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The Metrics That Show What
Your Community’s Really Worth

You’re running an online community, and someone asks, “How’s it going?” Your first
instinct might be to rattle off stats like, “We’ve got X number of members, Y posts a day,
and Z pageviews.” These numbers are where most people start—not because they’re the
most insightful, but because they’re the easiest to measure.

They provide a baseline, but they only tell part of the story. To truly understand whether
your community is delivering value, you need to focus on metrics tied to its specific goals.

If it’s a support community, you might track how quickly questions get answered or how
much money the company saves by having customers help each other instead of reaching
out to support. But if it’'s a community for brand advocates, you’d focus more on metrics
like how many members are sharing your content or referring new customers. Different
goals require tracking different outcomes.

The challenge is that these deeper insights aren’t always easy to uncover. You may need
to pull data from multiple sources or collaborate with someone who knows their way
around a spreadsheet. It takes effort, but when you get it right, you can clearly show how
your community drives business value. And that’s the kind of proof that earns you more
resources, greater support, and maybe even a raise.

This guide will help you identify which metrics to track, how to make sense of them, and
how to use them to tell a compelling story that proves your community’s worth.
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How to Use This Guide

This guide organizes metrics into five categories: engagement; traffic and user behavior;
growth and health; support and efficiency; and business impact. Each category highlights
a different aspect of community performance. While some metrics could fit into multiple
categories, we’ve placed them where they’re most relevant for simplicity—so don't get too
caught up in the labels.

You also don’t need to track every metric listed. Focus on the ones that align with your
community’s specific goals and skip the rest.

As you review each section, keep these principles in mind. You'll see them repeated
throughout the guide, and for good reason.

O Metrics are a means to an end. Knowing whether customer support or product
innovation (or something else) is your top priority changes which metrics matter most.

O One metric in isolation doesn’t tell the whole story. Always look at trends over time,
consider external factors that influence changes, and compare your performance to
similar benchmarks.

O Data alone can’t capture the full picture. Metrics won’t always reflect the nuances
of user experience or community sentiment. Pair quantitative data with qualitative
insights—like feedback from surveys, discussions, and interviews—to add context and
depth.

O Metrics are only valuable if you know how to act on them. Before presenting the
data, understand the "so what" behind it. Metrics should inform decisions, not just fill

up reports.
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Prioritizing Community Metrics:
A Pyramid Approach

Communities generate a wealth of data, but not all metrics are equally valuable at every
stage of growth. Some measure basic activity, while others track deeper engagement or
business outcomes.

To make sense of these different types of data, it's helpful to prioritize them. The pyramid
framework does this by categorizing metrics into three tiers: foundational, health, and
outcome. Each layer builds on the one below it, showing how basic community activity can
ultimately lead to broader business success as the community matures. Here’s how it works:

-I Build your base. These metrics track the daily pulse of your community, things like
posts, comments, logins, and unique visitors. For early-stage communities, this is the
key focus. No amount of strategic planning will matter if there’s no foundational level
of engagement. Core activity metrics help you gauge whether your community has
enough momentum to build upon.

2 Move to health metrics. Once consistent activity is established, the next step is
assessing how users engage. These metrics move beyond simple participation counts
and focus on the quality of that engagement. Are members returning regularly? Is
engagement growing over time? Which topics or groups are attracting the most
attention? Health metrics provide insights to help you fine-tune your content strategy,
community growth initiatives, and member engagement efforts. This is where you
start making data-driven decisions to improve the community experience.

3 Connect to outcomes. At the top of the pyramid are the metrics that matter most to
leadership. They tie community performance to measurable business results, such as
customer retention, lead generation, or direct contributions to revenue. To measure
outcomes, you need a healthy community built on solid engagement. That’s why each
layer of the pyramid supports the one above it.
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Use this narrative to create data visualizations that make the cause-
and-effect relationships clear for stakeholders.
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Choosing Metrics Based on
Your Community Type

Building an online community starts with defining its purpose. Whether you’re aiming
to reduce support costs or drive product innovation, the type of community you create
should directly support your organization’s top goals. From there, success depends on
tracking the metrics that reflect that purpose—because what you measure shapes how
your community grows.

©il

NOT SURE HOW TO DEFINE THE RIGHT GOALS FOR
YOUR COMMUNITY?

Our community-building framework walks you through

the process, while our guide to community benefits

highlights ways your community can deliver business value
beyond engagement.
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Once you have clear goals in place, the next step is choosing metrics that align with your

community’s purpose. Here’s a breakdown of common use cases and their related metrics:

COMMUNITY

DESCRIPTION OUTCOMES EXAMPLE METRICS
TYPE
Fewer support tickets Number of accepted answers
Customers get help Faster response times per month
from peers and your )
PPORT ) Average time to resolve
suU o company, with access Lower support costs 9
to self-service tools. Reduced workload on support Accepted answers generated
teams by members
More product suggestions
Users provide feedback . .
and ideas to help align Easier identification of issues Number of ideas submitted
PRODUCT your offerings with Better products New ideas implemented
customer needs and i Pain points identified
market trends. Deeper understanding of user
needs
Improved onboarding experience
P 9 exp Number of help center articles
Customers receive Shorter time to value
) - Number of courses completed
guidance to maximize . .
. . Higher product adoption .
ENABLEMENT product use, including Best practices shared
onboarding, best Increased customer satisfaction )
X . Active users
practices, and shared and retention
i Percentage of customers in
learning. Reduced workload on success 9 .
the community
and support teams
Brand champions More identifiable advocates Number of positive reviews
share enthusiasm
ADVOCACY ) Increased brand awareness NPS/CSAT scores
with customers and
prospects. Positive reviews Growth in active ambassadors
People with similar Increased conversations Participation in external events
COMMUNITY :;:LZifuiL:r:(:iiselz:al More engaged customers Positive comment-to-discussion
OF PRACTICE to exchange knowledge mproved information exchange ratio
and support. Stronger brand loyalty New vs. returning member ratio

H! higher logic

The focus of your community may evolve as it matures. Many communities begin with

support, enablement, or product-related goals. Over time, they expand to more advanced

applications, such as advocacy programs and specialized interest groups.
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LAYERING CONTEXT:

Framing Community Metrics

Metrics don’t exist in a vacuum. Without context, numbers are just numbers. The real value
comes from the story they tell and how you choose to tell it.

Clear, honest framing can make even less-than-ideal results meaningful. It builds trust, shows
accountability, and sets the stage for what’s next. That’s how you turn data into momentum:
by connecting the dots for your audience and making the path forward unmistakably clear.

To help you do this effectively, we’ve outlined key tips for presenting community metrics.
When your insights are easy to grasp, they’re far more likely to resonate and drive action.

@ Present metrics over time. Raw numbers offer only a snapshot. Looking at data over
time reveals progress, trends, and red flags. Use Month-over-Month (MoM) for short-
term shifts and Year-over-Year (YoY) for long-term patterns.

<2> Use percentages to highlight change or proportion. Percentages make it easier to
see trends or comparisons at a glance, especially with large or varied numbers. For
example: “We gained 500 new members” becomes “New members grew by 25%
this quarter.” Avoid percentages if the base number is too small. It can exaggerate
the change. For instance, “100% growth” sounds impressive but could just mean an
increase from 1to 2.

<3> Use ratios for direct comparisons. Ratios are ideal for illustrating relationships
between two data points. They provide context when frequency or raw numbers
matter. For example: "0.5 responses per question” highlights a lack of engagement

more effectively than a low percentage.

(continued on next page)
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@ Explain variability with averages. Averages smooth out variability, making data easier
to digest. If outliers might skew the results, pair averages with ranges. For example:
“The average response time is 8 minutes, with most questions answered within 5-15
minutes.”

(5) Highlight trends with visuals. Executives want the bigger picture—patterns, shifts,
and what they mean for the business. Use visuals to make trends easy to follow: line
charts for changes over time, pie charts for distribution, and bar graphs for direct
comparisons. Add context with annotations that highlight insights and flag caveats.

(6) Segment data to make targeted decisions. Aggregated data can mask key
differences. Break metrics into segments, such as user type, region, or behavior to
identify trends and opportunities. For example: “EMEA saw a 40% growth in new
members, while APAC engagement declined by 10%, signaling a need for targeted
support.”

(7) Benchmark to measure performance. Metrics are only meaningful in context. Your
own past performance is often the most reliable benchmark. Be cautious when
comparing your community to others. Differences in goals, structures (e.g., open vs.
gated), industries, maturity stages, and audiences (e.g., customers vs. partners) can
make true apples-to-apples comparisons difficult.

WANT A DEEPER DIVE INTO THE NUANCES OF COMMUNITY DATA?

Watch our webinar: Community Data Alchemy: Numbers and Narratives for Success with

Joe Pishgar. Joe breaks down the challenges of interpreting community data and shares
techniques—Ilike story spines and triangulation—to fill data gaps and craft more compelling,
data-driven narratives.
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Online Community Metrics

Here are some of the most valuable metrics for assessing community performance.

While this list isn’t exhaustive, it highlights the metrics we believe have the greatest

impact on understanding and improving your community’s health, engagement, and
overall contribution to business goals.

These metrics were chosen not just for their importance but for their practicality in
helping community managers derive meaningful insights and take actionable steps to
improve their communities.

1. ENGAGEMENT METRICS 4. SUPPORT AND EFFICIENCY METRICS
e Percent of Active Members e Response Rate
¢ Discussions, Comments, and Questions e Average Time to First Response
* Average Posts per Active User e Average Time to Resolution
Most Engaging Content (Views, Comments, e Ticket Deflection Rate
Reactions)

e Cost Savings from Deflected Tickets
* Event Attendance Rate

5. BUSINESS IMPACT METRICS

2. TRAFFIC AND USER BEHAVIOR METRICS «  Lead Generation

* Active Users «  Content Influence

* Sessions *  Product Ideation

*  Views Controlled Comparisons

* Average Engagement Time «  Advocacy Activities

* Engagement Rate e Support Deflection

Source/Medium e Event-Driven Conversions

*  Search Activity - Survey Feedback
3. GROWTH AND HEALTH METRICS

* Registrations

* Time to First Post

* Retention Rate

e Churn Rate

* Post Sentiment

¢ Survey/Poll Feedback

*  Volume of Moderation Actions
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ONLINE COMMUNITY METRICS:

Engagement

Measuring engagement gives you a snapshot of how actively members are participating,
whether they’re contributing content, interacting with others, or simply showing up. It’s
the low-hanging fruit of community health checks: straightforward to track and interpret,
especially when your community is just getting started.

That said, engagement metrics require nuance. High activity levels might look promising,
but they don’t always equate to value. For instance, a spike in posts or comments could
indicate a product issue or widespread confusion—not exactly the kind of engagement
you’re hoping to see. Over-relying on volume metrics could also cause you to overlook
subtle warning signs, like your most active contributors starting to lose interest.

Additionally, it's important to interpret engagement metrics within the context of your
community’s purpose. Not all communities operate the same way. A support community
may aim for fewer, more in-depth discussions, while an advocacy community thrives on
high-energy interactions and frequent contributions. Metrics that matter in one context can
be irrelevant, or even misleading, in another. Always align what you measure with what your

community is designed to achieve.

ENGAGEMENT METRICS TO CONSIDER

PERCENT OF ACTIVE MEMBERS

To calculate this metric, you first need to define what "active” means for your
community. Activity could include actions like logging in, posting or commenting, or
reacting to or viewing content.

Once you’ve defined active participation, compare the number of active members

within a specific time frame (e.g., monthly or quarterly) to your total membership.
Express the result as a percentage to put it into perspective.
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For example, 1,000 active members might appear strong at first. But without the context
of your total membership, it’s meaningless. If those 1,000 active members are part of a
50,000-member community, it signals low engagement (2%). If they’re out of 5,000, that’s
a healthier 20%.

DISCUSSIONS, COMMENTS, AND QUESTIONS

Track these metrics separately, as each provides unique insights into community activity.
However, they share contextual nuances that require careful interpretation:

Discussions

A high volume of discussions can signal strong engagement or highlight underlying problems.
To interpret this metric, dig into the why behind the activity.

Are members starting threads because answers aren’t available in your knowledge base? Is your
search functionality underperforming, leading members to ask the same questions repeatedly?
Are conversations aligning with your community’s purpose—be it problem-solving, networking,
or thought leadership?

Always go beyond the surface-level data to uncover what’s really happening.

Comments

Comments gauge participation and reveal which topics are driving interaction. Once again,
context matters. A high comment count can signal productive, back-and-forth conversations or
point to contentious debates or unresolved issues. In support communities, for example, long
threads often indicate confusion or dissatisfaction, especially if comments echo complaints (e.g.,
"me too").

Evaluate comments alongside discussions: an imbalance, such as many discussions but few
comments, could mean low-quality or unengaging content, while few new discussions but high
comment counts might suggest a stagnating community. Normalize these stats against your
overall member activity, and consider your community’s unique dynamics and purpose.

Questions

Questions show how well your community serves as a problem-solving hub. If your platform, like
Higher Logic Vanilla, allows users to label posts as “questions,” take full advantage of this feature
to track and analyze them separately.

Keep in mind, though, that questions don’t always stop with the initial post. Follow-up questions
or side conversations in the replies can point to areas where members need further clarity or
opportunities for deeper engagement.

HOW TO MEASURE AND MAKE SENSE OF YOUR ONLINE COMMUNITY’S PERFORMANCE ©Higher Logic. All Rights Reserved


https://www.higherlogic.com/

AVERAGE POSTS PER ACTIVE USER

This metric, calculated by dividing the total number of posts by the number of active users,
provides a high-level view of individual member contributions. It’s a helpful starting point for
identifying your most active contributors.

In most communities, the Pareto principle (or 80/20 rule) applies: a small percentage of
members generate the majority of posts that others engage with. While this is expected,
it’s worth looking beyond the average to understand how contributions are distributed. A
handful of highly active members often sustain the community’s energy, and identifying
these super users can help you focus on rewarding and retaining them.

MOST ENGAGING CONTENT (VIEWS, COMMENTS, REACTIONS)

While tracking overall engagement volume is valuable, drilling down into your best-
performing posts—those with the most views, comments and/or reactions—reveals what
resonates with your audience, whether it’s specific topics, formats, or contributors.

Numbers alone can feel abstract. Including examples of standout content in your reporting
makes the data more relatable and compelling. For instance, highlight a thread that sparked
a record number of replies or a comment that earned the most upvotes. This way, the data
becomes a story about real people and real interactions. Add annotations or captions

to explain why these posts stood out—did they address a common pain point, tap into a
trending topic, or showcase a key contributor?

EVENT ATTENDANCE RATE

This metric measures the percentage of registrants who actually attend your event. For in-
person events, an attendance rate above 60% is generally strong. Lower rates could signal
scheduling conflicts, accessibility issues, or lack of perceived value. For virtual events, a
rate over 30% is excellent, as virtual events often experience higher drop-off rates due to
competing priorities or distractions.
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ONLINE COMMUNITY METRICS:

Traffic and User Behavior

Traffic and user behavior metrics show how users navigate your community and where
they spend their time. These insights inform decisions about content placement, site
structure, and promotion strategies.

Traffic metrics highlight trends, anomalies, and shifts in user activity. They serve as both
an opportunity radar and an early warning system:

e Spikes during a product launch or campaign reveal when to time content or events
for maximum impact.

e Seasonal dips may signal natural cycles, allowing you to plan proactive initiatives
during slow periods.

e Sudden drops might indicate issues like broken links, loss of a key referral source, or
technical errors.

e Unexpected surges could point to spam activity or viral content requiring closer
moderation.

Monitoring traffic metrics regularly—ideally daily—lets you act quickly on opportunities
and resolve issues before they escalate.

While traffic shows where users go, behavior metrics reveal what they do once they’re
there. Are they clicking on key CTAs, or skipping important sections? Which content
keeps users engaged the longest? Are they following expected paths, or dropping off
unexpectedly?

These insights can pinpoint areas for improvement, like refining navigation, repositioning
key resources, or streamlining user workflows.

Look for patterns between traffic and behavior, like whether users who visit certain
pages are more likely to convert into new members or advocates.
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TRAFFIC AND USER BEHAVIOR METRICS TO CONSIDER

Note: Definitions and advice are based on Google Analytics 4 (GA4) metrics, except for
“search activity.”

ACTIVE USERS (PERSON-LEVEL)

This metric tracks the number of unique users who actively engage with your community
within a specific time frame. It’s a key indicator of your community's overall reach and
helps you monitor growth trends over time.

To assess your community’s stickiness, compare active users against returning users—
those who have visited before. A high ratio of returning users suggests members are
consistently finding value and coming back for more. A low ratio may signal that your
community isn’t retaining interest, prompting a need to revisit content strategy, user
experience, or onboarding.

SESSIONS (VISIT-LEVEL)

A session represents a single visit to your community, capturing all activity by one user
within a given timeframe. For example, if a user browses five pages during one visit, it still
counts as one session (and five pageviews). If that same user returns an hour later, it starts
a new session. Sessions measures how many visits your community gets, regardless of how
many pages people view during those visits.

A growing number of sessions indicates increasing interest, visibility, or repeat visits, while
sudden drops may highlight a need to investigate technical issues or shifts in traffic sources.
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VIEWS (PAGE-LEVEL)

Views, previously called “pageviews” in GA4, track the total number of pages viewed in
your community. Each time a page loads (whether it’s the homepage, a discussion thread,
or a help article), it counts as one view. For example, if a user clicks through five pages,
that equals five views.

This metric highlights overall activity across your community and helps identify:

¢ Most-visited areas: Pinpoint which pages, categories, or discussions attract the most
attention.

¢« Content popularity: Track changes in views over time to understand what topics
resonate and when.

You also want to monitor views per session, which measures the average number of pages
a user visits during a single session. It’s an indicator of engagement depth:

e High views per session: Users are exploring multiple areas—great if they’'re deeply
engaged, not so great if they’re struggling to find something.

« Low views per session: Users may visit but not explore beyond the first page, signaling
a need to improve navigation or surface more engaging content.

AVERAGE ENGAGEMENT TIME

This metric measures how long users actively interact with your community. It’s calculated
by dividing the total user engagement time by the number of active users.

Unlike GA4’s “time on page” metric, average engagement time only tracks periods when
the page is in focus or the site is actively being used. It excludes time when users switch
to another tab or leave the page open but idle, making it a more accurate reflection of real
engagement.

Examine this metric in relation to sessions and views for deeper insights:

e Per sessions: Gives a holistic view of engagement across an entire visit. A high
engagement time per session suggests strong interest in your community as a whole.
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e Per views: Focuses on engagement with specific pages or content pieces. High
engagement time per view indicates particularly valuable content, which you might want
to promote or replicate elsewhere.

By examining both metrics, you can determine whether engagement stems from site-wide
features or specific content.

ENGAGEMENT RATE (FORMERLY KNOWN AS “BOUNCE RATE”)

In GA4, engagement rate replaces the traditional bounce rate. It measures the percentage of

sessions where users actively interact with your site, such as spending 10 or more seconds
on a page, viewing multiple pages, or completing a conversion event (e.g., clicking a CTA or
registering for an event).

Think of engagement rate as a signal for interaction quality rather than a standalone success
metric. Its value depends on the type and purpose of the page. High rates are expected

for pages with educational or interactive content. Lower rates may be normal for quick-
reference pages like FAQs or help docs.

SOURCE/MEDIUM (TRAFFIC ORIGIN)

Source/medium tracks how people find your community and what type of traffic they bring.

e Source tells you exactly where the traffic came from (e.g., a specific website, search
engine, or custom UTM source you set).

¢ Medium describes the broader method used to arrive at your site (e.g., organic search,
paid ads, email, or direct).

If a significant portion of traffic comes from organic search or referrals and engagement
time is low, that’s not necessarily a problem. These users might be finding quick answers
and leaving satisfied.
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To encourage more exploration, consider adding prompts like “You might also like” or
“Related discussions” on every page. At the end of a help article or discussion, include clear
CTAs such as, “Still have questions? Start a thread here.” Link directly to a discussion form
for easy follow-up.

SEARCH ACTIVITY

Search activity offers real-time insight into what members are looking for, asking about, or
trying to solve within your community.

¢ Search volume: Track how often members use search to navigate. A high reliance on
search could indicate difficulty finding content through standard navigation.

e Top search terms: Identify common topics, questions, or pain points your members are
searching for.

¢ No-result searches: Pay close attention to these. They highlight content gaps that
need to be addressed. Missing resources, poor navigation, or unaddressed topics leave
members frustrated.
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ONLINE COMMUNITY METRICS:

Growth and Health

A community’s success isn’t just about growth; it’s about growth and health working
together.

Growth metrics tell you how fast your community is expanding. Are new members joining?
Are your outreach efforts paying off? They show momentum, where you’re gaining traction
and where things might be stalling.

Health metrics, on the other hand, dig into the member experience. Are people sticking
around? How engaged do they feel? Are they finding value and getting the support they
need? Health is what turns growth into something meaningful and sustainable.

Growth without health is a leaky bucket. New members come in, but they don’t stay. On the
flip side, a healthy community, where members are engaged and finding value, can weather
slower growth because its members are already finding real value.

Together, they help you see not just where your community is today, but where it’s headed.
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GROWTH AND HEALTH METRICS TO CONSIDER

REGISTRATIONS

Total registrations provide a high-level indicator of your community’s growth. Track this
metric against goals such as reaching critical mass or achieving a target audience size.

Segment registrations by member type, role, or source (e.g., organic search, referrals,

or campaigns) to identify key growth drivers. If a particular segment is outperforming
others, consider doubling down on what’s working by refining your outreach or marketing
strategies to attract similar members.

Monitor MoM registrations to spot growth trends. If you notice a dip, review the previous
month’s activities for potential causes, such as reduced marketing spend or fewer
promotions. Additionally, look for seasonal trends to plan campaigns during high-growth
periods while prioritizing retention strategies during slower months.

TIME TO FIRST POST

This metric measures how long it takes for a new member to make their first post after
joining the community. It’s a strong indicator of how quickly new members feel comfortable
enough to engage.

Segment this metric by member type (e.g., customer, prospect, industry role) or acquisition
source. Different segments may show varying levels of engagement readiness.

During campaigns or events, monitor whether a spike in registrations affects time to

first post. A sudden influx of members might dilute onboarding quality or overwhelm
moderators, leading to delays.
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Here are a few ways to encourage early participation:

¢ Create a welcome thread with prompts, such as “Introduce yourself here!” or “What’s
one guestion you'd like answered?”

¢ Gamify the experience by awarding badges for posting within the first 24-48 hours.

e Feature new member posts to validate their contributions and encourage ongoing
participation.

RETENTION RATE

This metric measures the percentage of members who remain active in your community
over a given period. Analyzing retention by segment helps identify which groups are
thriving and which may need extra support. For example, consider retention by member
tenure: Are your newest members (0-3 months) disengaging faster than more established
ones (6+ months)? If so, it might be time to revisit your onboarding process or adjust early
engagement strategies. Similarly, you can examine retention by member type. Losing super
users or top contributors hits harder than casual members. Track retention separately for
these high-value groups to address potential risks early.

Additionally, retention should be evaluated in both net and gross terms.

¢ Net retention: Combines retained members with new members gained, offering a broad
view of community growth or decline.

e Gross retention: Focuses only on members retained, excluding new registrations, to
highlight actual attrition.

Relying solely on net retention can be misleading. For example, a high net retention rate
might mask underlying churn if new registrations are offsetting member losses. Both
metrics are essential: gross retention identifies retention challenges, while net retention
captures overall momentum.
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CHURN RATE

Churn rate measures the percentage of members who leave or become inactive over a set
period—essentially the opposite of retention.

Once you have your churn data, take it a step further with a targeted analysis to identify
patterns and areas for improvement. For example, segment churn by:

¢ Interest clusters to uncover which content or topics may be losing relevance.

¢ Lifecycle stage to see when members drop off. Are they disengaging early in their
journey, or is churn occurring among long-term members?

Understanding why churn happens is the first step to addressing it. For more segmentation
approaches, refer to our Churn Analysis Guide, where we cover ways to identify patterns

and tackle churn head-on.

POST SENTIMENT

This metric evaluates the tone of conversations, typically categorized as positive, neutral,
or negative. Al-powered tools, such as sentiment analysis or keyword tagging, analyze
word choice, the frequency of specific terms, and language patterns to provide a general
sense of tone across the community.

While Al tools are valuable, they aren’t perfect. They can miss nuances or misinterpret
context, especially in complex discussions. To improve accuracy, supplement automated
analysis with manual reviews. Dig deeper into comments, threads, and feedback to
understand the sentiment’s underlying context and root causes.

Additionally, you’ll want to evaluate sentiment as a ratio of positive to negative posts to
identify trends over time. A balanced ratio often reflects a healthy community where praise
and constructive feedback coexist. If negative sentiment begins to outweigh positive, it
could signal deeper issues like dissatisfaction with content, moderation, or the product
itself. Conversely, overwhelmingly positive sentiment, while seemingly ideal, might suggest
a lack of critical discussions or that members don’t feel comfortable enough to share
honest feedback.
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SURVEY/POLL FEEDBACK

Member feedback adds invaluable context to community behaviors, helping you understand
the "why" behind the "what". For example, it can clarify why certain features see low usage,

what drives engagement spikes around specific content types, or what motivates (or deters)
members from participating in discussions.

Quick pulse surveys or one-question polls embedded into members’ regular experience are
a low-effort way to gather insights without overwhelming them with lengthy forms.

Looking to craft the perfect survey? Explore this thread in the Vanilla Success Community
for survey tips, examples, and inspiration.

VOLUME OF MODERATION ACTIONS

Track the frequency and types of moderation actions, such as removed posts, flagged
comments, or banned users. Consistent spikes in these actions may indicate contentious
topics or recurring behavioral patterns that require intervention. Sudden surges, on the
other hand, could be a sign of trolling or spam campaigns.

To get deeper insights, break down moderation actions by type. For instance, a high volume
of content removals might point to unclear community guidelines, while frequent user
warnings may suggest that members are misunderstanding the rules.

If an increase in moderation actions coincides with declining sentiment, it’s worth evaluating
whether your moderation policies are being perceived as overly strict or inconsistent.
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ONLINE COMMUNITY METRICS:

Support and Efficiency

Support and efficiency metrics show how well your community operates as a self-service
hub. The goal is for users to find the answers from peers and community resources, with
support agents stepping in only for complex or unresolved issues.

Maintaining high-quality support requires consistent monitoring. Regularly review response
quality and encourage knowledgeable members, or your team, to stay active. Along with
tracking resolutions, keep an eye on satisfaction ratings and feedback to confirm your
community is meeting expectations.

SUPPORT AND EFFICIENCY METRICS TO CONSIDER

RESPONSE RATE

This metric tracks the percentage of posts or questions that receive a reply, whether from
other community members, moderators, or support staff. Look for patterns in what drives
replies. For instance, consider how the type of post or the way questions are phrased
impacts engagement.
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TIPS TO INCREASE YOUR RESPONSE RATE, TIME, AND QUALITY

from getting buried. Use filters or tags to spotlight unanswered posts and make them easy to find. Pin
them to category-specific pages where the right audience is most likely to see them. Feature them in your
newsletter or dedicate sections of your community to unanswered questions.

@ Optimize post visibility. Unseen posts are unanswered posts. Design your community to prevent them

,  Automate post promotion. Vanilla’s automation tools allow you to trigger actions for posts based on
— inactivity, keywords, or user sentiment. For example, you can bump unanswered posts back to the top of
the feed, or route them into curated collections for moderators or experts to handle faster.

Prioritize advanced Q&A features. In communities built around solving questions, efficiency is critical.
@ Choose a platform designed to streamline Q&A. For instance, Vanilla allows users to flag posts as

® guestions, keeping them organized and easy to track. Original posters can accept or reject answers, with
automated follow-ups prompting action when necessary. Accepted answers are pinned at the top of the
thread for easy discovery, and contributors can earn points when their answers are accepted.

sssas Integrate with your support platform. Flagging your support team for every question that needs their
: '°?°' : input wastes time and convincing them to engage can feel like pulling teeth. Integrating your community
= with a support platform solves both challenges. Take Vanilla’s Zendesk integration, for example:

. Users can escalate their own posts to Zendesk (after a configurable delay set by admins). Admins can
optimize this process further with automated escalation workflows triggered by keywords, inactivity,
or sentiment.

. Users can view ticket statuses for their posts, and depending on permissions, track progress on
others’ escalated posts.

. Support agents can respond to community posts directly from Zendesk.

¢ Use Al assistants as a first line of defense. Members often post questions without first checking existing

<§ discussions or resources. While understandable, this can create duplicate threads and bury valuable

answers. Al can streamline this process. With Vanilla’s Al-suggested answers, when a user posts a question,
the Al assistant scans existing discussions and knowledge bases to surface the most relevant answers.
Users receive immediate solutions while waiting for replies from fellow members. If the suggested answer
is helpful, users can mark it as accepted, making it easy for others to discover. Each answer includes a link
to the original source so members can explore further if needed.

Empower super users. Super users are the backbone of your response rate. Equip them with exclusive
dashboards to monitor unanswered posts and provide role-specific onboarding to prepare them for
success. Rotate responsibilities to prevent burnout.

Train members on question quality. Vague or overly complex questions often get ignored. Help members
craft better posts by sharing examples of well-phrased questions that received responses. Add posting
tips directly to the interface (e.g., “Be specific: Include what you’ve tried so far”). Consider hosting a mini-
workshop or creating a quick guide on how to frame effective questions.
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AVERAGE TIME TO FIRST RESPONSE

This metric measures how quickly questions receive their first comment. While the
first response might not always contain a solution, it’s more important that a post is
acknowledged quickly than that the initial reply resolves the issue.

AVERAGE TIME TO RESOLUTION

This metric tracks how long it takes to fully resolve a user’s question, not just respond to it.

Community platform features like accepted answer designations show when a question
has been resolved, so members and moderators don’t have to guess if it’s still open.
For community managers, it’s also an easy way to track resolved questions and analyze
resolution trends.

TICKET DEFLECTION RATE

Ticket deflection occurs when a user finds answers in the community instead of contacting
the support team. Deflection happens in two main ways:

¢ Direct deflection: A user posts a question, and another community member provides
an accepted answer. This user gets their solution without involving the support team,
resulting in a direct deflection.

¢ Indirect deflection: A user finds an answer by viewing existing community content,
such as discussions or articles, without needing to submit a ticket. While not every
pageview leads to a deflection, a portion does. Estimating this count is tricky. Based
on our research, around 1in 5 pageviews on discussions with accepted answers results
in a deflection. For general pageviews (e.g., knowledge base articles), about 1in 20
pageviews leads to a deflection.
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The method organizations use to calculate deflection varies a lot. Some focus exclusively
on direct deflection, while others include indirect deflection into their metrics. Approaches
range from analyzing survey responses and behavioral data to linking deflection directly to
ticket workflows.

Choose a method that aligns with your organization’s goals and the data you have at hand.
The same goes for estimating cost savings from deflected tickets, which we’ll explore in the
next section.

COST SAVINGS FROM DEFLECTED TICKETS

This metric assigns a dollar value to your ticket deflection rate. To calculate it, you first need
to estimate how much a deflected ticket saves your organization.

Industry averages suggest a deflected ticket saves $15-$20, though this figure can vary
based on factors like support costs and ticket complexity. Adjust these estimates to reflect
your own organization’s data.

Here’s a straightforward approach to calculating cost savings, similar to the method used in
Vanilla’s ROl calculator:

1. Direct deflection savings: Multiply the number of accepted answers by the cost of a
support ticket.

2. Indirect deflection savings: For pageviews on accepted answers, multiply the total
number of pageviews by 1/5 of the ticket cost. For general pageviews (e.g., non-
accepted answers or knowledge base articles), multiple the total by 1/20 of the ticket
cost.

3. Total cost savings: Add together the direct and indirect deflection savings.

4. ROI: Divide your total savings by the cost of running the community, then multiply by
100 to get the ROI percentage.
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Of course, every community is different, so you’ll want to tweak your deflection
rates and cost assumptions to fit your situation. Tools like Vanilla’s ROI calculator
simplify this process, allowing you to adjust variables and gain a clearer view of your
community financial impact.

4 N\
ROI 22 0ct 2024 - 20 Jan 2025 ~
Accepted answer pageview ratio geview ratio repl ing a defl d  Average cost of a single ticket for your Community operating cost within
representing a deflected case () case () organization (i) selected timeframe (&)
1in \ 10 \ 1in ‘ 40 ‘ $ 25.00 ‘ ‘ $ 100000.00
Cost Savings oinie Answers accepted %4 Page views it ROI of Community

$56,293 34 86,090 56.3%

Cost Savings Of Community Over Time
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Vanilla’s ROl Calculator Dashboard
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ONLINE COMMUNITY METRICS:

ROI and Business Impact

Connecting community activities to business outcomes like revenue, cost savings, and
customer retention is essential for proving ROI—but it’s rarely straightforward. While direct
attribution is often considered the gold standard, it doesn’t always capture the full value of a
community. Communities influence outcomes in ways that are less linear or immediate, such
as improving customer retention through engagement or fostering brand loyalty over time.

Direct attribution works well for tracking specific actions, like when a community referral
leads to a sale. However, broader outcomes are often measured through indirect metrics.
Community interactions are rarely isolated; they span multiple touchpoints across channels
like marketing campaigns, product updates, and customer support. This overlap can blur the
lines of attribution, making it more challenging to pinpoint a single cause for an outcome.

Ultimately, capturing the true ROl of a community requires a holistic approach—one that
blends both direct and indirect metrics to account for the full spectrum of community-
driven value.

PN
1hl

If you’re looking for more strategies to measure your community’s ROI, watch this
webinar with Brian Oblinger. It’'s a masterclass on linking community impact to your

organization’s bottom line, complete with real examples you can apply.

For additional insights, “Making the Case for a Customer Community” with Rachel

Happe shares tips for getting internal buy-in, drawing from over a decade of community
research. Rachel also explains why data alone won’t win over you executives—and what

to focus on instead.

Both are worth watching to make a stronger case for your community's value.
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ROI AND BUSINESS IMPACT METRICS TO CONSIDER

LEAD GENERATION

Track the number of leads generated through community interactions by integrating your
community with your CRM. For example, in Vanilla, admins can enable features that allow
staff users to create leads directly from discussions or comments.

CONTENT INFLUENCE

Monitor how prospects engage with community-generated content by using click tracking
and UTM parameters in emails and sales materials. Get anecdotal feedback from your sales
teams about whether content resonates in conversations and helps accelerate deal cycles.

PRODUCT IDEATION

Identify and document product ideas sourced directly from the community. For each
implemented idea, track new sales or upsells attributed to the feature, efficiency gains, or
metrics showing how widely the feature is adopted by customers.

CONTROLLED COMPARISONS

This method involves analyzing two or more groups or variables while keeping other
influencing factors constant. For example, you might compare the behavior of community
members to non-members: do members submit fewer support tickets or have lower churn
rates? Comparisons like these help isolate the community’s impact on specific outcomes.

For account-level metrics, compare customers with at least one active member to

customers with none. Ensure that comparison subjects share similar characteristics to
minimize confounding variables.
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KEY COMPARISON AREAS:

¢ Customer sentiment and value: Compare NPS*, customer satisfaction scores, average
contract value (ACV), and customer lifetime value (CLV) of members to non-members.

¢ Retention: Measure average retention rates for members compared to non-members.
Compare onboarding completion rates and early churn between new customers who
engage in the community and those who do not.

¢ Marketing and SEO: Compare revenue generated from community-driven marketing
campaigns, upsell opportunities, and new customer referrals to other channels. Analyze
organic search traffic growth and lead conversions driven by community-generated
content (e.g., forum threads, Q&A posts).

e Enablement: Compare content consumption and product adoption rates between
members and non-members.

¢ Deal velocity: Assess deal timelines for prospects exposed to community content
compared to those who were not.

¢ Product development: Compare the time required to refine and release features with
community feedback versus without it.

e Support: Evaluate the average time to resolve issues handled in the community
compared to traditional support channels. Track the number of tickets submitted by
members versus non-members.

*Note on NPS: Avoid relying solely on NPS data collected via the community, as it can skew
results. Instead, collaborate with your customer success team to cross-reference community
engagement data with your company's overall NPS. The goal is to demonstrate that higher
community activity aligns with increased brand loyalty.

ADVOCACY ACTIVITIES

Track advocacy-driven actions, such as third-party reviews, referrals, and case studies
contributed by community members, along with any associated revenue impact.
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SUPPORT DEFLECTION

Measure the number of questions answered by community members, as well as the direct
and indirect ticket deflections. Include the resulting cost savings.

For calculation methods, refer to the "Ticket Deflection Rate"” and "Cost Savings of

Deflected Tickets" entries under the "Support and Efficiency” metrics.

EVENT-DRIVEN CONVERSIONS

Track registrations and purchases resulting from community-hosted webinars or events.
Highlight how community involvement increases engagement with company initiatives.

SURVEY FEEDBACK

Collect real-world insights through surveys, interviews, or direct member feedback to
uncover how the community influences key decisions, whether it’s retaining your company’s
services, making a purchase, or advocating for your brand. Use pointed questions to explore
whether and how the community played a role in these outcomes. Keep in mind that self-
reported data has limitations; members may not always recognize or articulate the full

extent of the community’s impact.
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Choosing the Right Tools for
Reporting Community Metrics

Effective community management starts with understanding what’s working, what’s not,
and where to focus your efforts. Vanilla’s analytics tools are designed specifically for
community managers, delivering the insights you need without the complexity.

Right out of the box, you’ll have access to dashboards that track everything from
engagement and search trends to traffic, ideation, Q&A, user activity, and knowledge base
performance. Want to go deeper? Vanilla makes it easy to customize dashboards to match
your community’s specific goals, whether you're monitoring new members onboarding,
keeping an eye on super users, or identifying at-risk customers.

With a drag-and-drop interface, customizing charts and data views is simple. Advanced
filters let you segment data by subcommunity, category, role type, region, and more,
ensuring your analysis is as tailored as your community’s structure.

Additionally, Vanilla's Insights integrates key metrics directly into your workflow. Instead of
toggling between dashboards, you can access real-time data for user profiles, discussions,
and articles—right in the context of each element.

And while community-specific analytics are essential, integrating third-party tools adds
an additional layer of insight. Vanilla’s integrations connect seamlessly with platforms that
house vital customer data, including GA4, CRMs, customer success platforms, support
systems, marketing automation tools, and product development platforms.

Want to see it in action?

SCHEDULE YOUR DEMO
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