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Your Customers Have Changed.

More choices = more power
Higher expectations
Reliance on word of mouth



Your Approach to Customers Must Change.

Gartner: By 2010, 60+ percent of the Fortune 

1000 will use an online community to 

strengthen customer relationships

Deloitte: 94 percent plan to continue investing 

in online communities − despite the economy



Why Online Community?

Support

• Enable 
customers to 
support each 
other

Innovation

• Crowd-source 
ideas for 
innovation

Loyalty

• Get customers 
to stay longer 
and buy more

Word of 
mouth

• Let brand 
enthusiasts 
super-charge 
your marketing 



Companies using 
online communities 

for business gain

Success Stories



ThoughtWorks Studios

3 software products

>1,000 consultants

Customers in 7 countries

Get help – FAQs, defect 

tracking

Best practices – Template 

Exchange, Tips & Tricks

Shape product – Feature 

Requests



community.thoughtworks.com



Hearst Corporation

Culture of innovation  

Share, discuss, pitch 

new business opportunities

Knowledge sharing across 

company

20,000 employees

6 business groups

200 businesses



hearstinnovation.com



Environmental Data Resources - EDR

Clear industry leader

Global reach

Largest online community 

in industry

Network with 5,000+ 

peers from 2,000+ 

companies

Establish a new 

marketplace, revenue 

streams



commonground.edrnet.com



Why Transparency and Feedback Matter
Authentic Conversations

Identify, Engage, Energize

http://twitter.com/seanbell



There is no limit to what you can 
accomplish if you don’t care who 
gets the credit.
~Ronald Reagan, sign on his desk



Authentic Conversations TRANSPARENCY

Community is about relationship building
Acknowledge the community impact
Provide timely feedback to members
Visibly act upon insights gained
Address concerns with solutions
Give key customers deeper access
Technology does not create communities



Design is a funny word. Some people 
think design means how it looks. But, 
of course, if you dig deeper, it’s really 
how it works. To design something 
really well, you have to ‘get it’. You 
really have to grok what it’s all about.
~Steve Jobs



Community Strategy IDENTIFY

Business Goals - what do we need out of this?
 Metrics for R.O.I measurement

Member Goals - what do they need out of this?

 Community architecture and customer experience

Project Owners - somebody needs to get this done.
 Community Manager(s), Moderators, Facilitators 

Founding Members - engage influential people.
 Department Heads, Executives, Key Clients, Key Partners, Subject 

Matter Experts

Brand Requirements - what should it look like?
 Visual design and branding



Tell me, and I will forget. Show me, 
and I may remember. Involve me, 
and I will understand.
~Confucius



Customer Experience ENGAGE

Information Architecture
 Define community architecture based on business/member goals

Interaction Design
 Define function and usability and customer flow

Information Design
 Create context and invite discovery for customers 

Visual Design
 Create desirability and delight

Navigation Design
 Provide easy access to critical content



I am of the opinion that my life belongs to 
the community, and as long as I live it is 
my privilege to do for it whatever I can.
~George Bernard Shaw



Join the Socialsphere ENERGIZE



Societies do not evolve because their 
members simply grow old, but rather 
because their mutual relations are 
transformed.
~Ilya Prigogine



Thank You

Customer Success Stories
Adam Miller
Client Success Manager

Authentic Conversations
Sean Bell
Director, Client Solution Consulting
Twitter: @seanbell
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