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no more



Law Enforcement  
Assistance Administration,  
1977





we’ve barely begun to understand  
the potential of our data



so much valuable data is  
buried beneath our communities



don’t be a kettle-watcher



ADOPT THE IMPROVEMENT MINDSET



WORLD 
CLASSEXPERTOK GOOD

Can see what’s 
popular and do more 

popular stuff

Data Skills













test and explore different types of 
discussions, content, and activities



DELURKING THE LURKERS



Avoid novelty ideas



   Interview 6 members and ask

Question 1 How did you find the community? 

Question 2
What were your expectations of the community? How, if at all, 
were they met, exceeded, or unmet? 

Question 3
What are the elements of satisfactory community 
experience?

Question 4
What, if any, other relevant experience do people have in 
forums? What can we learn from?



“I don’t know if I have anything to offer” 

“I don’t have the experience” 

“I don’t have time” 

“I don’t want my friends seeing it”



Stress the value of good questions, provide a safe 
place to ask questions, allow anonymity in 

questions

lesson



GETTING NEWCOMERS ACTIVE



don’t just drop people in…



be laser-focused in your action



use the  
cohort analysis tool







Don’t optimise  
for here



This is what 
matters



speed vs. effort



learn about the community,  
find something they like



AUTOMATION RULES





MACHINE LEARNING FROM 12,000 NEWCOMER 
MESSAGES TO 100 ONLINE GROUPS

EXPERIMENT



Pre-existing investment in the community

group membership claim



OVERALL SUPPORT  
GROUPS

TECHNICAL  
GROUPS

GROUP 
MEMBERSHIP 

CLAIMS
38% 45% -18%



Similarity to members 
References to shared experiences

group identity claim



OVERALL SUPPORT  
GROUPS

TECHNICAL  
GROUPS

GROUP 
MEMBERSHIP 

CLAIMS
38% 45% -18%

GROUP IDENTITY 
CLAIMS 36% 33% -9%



Making a direct request for information
request for information



OVERALL SUPPORT  
GROUPS

TECHNICAL  
GROUPS

GROUP 
MEMBERSHIP 

CLAIMS
38% 45% -18%

GROUP IDENTITY 
CLAIMS 36% 33% -9%

REQUEST FOR 
INFORMATION 40%



BUT CORRELATION ISN’T CAUSATION

BUT CORRELATION ISN’T CAUSATION



OVERALL

ADDING GROUP 
MEMBERSHIP CLAIM

46% 
increase over control

GROUP IDENTITY 
CLAIMS

No significant 
increase

MEMBERSHIP + GROUP 
IDENTITY CLAIMS

No significant  
increase



TYPE OF REQUEST SUPPORT

OPEN-ENDED No significant 
difference

SPECIFIC 55% 
increase



In topic/hobby communities, encourage 
newcomers to mention effort to the group so far

lesson 2



In technical communities, encourage newcomers 
to make their request as specific as possible

lesson 3



16.7% of newcomers who failed to 
receive a reply post again.  

vs. 

45% of those who received  
a reply posted again



Make sure newcomers get good, quick, replies 
(the art of replies is also well studied)

lesson 4







Company hires us





Top 20 discussions = 50%+ of page views



title tag

meta-description
key wordsbrand

url

https://moz.com/blog/single-best-seo-tip-for-improved-web-traffic



https://moz.com/blog/single-best-seo-tip-for-improved-web-traffic

post title category company

tagging







resubmit for indexing



participate elsewhere (when relevant)



Spend as much time improving your 
best discussions as creating new ones

lesson 1



THE BIG ANNOUNCEMENT

big announcements and behavior



THE BIG ANNOUNCEMENT

This is where big 
announcements go to die







homepage only accounts 
for 17.07% of page views.



THe blog (combined) 
accounts for far more.



(THIS ISN’T WHAT 
MOST PEOPLE SEE)





Only one tiny link  
to the community!



This appears next 
to content 70% of 
the audience sees



Where would you spend 
your time to have the 

biggest impact?



Building a strong sense of community



TODAY, WE assume IT HAPPENS, 



rampant participation inequality



http://www.communityscience.com/pdfs/
Sense%20of%20Community%20Index-2(SCI-2).pdf

run the virtual sense of 
community survey



increase sense of membership



Introduce 
rituals  

& traditions



Create unique, 
shared, 

experiences



Use common symbol 
systems



use the same language 
as your audience



increase the level of influence



create a sense of success



increase the shared emotional 
connection



improving member satisfaction



“Users’ satisfaction for answers 
received within 1 hour is 70% 
and drops to 55% for answers 

posted when the question was 
more than 1 day old.” 



LIFO VS. FIFO
OVERALL BETTER RATE WITH LIFO



“We found that answers that 
provide the solution directly 
earned higher satisfaction 

scores than those that 
redirected users to an FAQ link “ 



20% increase in satisfaction 
and 10% reduction in by using 

validation, empathy, and 
guidance when replying to 

questions
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 “The automated system could provide 
nearly instantaneous feedback; and when 
abuse reports arrived within 5–10 
minutes of an offence, the reform rate 
climbed to 92%. Since that system was 
switched onverbal toxicity among […] 
most vitriolic dropped by 40%.”



what’s the problem with  
chasing engagement?





Wasn’t generating any value. Wasn’t really tied to 
any of the core metrics that we want to measure. 



few can optimise value-based outcomes



1) LEARN HOW TO DO IT



2) OUTSOURCE IT FOR EACH PROJECT



3) HIRE SOMEONE TO DO IT



create custom dashboards



WWW.FEVERBEE.COM

@richmillington

richard@feverbee.com


