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This report takes a deep dive into community

in all its forms and features independent research
from 250 UK CMQs, pulse checks from global
marketing partners and insights from channel
experts - cross sector, cross industry. This,
combined with Tigerbond's 35 years’ experience
representing some of the biggest brands on the
high street, has helped us to create a definitive
guide to community-driven marketing.

We understand the challenges that targeting
community presents but with the right integrated
strategy (and partner) you can achieve mind-blowing
results. A channel agnostic, data and insights driven
approach upfront allows every possible combination
of tactic to work in harmony to resonate with the
right communities, with the right content, at the
right time and through the right channels.

Inside, you'll find everything you need to know
from strategy, tactics, tools and templates with
a few hacks thrown in along the way to help you
nail your future community strategy.

We hope you love it.

LAURNA WOODS
CEOQ, Tigerbond
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READY TO
JUMPIN?

COMMUNITY DRIVES DEMAND

Quite simply it's all about really understanding where
your customers and target audiences are. Putting them
front and centre and engaging with them in their own
communities, in real life (IRL) and online, in a highly
targeted way that will transform them into brand
loyalists and advocates. Used correctly, community-
driven marketing is the most powerful and effective
tactic in your toolkit.

The one thing every community has in commonis a

shared goal, belief or experience. Communities can be
broad, or hyper-specific and can vary drastically in size.
Almost all communities are centred around at least one
of the five Ps - passion, purpose, people, profession

or place. Hit the bullseye on one or more and you will
unlock the key to the fandom.
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COMMUNITY

F ORMATS

I

I

COMMUNITY TYPES

When it comes to brand marketing, communities can
be defined in two ways. Firstly, by the nature of the
community - is it a physical or virtual community?

IRL Virtual

Communities that function Communities that function
offline including local and regional online including social media,
communities. forums, metaverse.

And secondly, when engaging in community activities, brands can either
choose to grow and “own” a community (Owned) or ‘borrow’ a pre-existing
community (Borrowed) by engaging an influencer, finding local clubs or
engaging in established forums.
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\Rulphs

Setting up Finding an existing
alocal club local/regional

. community to borrow
E.g. Ralphs active

cycling community E.g. A brand sponsoring
football referees

BORROWED —

Starting and nurturing
an online community Finding an existing online
community to borrow

E.g. Starbucks’ Facebook
group for lovers of Autumn, E.g. Nike collaborating
or brands setting up with Roblox to reach
Discord channels its community

VIRTUAL
|




Add to this that 74%

Virtual may be more prominent, but IRL runs parallel.

Social networks and virtual spaces can play a valuable
community role. They help people connect beyond
geographic limitations and share knowledge, insight
and passions. But those networks and spaces come
with their own limitations.

Online interactions can feel disconnected and non-
human. When people aren't face-to-face, they are
more likely to act out or behave in ways they wouldn't
in-person. So many digital connections are fleeting
and surface-level, which doesn't do much to build real,
lasting relationships. And let’s not forget, real life still

happens offline. Physical spaces like gyms, cafés,
and community places play a big role in bringing
people together.

In Harvard Business Review, Mark Rosenbaum

from Northern lllinois University, points out that

the relationships built in these real life “third places”
can offer just as much—if not more—emotional and
social support than family ties. In fact, these strong
community bonds can even add value, with businesses
seeing up to 20% higher returns where these
connections thrive.

of Gen Zs, and 66% of
Millennials, believe IRL
experiences are more

Why communities are important
from a consumer perspective

‘ () CONSUMERS

important than digital
ones - and it's apparent
that there's a real place

for IRL community in
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the current climate.
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76.6%

of consumers wish
their favourite brands
had a community

4£0.9%

of consumers say their
involvement in online
communities will increase
in 2025. That's an increase
of 9% year-on-year

73.6%

of consumers are more
likely to purchase more
frequently because of an
online brand community,
anincrease of 8%

since 2022

of consumers feel
more connected
through community
than social media

547

of Gen Zs say that
their favourite brands
are the ones that make
them feel like they're
part of a community

Involvement

88%

of consumers are motivated
when a brand makes them
feel involved, like they are
part of a team

Purchase decisions

81.6%

of consumers are more

likely to purchase new product
varieties because of an online
brand community
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BRANDS

75.5%

of marketers agree

it's important to have
two-way communication
with consumers,

but 1in 4 believe their
brand's two-way consumer
communication is weak

DATA COLLECTION

99.6%

Why communities are important
from a brand perspective

67.5%

of marketers believe
community-building is
important to creating
emotional loyalty

The demise of third-party cookies is one of

the biggest challenges marketers are facing.
Community-building can help with this by

supporting the collection of zero-party data

of consumers are willing to share
some form of personal data in
exchange for relevant incentives.
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Zero-party data

Zero-party data is data that

a customer intentionally

and proactively shares

with a business. It can include
preferences, purchase
intentions, and personal
context. The biggest advantage
of zero-party data is accuracy.
Since it's provided by the
customer, you don't have

to question the source
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Q UGC & REVIEWS
64.5% 62%

struggled to secure struggled to secure
a large volume of video/ high quality video/
stories UGC stories UGC

be a challenge

Community building and engagement
may be the answer...

Brands are consistently trying to obtain
new UGC and reviews, but this can often

User-generated
content

Any form of content, such as
images, videos, audio, text,
testimonials that has been
posted by users’ online content
aggregation platforms such

as social media, discussion
forums and wikis

68%

of consumers are likely
to create videos about
brands because they

belong to a community

9%

of consumers are more
likely to leave a review
because they belong to a
community - an increase
of 22% since 2022
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NEVER UNDERESTIMATE
THE LOCAL TOUCH

Local media plays a vital role in engaging
communities. We are seeing the way

people consume content and news become
increasingly fragmented and personalised.
This is creating new online communities,
which are shaped by the news and information
ecosystems they exist in rather than where
they are based geographically.

As a recent IPSOS survey shows, while trust
in traditional news outlets remains high
(especially for television) we are seeing new
media having a growing impact.

For example, podcasts are seen as even

more trustworthy than online news sites,
newspapers and magazines. Overall, only 31%
of Brits trust online news from influencers,
but this rises to almost half (47%) for those
aged 16-34. Online influencers also act as
the daily news source for most (55%) of
those younger than 34, whereas only 34% of
this age group consume news from television
on a daily basis.

How often, if at all, would you say you use,
watch, read or listen to news and information
on each of the following types of media?

1%

TELEVISION ONLINE NEWS SITES
& PLATFORMS

M Every day B 1-2 times per week
B Lessoften W Never
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1%

RADIO & ONLINE NEWS NEWSPAPERS
PODCASTS FROM INFLUENCERS & MAGAZINES
& INDIVIDUALS

B Most days Il 1-2 times per month
Il Don't know

“This is the age of infinite information. We have facts, stats, knowledge
and advice from the farthest corners of the globe, and yet the need for

reliable local news has never been greater. People want to know about their

communities, to be informed about the events and people that affect them

directly - and so local media are delivering innovative strategies to connect
with their audiences.”

“In addition to websites and online editions, media outlets are using videos,
social media and podcasts to engage with different demographics and
diversify their delivery streams, so that they can provide breaking news

updates and live coverage, keeping audiences informed in real-time.

In turn, readers can comment, share stories, and participate in discussions

- all of which further fosters a sense of community.”

ELLEN GRINDLEY
Senior Regional News Journalist

TIGERBOND




COMMUNITY

-FIRST SEARCH

In 2025, even amidst Al noise and
Google's efforts to force generative
results down our throats, the behaviour
of users and their appetite for authentic
over artificial isn't being completely
ignored. In fact, the reality is far from it.

How do you get around websites that
flood the algorithm by producing poor
quality, Al-generated content to climb the
ranking ladder? Well (and this is precisely
what Google has done) you reward the
complete opposite.

Promote the authentic
over the artificial,
real experiences over
the drab and dull, genuine
experts over the generic.

COMMUNITY DRIVES DEMAND

Recent evidence points to Google
combating the rise of Al content bloat;
where digital communities exist shows
promise for the biggest impact. Reddit,
for example, has seen significant gains
as aresult of recent updates, with:

31%

YOY organic search gains
in 01 of 2025

Why? It is a trusted community forum and the
content is completely authentic - it connects
users with real human perspectives, opinions
and experiences.

With the wider roll out of Google's Al overviews:

74%

of problem-solving
queries result in the user
seeing an Al overview

This is a major challenge to SEO specialists,
content writers and anyone whose role entails
driving search visibility. How do you make the
information gain bigger and better than what
Google's Al offering provides in milliseconds?
It all comes back to community.

16 7

“Build intrigue, make users feel part

of something, enrich their lives,
encourage engagement and take them
on a journey with your brand. Yes,
clicks might be of lower volume than
your analytics has shown over the last
decade, but put the vanity metrics to
one side, the per-click value to your
brand is infinitely more if it means
establishing a real connection.”

SAM GRANT
Digital Marketing Director, Tigerbond
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For some time, those of us that live and When we talk about community and its value

c & . I breathe the dark art of SEO have focussed to SEO, it's zerhhaps the ol?csitg piece that has
ommun Ity SIgna S - on three core pillars to improve ranking experienced the most telling impact.
° ° = y positions, traffic and engagement: how Community signals have become critical-
thls Is the SI n ou v technically sound a website's pages are, reviews, unlinked brand mentions, aqd post-
) click engagement have become ranking
-5 the production of great content and factors in their own right. How do we know?

explicitly instruct evaluators to treat

in Google’s eyes to boost rankings. “customer reviews as reputation” information.
While Google previously leaned into links as its
defining signal of authority, this is now much
more complex.

S | e offsite signals - valuable links from other
f r - \ , , , Well, Google's 2025 Quality Rater Guideli
been Waltlng 0 g websites that act as a ‘vote of confidence ol Doodie 20 Dually fater Sudelines

It's about how your brand
is presented, talked
about and engaged with
in the digital space that
really matters.

Links are still of value, especially when
explicitly relevant to your product or service
and your target community, but digital
marketers should now think much bigger.

COMMUNITY DRIVES DEMAND -5 : : SR : TIGERBOND



WHERE SEO MEETS COMMUNITY

Google’s 2024 addition of ‘experience’ as the extra
E in the E-E-A-T framework (Experience, Expertise,
Authoritativeness, and Trustworthiness)is clear
evidence that search now rewards signals that
come from users not just those coming from
content created for them.

Looking closer at the 2025 Quality Rater Guidelines,
there is instruction to “treat customer reviews as
reputation information”, with weight placed on volume,
detail and sentiment alongside the existing review

of content quality.

Brands must develop trust with their audience
through authenticity and build authority through
organic mentions of their business, which
confronts SEO managers with a new challenge.
Either through their own activity or via mobilisation
of their communities, how do brands create and
engage with the communities in a way that drives
SEO gains?
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1.

We know that offsite signals like mentions,

reviews and engagement directly influence
rankings. As a result, SEO teams should work

more closely with PR teams to roll out integrated
strategies that deliver viral campaign coverage
across media outlets that align to target audiences,
create noise and deliver engagement.

. Brands should consider genuine immersion in

community platforms like Reddit. Identify and
participate in relevant threads (where it can be
justified) to deliver authentic, additional value
to the community, encouraging continuation
and content enrichment.

. Asolid review strategy!
BrightLocal's 2024 study found:

75%

of shoppers “always or reqularly”
read reviews, with

887%

of respondents conveying they
would use a business that replies

to every review

The collection and replying to of reviews on both
website and on offsite platforms should form a

central part of a brand's SEQ and digital reputation
management strategy.

. Leveraging of testimonials, Q&As and lived

experiences with your brand (and search engines
through mark-up) deliver the proof, rendering users
more likely to engage in influencing other ranking
factors and driving visibility.
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But, one of the major shifts in the social media landscape has been
the fragmentation of “social” and “media”. Taking the lead from TikTok,
many platforms have evolved into media-first experiences: prioritising
entertainment and discovery. Hyper-personalised algorithmic feeds
are designed to keep users scrolling, but don't always encourage social
interaction or human connection.

SOCIAL MEDIA
COMMUNITIES
IN 2025

THE LANDSCAPE

Social media has become the most obvious
community-building channel - it allows
brands to connect with large groups of
customers across geographies, interests
and demographics.

Meanwhile, much of the “social” aspect of social media has splintered off
into what's been coined “dark social” — the private and semi-private spaces
like direct messages, group chats, and forums. It's estimated that:

95%

of all content sharing happens behind these
virtual walls. Users are retreating into more intimate,
less performative environments

TIGERBOND




WHAT DOES THIS MEAN
FOR BRANDS?

It means that for brands to build brand
fans they have two jobs to do - drive
community visibility and prioritise
community nurturing.

1. Community Visibility

This is the outward-facing part of your strategy: creating content designed to resonate with
- and be discovered by - specific communities. The rise of interest-based recommendation
algorithms means brands no longer need to chase broad reach. Instead, they can focus
on cultural relevance, making content that speaks directly to a niche audience’s values,
humour, language, and habits.

These communities might not gather in one defined space, but they signal themselves
through shared behaviours and content trails. Whether it's “#BookTok" readers or passionate
‘#PlantTok' plant parents, interest-based subcultures thrive across platforms. Brands that
contribute value and speak the community’s language can earn organic visibility - not by
forcing their way in, but by becoming a valued participant.

To engage the #BookTok TikTok community,
American bakery-café Panera Bread
partnered with creators to produce cosy
café reading content - complete with warm
drinks, soft music, and slow shots of books in
quiet corners. The kind of dreamy, soothing
content that performs well in BookTok's cosy
sub-genres. Rather than promoting menu
items, the brand focussed on aesthetic,
mood-driven storytelling. It worked because
Panera signalled to the community that it
understands that #BookTok isn’t just about
reading - it's about the environment, lifestyle
and identity that surrounds it.
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2. Community
Nurturing

Visibility is only the first step. O nd
connect with your brand, nurtur gctionin
more intimate environments is essential. This is where
many brands fall short - they stop at content creation
and neglect to build spaces where their communities
can deepen their relationships. This is where trust
and loyalty are built.

Community nurturing means creating semi-private
or exclusive environments where your most engaged
audiences can interact - not just with you, but with
gach other. This could be a members-only group,
dedicated chat thread, an insider club, or even a
recurring livestream or audio hangout. What matters
most is that the space feels reciprocal and meaningful -
the users want to feel like they are part of something.

Fitness powerhouse Peloton’s
approach to community nurturing is
built on lightly moderated, member-
led Facebook groups - with hundreds
of thousands of participants who
motivate, support, and celebrate one
another. While Peloton occasionally
guides discussion or shares
exclusive content, they largely let the
community take the lead. It's a subtle
but confident and powerful approach:
Peloton hosts the space, but doesn’t
dominate it.

&

Successful brands don't just gather fans
- they facilitate connection between
them. This peer-to-peer dynamic turns
customers into co-creators, amplifying
loyalty and advocacy.

It's their community, not yours.
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“In an increasingly fragmented social PLATFORM TO WATCH

landscape, community is the glue. Yes,

algorithms can help you reach niche Substack is a key platform poised Sub?tack StanSS ?part from other platforms
communities, but they won't help you to benefit from the shift toward N afewimportant ways:
foster community spirit. Brands that more intimate, interest-led online -t fosters'com'munity. Newsletters are often ceptred
lance ity wihntimcy, o commnites. What began as anewsletier 27 s ottt
.Show oy i R anfl Sta.y e pIatform for wrl.ters and cr.eators has ) typical one-way newsletters. Substack enables
Intent, e the ones that will build real rapidly evolved into a multifaceted social comments and discussions, encouraging interaction
loyalty in 2025 and beyond.” space. It now offers a Twitter-style text be;rjvs;leen .rer?ders a;dr?llov;ing communities to form
BRYAN ARMIT and image feed, short-form video, and Tt" ouns arloun fs a":l pasdsj'O”STh, .

ML s _ . encourages long-form deep dives. This forma
Head of Social, Tigerbond Iong form articles and newsletters. naturally supports and strengthens community.

Members who care deeply about a topic are more

likely to seek out thoughtful, in-depth content vs.

short, surface-level posts. Substack gives space
ﬁ,‘{ for this kind of rich exploration, feeding a more

— meaningful and sustained form of engagement
=substack : .

It incentivises community building. Users can
subscribe to the writers, collectives, or communities
they feel most aligned with. Paid subscriptions
unlock exclusive content, creating a direct

value exchange. This not only supports creators
financially, but also motivates them to keep
producing relevant, community-led content
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DIGITAL COMMUNITIES
AND Al IN 2025

As brands continue to automate,
adopting community-led strategies
becomes crucial to maintaining
credibility and fostering meaningful
engagement.
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COMMUNITY-LED

STRATEGIES BUILD
TRUST IN THE AGE
OF Al

In a landscape crowded with Al-
generated content, the challenge
for brands is to resonate on a
human level. Word-of-mouth,
user-generated content, and
peer reviews, are increasingly
gaining traction because they
feel real and trustworthy.

People trust other people, not
algorithms. In a world where Al
is automating interactions and
messaging, communities offer
something Al simply cannot: real
and real-time opinions, shared
experiences, and trusted voices.

S

asing digital fatigue and
ressure, people are leaning
, relevant network
connect meaningfally
Junities are reward

with lc word-of-mouth acy,
and contextual relevance.”

CLANCY MCMAHON

Digital Director, Tigerbond
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OWNING YOUR DIGITAL
COMMUNITY MATTERS

The digital marketing landscape is becoming
increasingly volatile and platform algorithms are
being inundated with Al-generated content, leading
to content saturation and making it harder for
authentic voices to stand out. Moreover, rapid
changes and unpredictable algorithm updates
mean that relying solely on social media is no
longer a sustainable engagement strateqgy.

Brands are moving away from dependence on
external networks where visibility can change
overnight. Instead, they are investing in building
their own digital communities, creating stable,

owned spaces that allow for consistent engagement

and storytelling, free from the algorithmic whims
of mainstream platforms.

Key platforms that enable brands to build and manage
their own communities include Mighty Networks,
Circle, Skool, Discord and Hivebrite.

These platforms offer customisation options,
community management tools, and data ownership,
allowing brands to cultivate authentic and controlled
environments. Additionally, brands can leverage Slack
and Discord for more conversational and real-time
engagement, while Patreon and Substack facilitate
content-driven community models where users can
actively support creators.

Community-led strategies not only
break through the monotony but also

@ hivebrite

create deeper, more personal connections.

skool
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PROCEED WITH CAUTION -
AUTHENTICITY MATTERS

While building a proprietary community
platform offers strategic advantages,
it's crucial to approach it authentically.

Efforts to create or engage with digital communities
shouldn't feel like a branded echo chamber or a thinly
veiled marketing effort. If interactions appear forced
or inauthentic, disengagement or backlash is likely to
follow. This is Web 2.0 in action - platforms like Reddit,
for instance, thrive on unfiltered, real-time feedback,
meaning brands must be prepared to navigate open
criticism and genuine discourse.

The key lies in fostering organic growth - creating
spaces where authentic conversations can flourish and
where members feel valued rather than marketed to.

A successful community balances brand presence

with the freedom for members to express themselves
openly and honestly. Any attempt to over-control or
curate interactions risks alienating the very audience
the community aims to attract.

FUTURE-PROOFING THROUGH
COMMUNITY OWNERSHIP

Investing in a dedicated community platformisn't just a
reactive measure against the unpredictability of social
media. It's a proactive step towards future-proofing a
brand. As digital platforms continue to evolve, owning a
stable space ensures that your audience always knows
where to find you. Additionally, it secures your data and
your ability to directly engage with your community
without third-party interference.
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No vanity metrics here. Targeting
, communities can't be broadbrush.
o Campaigns and activations that speak

directly to communities deliver the best

ROI, there’s no wastage. ROl is about
genuine impact and engagement with a
community group, however that’s defined.
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AL L
“We mobilise our tiger teams rooted in the UK's key towns $assaisesss
and cities to launch and spread the word about Tesco’s SERERL.. | - oSBgeRsesssass:
key community initiatives, bringing the retailer’s purpose R R
to life. We switch on PR, events, social and digital to light oves SEFEEH
up the UK with Tesco love. Since 2016 we've reached over il
50,000 grassroots community projects, worked with the $iiiidt
Tesco team to award and profile more than £200m of 33558,
regional grants and partnered with the health and charity 1Ssse,
team to support donations over £72m.” S338"
As age partners for more than a decade, our a 0 : 0
UrNa PpOoLe ( U E U U U E U E (I d 21U 0
- - OVE E U JE U E U (e uard UINJge
gle day based O : available e're alwa eady to le
U () E O tapy D €U UUdié e, eVE ere. A [ 0 U
e right place, at the rig e and Importa een b 2
E U 2 0 € E U OI€ E 2d ana iaead U
activations are stretched as far as possible. Vue reqularly rema
OI1€ E (U Drand E E U U E (IIe PIre gerie
pleces of coverage leading to real RU s of aa bc 0,000
engageme and a reqular roll out a e openings and refurb
0 A
PR Ulrecto gerbona
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Community campaigns should always
start with a channel agnostic approach.

Establishing the insight first to
set the strategy defines what should
be reported on

It may not be traditional metrics at all. At Tigerbond we have a live
reporting method which enables us to measure and adapt in real time.
We're able to see what communities are engaging with and reacting to and
can therefore upweight and downweight activity and tactics accordingly.

y
What to

ROE (Return on Engagement) should be tracked alongside ROI. Activity,
reach and value of interactions within a community - through sharing,
engaging and participation - leads to sales uplifts, increased brand
tracking scores and advocacy. According to Loyalty Lion, on average,
brands see a 1,352 % ROl within two years of establishing strong customer
communities and this can increase to as much as 10,000% after 10 years.

KPI considerations,
depending on brand
campaign goals,

\\\\\\‘ - could include:

_d
=£i*
g T - Engagement - footfall, clicks, participation, visits
- Loyalty
- Advocacy and word-of-mouth
....... - Referrals
: - Genuine participation
i .F'E:h:;‘;:f? - Retention
sigssiiinaiisiisicas S - Reach within the community
3iisseith ) - Sentiment and alignment - Pulsar insight on real conversations
: ..;:ggii“’”“ : "" - Community partnerships formed
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JOANNE SPENCE If you take anything from this report, ground activations. Loyalty, advocacy and emotional
connections are all leveraged through the power of

Co-founder, Tigerbond !ts this: commur)lty—drlven marlfetlng community so, value it and it will help drive long-term
is here to stay. It's not a trend, it's a growth. The time and effort you put in now to building
cultural shift that audiences no Ionger your community strategy will be the best investment

expect but demand you can make for future-proofing your brand.

. . Before we go, we want to leave you with one
It's also a strategy where everyone wins - brands

and consumers. Nurture, invest, listen and act on last thought.

what your communities tell you. Let the community Think of a brand you love. Why do you love it?
signals guide you. Watch the real magic happen when Think about what they do to make you feel special
you connect digital activity with real-world, on-the- and part of that brand. Why do you stay loyal?

TRUST. EXPERIENCE. BELONGING.

It begins and ends
with community.

ez

MORE THAN A MOMENT.
IT'S A MOVEMENT.
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We're an agency at the
heart of community.

Living and breathing it in
every sense of the word
- IRL and online.

We are plugged into the communities where we
work, live and play. We have a full-house, in-house
and combine real-world insight with our tech stack
to create strategies that deliver impact.

A place where big agency thinking meets local and
cultural relevance, we make national brands and
organisations relevant through our community lens.

If you'd like to find out more about community-
driven marketing or how we could help develop
your community strategy, email us at
community@tigerbond.com

ordropusaDMon

Or better still, come meet us for a coffee IRL
in Glasgow, Manchester, Leeds or London.

COMMUNITY
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https://www.linkedin.com/company/tigerbond/
https://www.instagram.com/wearetigerbond
https://www.facebook.com/wearetigerbond
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