
NO.	NEW	
MEMBERS

INCEPTION ESTABLISHMENT MATURITY SATURATION MITOSIS

CRITICAL	
MEASURES	
(est.	varies	by	

community	type		&	
total	audience	size)

• 50+ active contributors (>1 
contribution per month). 

• 10+ top contributors (>5 
contributions per month). 

• 20 single posters.  
• 1000 visitors per month.

• 100+ active contributors.  
• 25+ top contributors. 
• 50 single posters.  
• 10,000+ visitors per month. 
• 10% registrations make a 

contribution. 

• 250+ active contributors. 
• 50+ top contributors. 
• 150 single posters. 
• 50,000 visitors per month 
• 20% registrations make a 
contribution. 

• 500+ active contributors.  
• 75+ top contributors.  
• 150+ single posters.  
• 30%+ registrations make a 
contribution.

• 500+ active contributors.  
• 75+ top contributors.  
• 150+ single posters.  
• 30%+ registrations make a 
contribution. 

* Engagement plateaus and tracks 
total topic audience size.

PLATFORM(S)
• FB Group/mailing list. 
• Slack. 
• Other simple platform.

• FB group / mailing list.  
• Slack. 
• Other simple platform.

• Open-source forum. 
• Licensed community platform. 

• A licensed community platform. 
• Participation in broader 

community (social media/other 
sites). 

• A licensed community platform. 
• Bespoke community platform.  
• Social media accounts.  
• Participation in other sites.

COMMUNITY	
STRATEGY	&	
BUSINESS	

INTEGRATION

• Pilot program(s) to test 
assumptions from research 
(audience, validate needs, 
sustain early activity around 
topics of interest). 

• Show possible value to the 
organization. 

• Validated community concept. 
• Clear strategic plan from goals to 
community tactics.  

• Strategy and value is agreed by 
key stakeholders.

• Specific metrics to gauge 
community health and success. 

• Data-driven decision making.  
• Secured additional funding to 
support growth of the community 
team. 

• Community supports multiple 
areas of the business.  

• ROI calculated to a financial 
dollar.  

• Community widely supported and 
promoted throughout the 
organization. 

• High levels of internal advocacy 
and promotion. 

• Community-first philosophy, every 
department seeks community 
support before major decisions.  

• Custom-built metrics to track 
results (not engagement) and 
make investment decisions.  

• Wide support and understanding 
throughout the organization. 

GROWTH	
CHANNEL(S)

• Closest connections of the 
company. 

• Acquaintances of community 
manager. 

• Paid social ads (if no existing 
audience)

• Existing audiences (social media, 
mailing lists, database) 

• Traffic from main site.

• Search traffic. 
• Traffic from main website.  
• Word-of-mouth. 
• Promotional activities.

• Search traffic. 
• Traffic from main website.  
• Word-of-mouth. 
• Promotional activities. 

• Search traffic. 
• Traffic from main website.  
• Word-of-mouth.

WHY	NEW	
MEMBERS	JOIN	
AND	INITIALLY	
PARTICIPATE

• Sense of exclusivity. 
• Obligation and trust in 

community founder.  
• Help create something unique 

and special.

• Be part of something new, 
unique, and special. 

• Curiosity to see if they can do 
something better.  

• Solve an immediate problem. 
• Excited by the concept.

• Solve existing problems.  
• Seize new opportunities. 
• Build relationships with a strong 
group of peers. 

• Learn more about the topic. 

• Solve existing problems.  
• Seize new opportunities. 
• Build relationships with a strong 
group of peers. 

• Learn more about the topic. 

• Find and learn the best tips. 
• Ask newcomer-level questions. 
• Get up to speed quickly. 
• Avoid making silly mistakes.

NEWCOMERS
• Welcome newcomers to the 

community by name / 
@mention.

• Series of onboarding emails and 
next steps to participate. 

• Establish early engagement tasks 
for newcomers.  

• Developed community welcome 
guide.

• Develop unique spaces for 
newcomers to ask first-time 
questions.  

• Excellent orientation material.  
• Tweak banner/badges to reflect a 

member’s current progress/
journey through the community. 

• Use data to build/optimize 
multiple onboarding journeys.  

• Fully researched and validated 
newcomer profiles.  

• Establish early opportunities for 
newcomers to receive immediate 
gratification.

• Homepage orientated towards 
newcomer tips and questions. 

• Selection of 101/equipment/
activities guides.  

• Newcomers given roles and 
responsibility.  

• CRM system to track, nudge, 
and nurture newcomers. 

VISITORS	
(LURKERS)

• Lurkers can browse content by 
the latest date posted.

• Editor’s picks highlights the best 
information for visitors.  

• Search function for lurkers to seek 
out information within the 
community. 

• Content is created to satisfy 
lurker’s likely search queries.  

• Information is properly tagged 
and categorized.  

• Most topical and popular content 
is most visible. 

• Editor's picks and popularity 
surface topical/relevant 
discussions. 

• Content is well categorised with 
knowledge-base/wiki information. 

• Accepted solutions show the best 
answers. 

• Best content naturally rises to the 
top through AI / member-ratings.  

• Most popular former discussions 
are updated with new 
information. 

• Rating systems on content 
surfaces best solutions.  

• SEO-driven user guides.

TOP	
CONTRIBUTORS

• Direct messages of 
encouragement to some of the 
top members. 

• Developed strong relationships 
with and between top members.  

• Separate place for top members 
to interact with one another.  

• Simple gamification badges to 
acknowledge top members. 

• Develop an MVP program of top 
members with incentives and 
clearly valuable activities.  

• Top contributors have unique 
privileges to moderate areas of 
the community. 

• Fully developed and funded MVP 
program with rewards, regular 
meetups, and system for 
nurturing and attracting the top 
members.  

• Top members create their own 
content for the community. 

• Fully developed and funded 
MVP program with rewards, 
regular meetups, and system for 
nurturing, training and attracting 
the top members.  

• Top members run their own 
areas of the community. 

TIMELINE	
(approx	-	varies	by	

type)
• 0 to 3 months • 3 to 9 months • 9 to 18 months • 18 to 36 months • 36+ months 
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* Note: The community type, initial size of the audience, and investment into the community will significantly affect the timeline and speed of process


