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People don’t 
wanna talk 

to logos 



• peers
• friends
• experts they trust

People want to 
learn from 
and connect 
with







Why do B2B brands 
struggle to build 

community?



Community-Led 
Growth



com· mu· ni· ty : 
A feeling of fellowship with others as a 
result of sharing common attitudes, 
interests, and goals



Brands engaging with their fans, users, 
and employees to build connection 
through common experience of a 
challenge and interest in exploring 
solutions.

Community-led 
Growth
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Community-led Growth
Why it works





More
Communities



More Tools

140M 
MAU

10k
Creators

$50M 
Fundin

g



More 
Influence

Micro influencers (100k - 1M followers) have the highest 
engagement rates on YouTube

100k - 1M

Source: Statista

Brand messages reach 561% further when shared by 
employees vs official brand social channels

561%

Source: MSLGroup

of all global consumers see employees as the most 
credible sources for learning about companies

53%

Source: Edelman’s 2019 Trust Barometer

https://www.statista.com/statistics/1257518/youtube-influencer-engagement-rate/
https://www.statista.com/statistics/1257518/youtube-influencer-engagement-rate/


More 
Senior Roles 

Senior Director of 
Community & Data

Community & Customer 
Support Lead

Technical Community 
Manager



Myths | Truths



Ewww
How B2B brands can overcome the ick.



Myth
Brands own & lead 
the conversation 

Truth
Brands participate 

in and facilitate 
conversation



Help Scout ❤ Support Driven



Takeaway
Brands attract fans when they participate in 

community conversation.



Myth Truth
Engage where your 
audience already 

spends time

Only 
"owned community" 

counts



Atlassian





Takeaway
Brands will see better results when they embrace a 

decentralized definition of community. 



Myth Truth
Focus only 

on prospects and 
users 

Community is 
about ALL 

like-minded people



Cisco Developer Community



Takeaway
Empower employees to engage and support the 

ideas and culture of the community.



Community in 
the Marketing 
mix
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GETTING
STARTED

01.

02.

RESEARCH

ACTIVATE

03. BRING IT TO LIFE



Research



Audience Relevant 
Topics

Conversation 
Sweet Spot



People
• Who do you want to develop relationships with?

• Where do they engage with their community? 

• Do you have employees who are already engaging 
       in communities?



Topics
• What questions is your audience asking?

• What unique insights do you have to 
share?

• What shared interests are they discussing?



Spaces
• Where are they already having conversations?

• What are the rules of engagement for brands?

• Who else is active in these communities?



WHY BUILD
• Become the go-to space for that topic
• Easier to measure when you’re the host
• More control over community culture & guidelines
• Launch attracts attention

WHY JOIN
• Draft off existing momentum
• Altruism = engagement
• Associate yourself with thought leaders and influencers
• Less expensive
• Employees might already be there (lack of friction)



Activate



TYPES OF 
ACTIVATIONS

01.

02.

ENTHUSIASTS

INFLUENCERS

External

03. EMPLOYEE EVANGELISTS

Macro & Micro

EGC

04. MARKETING TEAM
Amplify Community



CRITERIA
• Talking about the brand/product
• Engaging in advocacy activities for your brand or 

products

Enthusiasts

APPROACH
• Alpha/beta access, announcement previews
• Teach them how to build THEIR personal brand
• Share + boost THEIR content



Atlassian Creators Program



Influencers

CRITERIA
• Talking about relevant topics 

with a relevant audience
• Neutral/positive towards your 

brand or products

APPROACH
• Join THEIR discussions
• Host them as guests for community events 
• Select paid partnerships



SAP Paid Influencers



Bring it to life
Research Action



Continuity + Depth

Engage at consistent 
volume/cadence for 

6 months (min)

BE RELIABLE

Optimize engagement  
based on evidence 

DON'T BE 
HAPHAZARD



Engagement Spread

Engage with community posts
Starting your own community? Deploy enthusiasts to seed initial convos

People AT your company post

As-needed brand posts 
Product releases & updates, exclusive access, survey or feedback, giveaways

70%

30%

<5%



Value exchange / Peer groups

Both parties are open to new 
perspectives & actions, listening & 

experimenting 

CURIOSITY
Brand is authentic, relates to the 

circumstances of their community & 
shares knowledge & unique opportunities

TRUST + AFFINITY

Even exchange of value in the form of knowledge and relationships. 
Engage as equals.



Strength in 
Community



“What you go after eludes you, 



“What you go after eludes you, 
what you become, you attract."



Nairobi community: 
5-year anniversary AND 

chapter founder's birthday!
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