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How to grow a
successful online
community

From the first seeded post to a self-sustaining flywheel. What a
community really is, why it is worth the effort, and how to get
real people to show up, post, and keep coming back.




@ PART ONE

The shift from audience to participants

An online community is a branded space where the people who care about
your product, your topic, or your mission gather to talk to each other and to
you. The key word is "each other." A social following is one-to-many: you
broadcast, they react. A community is many-to-many: members answer
each other's questions, swap ideas, and build relationships you are not
even in. That shift is what makes a community compound instead of just
consume.

One more distinction matters. An owned community lives on a platform you control,
with your branding, your data, and the ability to wire it into your product. A rented
one lives in someone else's house, where you borrow the audience and play by their
rules. Both can work, but the further you want to take a community, the more the
owned model pays off.

THE JOBS A COMMUNITY DOES

) Support that scales C Retention
Members answer each other, deflecting Customers with a relationship beyond
tickets around the clock. the product churn less.

Q Product feedback ¢ Advocacy and acquisition
The cheapest, fastest voice-of-the- Superusers bring the next members in.

customer channel you will run.

Belonging
The one nobody puts on a slide and everybody feels.

Bo

You do not need all five on day one. Pick the one that matters most right now,
because that choice shapes everything that follows.



@ PART TWO

Know which type you are growing

Not every community is built for the same job. Knowing which type you are growing
keeps you from copying tactics that were never meant for your goal.

1)

Support and Q&A

Members solve each other's
problems

ATLASSTIAN COMMUNITY

Brand and fan
Identity around a product people love

LENOVO LEGION

Learning and academy
Cohorts, courses, peer learning

CREATOR ACADEMIES

o)
()

Product and feedback

Ideas, votes, and roadmap in the
open

XANO, BETTERMODE WISHLIST

Customer and user
Onboarding, best practices, retention

MOST B2B SAAS HUBS

Creator and network
Member-made content and
collaboration

NOTION, DISCORD SERVERS

Most real communities are a blend, but one type leads. Pick the lead, build for it, and

let the rest come second.

Before you chase numbers

A bigger member count is the vanity metric that kills more communities than
anything else. Write down the one behavior that defines a healthy community
for you: questions answered, ideas submitted, or members returning each

week. That is the number you are actually growing.



@ PART THREE

Communities worth learning from

The fastest way to understand what a grown community looks like is to look at five
that work, and the one thing worth stealing from each.

A ATLASSIAN

*

o

Forums

Connect with other
communii ty members
sharing knowledge and

expertise.

Community

Create your best work
life, together

Learn, connect, and grow with the Atlassian Community.

Get started
: 3
v ié
Learning Events

Build knowledge and skills  Meet, learn, and swap tips
to boost your productivity  ata

and empower your team.

community-hosted

event, in your city or online.

.

Champions

Become an Atlassian
Champion to earn

recognition and access
exclusive resources. J

Legion Gaming Community

® Home
@ Avout
P

8 Groups

FIFA AT Activation Experience
s Trein Valley 2 Game Key Drop
W Creator Gigs

Community Spotight
O Safein Our World
Watch Streams + Ear Keys

From Legion
B News
B3 Events + Livestreams
Wallpapers
@ NewReleases
P Experiences

Perks

£ Game Key Drops

EAM KEY DROP

Good afternoon 1/

Welcome to Legion Gaming
mmmmmmmm

re, and engage with
ommi hips.

Atlassian: peer support at scale
Customers answer each other's
questions and surface edge cases the
day they appear, deflecting an
enormous ticket volume while keeping
every answer searchable for the next
person.

Steal this: when members help
members, support cost stops scaling
with customer count.

community.atlassian.com

Lenovo Legion: a destination, not
a pitch

Lenovo built the Legion community on
Bettermode into a place players come
back to for reasons that have nothing
to do with buying a laptop: game key
drops, livestreams, and other players.

Steal this: a brand community grows
when it gives members an identity
and a reason to return.

gaming.lenovo.com


https://community.atlassian.com/
https://gaming.lenovo.com/

XANO  Everything your backend needs. All

& Markerpiace 12 Work s School ¥ Life

Discover

Work smarter with Notion experts

m certe Consuing Partners

Out of office Let's Go Lukiih

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, <
M Discord Download  Niro  Discover  Quests  Safety  Support  Blog  Developers  Carcers
- DISCOVER
YOUR NEXT
FAVORITE oF
SERVER :

Find a new space to play games, chill with friends, and hang
out.

Xano: product feedback in the open
Xano runs its developer community on
Bettermode with feature requests, product
updates, and support in one owned hub.
Members vote on what gets built and watch
it ship.

Steal this: a roadmap that is a conversation
keeps its shapers around to see it through.

community.xano.com

Notion: growth powered by what
members make

Notion's community produces tens of
thousands of templates, setups, and
tutorials that members search, share, and
sell. The community is the product's
distribution.

Steal this: make it easy for members to
create and showcase, and their work
becomes your most credible acquisition
channel.

notion.com/templates

Discord: real-time belonging

Discord communities thrive on synchronous,
low-stakes conversation. Fantastic for
energy, weak on permanence:
conversations scroll away and are hard to
search later.

Steal this: real-time chat builds culture fast,
but pair it with something searchable if you
want the knowledge to last.

discord.com/servers


https://community.xano.com/
https://www.notion.com/templates
https://discord.com/servers

@ PART FOUR

Growth is a flywheel, not a funnel

Growing a community is not a funnel with an end. Each stage feeds the next, and the
payoff is the loop. Get the wheel turning and growth compounds. Skip a stage and it
grinds.

Attract
the right people

Onboard

Advocate

members recruit o fast and pointed

Each turn gets easier

THE COMMUNITY FLYWHEEL

Retain Engage

earn the return a reason to post

ADVOCATES BRING IN THE NEXT MEMBERS, AND THE WHEEL TURNS AGAIN



@ PART FOUR, CONTINUED

Where nhew members actually come from

"Build it and they will come" is not a plan. The channels that reliably bring members,
in rough order of value:

Your own product

01 @ The highest-intent members already use you. Prompt them in-app at the
moment they would benefit.

Email to customers
02 & The warmest audience you will ever have. Point to a specific space, not "we
have a community now."

Search
03 Q  Indexed member threads rank and pull in people searching for those answers.
Compounds slowly.

Existing members

04 °
' Make sharing easy and recognize the people who bring others in.

Events and social

05 B Webinars, AMAS, and a steady presence. Each one a doorway, not a standalone
moment.

Start narrow. Pick two channels to start, not all five, and make each point to a
specific space with a specific reason to join.



@ PART FIVE

The playbook, step by step

None of these steps are glamorous. Run them in order and a community grows; skip

the boring ones and it stalls.

Win internal buy-in with a number, not a vision

Tie the community to something leadership already counts: support cost,
retention, pipeline. Find the metric it can move and promise a small, early win.
Quick wins buy the long runway a community actually needs, because the real
payoff is a year out and nobody funds a black box for twelve months.

Start with one goal, not five

The most common launch mistake is trying to serve support, marketing, product,
and success on day one. A community that does everything does nothing well,
and members feel the lack of focus immediately. Pick one primary goal and build
the spaces, the seed content, and the welcome around that single job.

Meet members where they already are

The right platform is the one your members will actually open. A developer
audience that lives in docs wants something different from a creator audience that
lives on Discord. Owned platforms give you control and the integrations to wire
the community into your product, which is why branded communities outlast
rented corners of someone else's network.

Seed it before you open the doors

Nobody wants to be the first to speak in a silent room. Before you invite anyone,
seed thirty to fifty genuine posts and recruit a founding group of ten or twenty
people who will reliably reply. The first real member who walks in should see a
room that is already alive.



Make onboarding do the heavy lifting

The first five minutes decide whether a new member ever comes back. Show
them the one space that matters, prompt a single action like an intro or a vote, and
make the value obvious before you ask for anything. A generic welcome email that
leads nowhere does not work.

Moderate lightly, and let members own it

Write clear, human content rules, then trust your members to hold the line. When
something crosses it, a quiet private message usually beats a public ban. The
communities that feel alive are the ones where members, not staff alone, keep
each other on track.

Wire the community into your product

A community that lives off to the side stays a side project. The ones that earn their
keep get integrated: discussions that become support tickets with context,
member activity in your CRM, community answers surfaced inside the product
itself.

Turn your superusers into advocates

Every healthy community grows a handful of people who answer more questions
than your own team does. Find them, recognize them, give them status and early
access. They make the community self-sustaining and bring in the next wave
through genuine word of mouth.

The engagement engine, honestly

Engagement rarely sustains itself early. For the first several months you are the
engine: posting, asking, replying, recognizing contributors, showing up daily. Build
a rhythm you can keep: a weekly prompt, a recurring event, recognition for the

members who answer. Organic momentum is real, but you earn it after months of

manual work, not by flipping a switch.



@ PART SIX

Your community is becoming an answer
engine

Search is no longer a page of ten blue links. Google's Al Overviews and
tools like ChatGPT answer questions directly, and they pull those answers
from somewhere. More and more, that somewhere is community threads,
because a real member question with a real accepted answer is exactly the
format these systems trust.

Ask Google how to schedule events further than three months out in Calendly, and
the Al Overview writes its answer straight from two threads in Calendly's own

community.
s ~N
GO g|€ Scheduling events 3 months into the future on calendly X 4L @ Q
AlMode ANl Images Forums News Videos Shopping More - Tools ~
4 Al Overview
To schedule events 3 months or more into the future on Calendly, open your event —
s . A : Euture availability beyond 3 months |
type, navigate to Scheduling Settings, and select Date Range. Change the setting Community

to "Indefinitely into the future" or set a specific number of days/range (e.g., 90+ Jul 26,2024 — To allow your clients to see your

days) to allow booking beyond the default 60-day window. ® calendly -4 calendar more than three months out, you can... |~
Steps to Allow 3+ Month Scheduling: LI g
« Edit Event Type: Click into your specific event type in Calendly. Setting availability limits | Community

+ Navigate Settings: Select Scheduling Settings. i"' gLy 20?‘1 — T T

endly, you can do the following: 1. Click into

Show more

Your help docs might get cited. Your community has a better shot, because the
exact long-tail questions other customers are typing into Google are already asked
and answered there in public. An owned community that lets its threads get indexed
is building an asset that pays off in answer engines as much as in classic search. A
closed group, invisible to every crawler, builds you none of it.




@ PART SEVEN

Measure behavior, not headcount

A community where members answer each other and keep coming back is growing
even if the headline number is flat. Track behavior, and put it next to the business
metric you tied the community to at the start.

WHAT TO ACTUALLY MEASURE

o Return rate
Whether the community pulls members back without a nudge.
Member-answered rate

© The share of questions answered by members, not staff. The number that says self-
sustaining.

Active contributors
The core actually creating value, tracked against lurkers.

0)
()

Time to first response
How fast a new post gets a reply. Slow answers quietly kill a young community.

Your business metric
The support deflection, retention, or pipeline you promised at the start.

Report the behavior numbers next to the business outcome in your leadership
update, and the budget conversation takes care of itself.



@ PART EIGHT

Why communities fail

Most communities do not fail loudly. They fade. After enough of them, the causes
rhyme, and every one is avoidable.

CAUSE ONE

No owner

Split across people with full-time
jobs, the community quietly dies.
Even a part-time owner beats no

owner.

CAUSE THREE

An empty launch

Inviting people into a silent room
loses the members you worked
hardest to attract.

CAUSE FIVE

A neglected loop

CAUSE TWO

No focus

Five goals on day one means none
served well, and members feel it
immediately.

CAUSE FOUR

Vanity metrics

Chasing signups instead of return
visits grows a mailing list, not a
community.

Seeding a community and expecting it to run itself is the myth that has killed
countless of them. The engagement engine is manual until it is not.

Fix the owner, the focus, the seeding, the metric, and the follow-through, and you
have avoided almost every way a community dies.



@ WHAT THIS LOOKS LIKE IN PRACTICE

The whole flywheel in one screen

We run our own product feedback inside a Bettermode community, on a public
Wishlist board where customers post ideas, everyone upvotes, and the status
moves from "under review" to "delivered" in the open. A focused goal, members
doing the work, the loop closed in public.

community.bettermode.com/wishlist

WIShliSt Most popular Trending Latest

SSO (Single Sign-0n) Integration
Enable SSO with providers like Okta, Azure AD, and Go...

Under review D12

Multi-Workspace Management
In development 0D 98

Manage multiple community workspaces under one ...

Planned

Advanced Analytics Dashboard
rs )

In-depth engagement metrics, heatmaps, and conversion tr...

Delivered

Enterprise-Level Webhooks
™ 139 @

Advanced webhook support for real-time integrations.

Bettermode's public Wishlist: ideas, votes, and shipped work in the open.

See itlive, on your use case.

Book a Demo -

Lenovo Legion, Xano, FlutterFlow, and thousands more run on

Bettermode.



https://bettermode.com/contact-sales?utm_source=playbook&utm_medium=pdf&utm_campaign=community-growth-playbook

