communities With a Dedicated Community Manager
Social Media Communities
Branded Communities Without a Dedicated Community Manager

Community Purpose Category Weighted Average

• Having a dedicated community manager for your branded  
community can help improve performance by up to 12%.

• Having a managed online community lessens the burden  
of engagement by 44%

 

75.69%

YES

4
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Support Communities Are Likely to 
Have a Knowledge Base

 

Support-Based  

Branded  
Communities  

Who Have A Knowledge Base

Support-Based  

Social Media  
Communities  

Who Have A knowledge Base

56%77%

5
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I. INTRODUCTION
 

1

 

 

Section II, 

2
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Research Goals

The purpose of this research is to explore four key questions:

 

Section II  

 

Limitations
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Online Community

 
 

 

Branded Community

 
 

Social Media Community

 

No Community
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Categories

 

Community Purpose Categories
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II. LITERATURE 
REVIEW

 

3
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5

1. Communities Propel Engagement

2. Communities Transform Organizations

3. Community Leadership is Unevenly Distributed
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Online Community Types

 
 

1. Support Community: 

 
 

 
 

7

2. Product Community: 
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3. Ambassador Community: 

4. Network Community: 

Branded Communities

9

 
 >
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12

13
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12  
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Social Media Communities

15

17

15  
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Literature Findings

 

 

 

1.
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 2.

 3.

Section I
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III. RESEARCH 
METHODOLOGY
Survey Design

 
 

 
 

Figure 1

Do you have an  
online community?

Category 1: 
No Community

Do you have a 
Branded community?

Category 2: 
Branded Community

Category 3: 
Social Media Community

YES

YES

NO

NO

Figure 1: How respondent categories are determined in the research survey
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RATING
WEIGHTED  

VALUE

Strongly Disagree 1

Disagree 2

No Optinion 3

Agree 4

Strongly Agee 5
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w = weight of answer choice

x = response count for answer choice

x 1 w 1 + x 2 w 2 + x 3 w 3 + x 4 w 4 + x 5 w 5 + x 6 w 6

Total Responses (Not counting N/A responses)

wa = weighted average

q = question count for the community purpose category

wa 1 + wa 2 + wa 3 +wa 4 + wa 5 + wa 6

q

Source of Data
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IV. RESULTS
 

 
 

76.2%

YES
65.8%

YES

  

Section IV.I  
 

 
Figure 2
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% of Respondents by Category

Branded Community
Social Media Community
No Community

Figure 2: Total Percent of Respondents by Category

 

 
 
 

 
 

 

48.94%

25.40%

23.81%
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Company Size: Number of Employees

Measurement No  
Community

Branded  
Community

Social Media 
Community

Mean 1921 8943 6097

Median 200 500 200

Mode 200 10,000 50

 
 

 

Category: No Community
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9.1%
7.3%

40%

43.6%

Yes
No
Note Sure
Will be within a year

Do You Provide Any method  
of Self Service Support?

Are You Looking To Procure A 
Community Witin Next Year?

Yes Not SureNo
0%

30%

20%

10%

39%

33%
28%

 
 >
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Most Challenging Issues

57%

41%

55%

46%

38%

0% 20%
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Least Challenging Issues 

32%

23%

32%

23%

18%

0% 20%10% 30%

 

 

 

 

Category: Branded Communities

75.69%

YES
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19

66.3%

YES

 

 

 

25%

 
22%

 
14%

11%

11%

8%

6%

3%

19  
 >
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The Community Has Helped With Customer Engagement

Previously Had  
A Community On 

Social Media

Never Had A 
Community On 
Social Media

0%

4.274.38
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Branded Communities - What Are They Being Used For?

Product 
Development/ 

Product 
Feedback

Product/  
Service 

Customer 
Support

Raise  
Awareness 

of an Issue/ 
Prompt Action

Social  
Connectivity

Partnership/ 
Network

Increase  
Organizational/  

Brand  
Advocacy

Healthcare 
Support/  
Support 
Group

0%

20%

61%

15.5% 10.7%

61%61.4%

53.7%

32.8%

what our users want to come back for. We need 
commitment from our colleagues to promote this 
service to our customers.”
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Top 5 Community Challenges For Branded Communities

35.04%

7.30%

13.87%

8.76%

5.84%

0% 20%10% 30%

 

 

 

 

20

[the 
community] 

20
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Category: Social Media Communities

Branded Communities - Which Platforms(s) is your community hosted on?

Facebook TwitterOther InstagramLinkedin Reddit
0%

20%

64%

40%
27% 22% 19%

4%

 

Who Runs Your Social Media Community? 

9%

16%

19%
11%

33%

9%
4%Community Manager

Social Media Manager
Other
Marketing
Founder/ Cwner/ CEO
Communications
Nobody - The Community Runs Itself
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Social Media Communities - What Are They Being Used For?

Social  
Connectivity

Increase  
Organizational/  

Brand  
Advocacy

Product  
Development/ 

Product 
Feedback

Product/  
Service 

Customer 
Support

0%

20%

75%

61%

43%
43%

30%30%

12%

Raise  
Awareness 

of an Issue/ 
Prompt Action

Partnership/ 
Network

Healthcare 
Support/  
Support 
Group
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Tip 5 Social Media Community Challenges

37%

7%

13%

9%

7%

0% 20%10% 30%
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V. KEY FINDINGS
 

 

 

 

1. Engagement is the biggest challenge that organizations face,  
regardless of whether they have an online community or not

2. Online communities are able to address key business challenges

3. Branded communities outperform social media communities

4. Having a dedicated community manager for branded  
communities improves performance

5. Organizations with support communities are likely to also have  
a knowledge base
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1. Engagement is the Biggest Organizational Challenge

 

Customer engagement is our biggest challenge

32% 37% 57%
of Branded Communities 

with community managers
of Social Media  
Communities

of Organizations  
with No Community

 

“Getting people to post and interact enough is  
my biggest challenge; there is low interaction/ 
engagement overall. I am unsure about the right 
questions to ask and the right things to post to  
encourage interaction whilst being genuine.”
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“Our biggest challenge is having enough time to 
implement the growth and engagement tactics we 
have on our roadmap.”

“Getting users to engage with each other more and 
contribute meaningful and inspirational content to 
help others is our biggest community challenge.”

2. Communities Address Business Challenges

 

 
Section V.I.  

1. Increasing customer engagement (57%)

2. Improving customer experience (55%)

3. Having your brand known/ getting your name out there (46%)

4. Getting meaningful feedback to improve product or service issues (41%)

5. Driving and maintaining brand loyalty (38%)

Community Helps Increase Customer Engagement



  |  V. Key Findings  |

Figure 3  
 

Figure 3  Customer engagement Can Become less Challenging

No Community Branded  
Community

Social Media  
Community

Branded Community  
with Dedicated CMGR

0%

20%

37% 35%
32%

57%
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Community Helps Improve Customer Experience

 

75% 88%

of respondents with social media  
communities agreed or strongly agreed that 

the community has helped improve  
customer experience

of repondents with branded  
communities agreed or strangly agreed  
that the community has helped improve  

customer experience

 
 

21

21  
 >
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Common Outcomes of Good CX

The community has had an 
impact on customer retention

The community has contributed 
to an increase in sales

The community has helped 
create new leads

0%

20%

68%

27%
41%

66%
59% 55%

Branded 
Community

Social Media 
Comunity

Community Helps Making The Brand Known

 
 

22

23

• 57%  

• 72%  

22  >
23
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Community Helps to Get Feedback for Product/ Service Issues

 

 

90%  

77%  

78%
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Community Helps to Drive and Maintain Brand Loyalty

 

Figure 4: Impact of Community On Brand Loyalty

The community has had  
a positive impact on those 
interested in your brand

People are more 
loyal to our brand 

because of our 
community

The community has  
a positive impact on  
customer satisfaction  
scores (CSAT, NPS)

0%

50%

25%

100%

75%

56%
50%

83%84%

45%

60%

Branded
Social Media

 >
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Figure 4  

3. Branded Communities Outperform Social Media Communities

 

Figure 5  
 

Section IV
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Figure 5: Branded Communities Outperform Social Media Communities

0% 25% 50% 75% 100%

Strangly Disagree No OpinionDisagree Agree Stongly Agree
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Is Your Community Used For Social Connectivity?

 Branded Community
 Social Media Community

YES
75%

YES
61%

Table 1

Table 1: Community Purpose Categories - Branded vs. Social Media

Category  
Weighted Average +/-

Community  
Purpose Categories

(Branded) (Social Media)
Branded -   

Social Media
4.07 3.57 0.5
4.01 4.10 -0.47

3.84 3.86 -0.02

 
3.94 3.56 0.35

4.04 3.78 0.26
4.03 3.61 0.42
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5. Dedicated Community Manager Improves Performance

Figure 6

blue

pink

charcoal

Figure 6: Community Purpose Category Weighted Average

Product/ Service 
Support

Raise Awareness of a Social 
Issue/ Prompt Action

Social  
Connectivity

Product Development/  
Feedback

Increase Brand/ Organizational 
Advocacy

Partner/  
Network

0

2

1

5

3

Branded Communities With a Dedicated Community Manager
Social Media Communities
Branded Communities Without a Dedicated Community Manager
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Support Communities Are Likely To Have A Knowledge Base

Support-Based  
Branded Communities  

Who Have A Knowledge Base

Support-Based  
Social Media Communities  

Who Have A knowledge Base

56%77%
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VI. CONCLUSIONS
 

Research Goals: Responses To Key Questions

1. What business challenges are organizations without a community facing?

2. Does having an online community help to address these issues, and (3)  
if so, to what extent does an online community help address these issues?
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4. Are branded communities able to address these issues better than social 
media communities?
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Recommendations

 
 
 1.

2.
 

 
 3.

 
 

 
14.
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