
Community Assessment Template
VIRTUAL COMMUNITY 
Social Media
This section helps you to assess the engagement you have with your community across the various social media platforms you use. What is most important to keep in mind with social media is not the amount of followers you have, but how many of those followers directly engage with your calls-to-action. Answers to the following questions can be found through the platforms’ backend analytics system. 
Facebook Artist Page
Total likes: [Enter value here] 
This number indicates individuals who have sought you out to follow you on this platform. Due to Facebook’s algorithms for sharing content, it’s not a great indicator of your actual reach. However, it does help you to understand how many individuals are aware of and interested in your presence on this platform. 
Frequency of posts: [Enter value here]
Artists who follow a consistent schedule of posting build trust over time with their community. Share and like rates are usually higher.
Average likes and comments: [Enter value here] likes and [Enter value here] comments
Average number of likes / comments per post helps to understand what your actual reach on Facebook is, as well as how many people are actually seeing and interacting with your posts. If you have high engagement, you may want to spend more time developing Facebook-specific campaign content.
Average follow-throughs on calls-to-action: [Enter value here]
This section is meant to help you analyze your engagement with your followers specifically around past calls-to-action you have posted. If you have high engagement with them on this platform, then you may want to develop a higher volume of Facebook-specific calls-to-action for the campaign. You can get this number by clicking on the link which says, “# of people reached” and seeing how many of them clicked on your link. 
Twitter
Total number of followers: [Enter value here] 
Frequency of posts: [Enter value here] 
Artists who follow a consistent schedule of posting build trust over time with their community. Share and like rates are usually higher.
Average number of retweets per post: [Enter value here] 
Average number of retweets per post helps to understand what your actual reach on Twitter is, as well as how many people are actually seeing and interacting with your posts. If you have high engagement, you may want to spend more time developing Twitter-specific campaign content.
Average number of likes per post: [Enter value here] 
Average number of replies per post: [Enter value here]
Average follow-through on calls-to-action: [Enter value here]
This section is meant to help you analyze your engagement with your followers specifically around past calls-to-action you have posted. If you have high engagement with them on this platform, then you may want to develop a higher volume of twitter-specific calls-to-action for the campaign. If you click on a tweet that had a call to action in it, the box will expand. You will see three lines right on the right side of the “Like Tweet” button. If you click on that you will get comprehensive analytics of how people interacted with that tweet. The most important in the list should be the “link clicks” analytic. This will tell you how many people actually clicked on the link that came with your call to action. Those individuals engaged and curious and are more likely to back your campaign than the ones who do not click on the link.
Instagram
Instagram is a great place to share your inspirations, works in progress, and art in general. This platform, however, does not make it easy for you to track your engagement. If you are posting a call to action, consider using bit.ly link in your profile since this platform allows for you to track analytics. With Instagram, you should use bit.ly and put the link in your profile each time you direct your followers to any webpage. 
Total number of followers: [Enter value here] 
Frequency of posts: [Enter value here] 
Average number of likes per post: [Enter value here] 
This helps to understand how many people are actually interacting with your posts. If you have high engagement here, you may want to spend more time developing Instagram-specific campaign content. Instagram is a visual platform, so in order to achieve active engagement, make sure that you enjoy generating this type of content.
Average follow-through on calls-to-action: [Enter value here]
This section is meant to help you analyze your engagement with your followers specifically around past calls-to-action you have posted in your profile.
Other Social Media Platforms
Copy and paste relevant values from above!
Web Traffic
Web traffic can be one of the most helpful sources for community engagement analytics. The answers to the questions below should be available through your analytics system.
Average monthly visitors: [Enter value here]
This is the average number of unique hits to your website per month. These are people who you will be attempting to bring over to your time-based campaign through a direct call-to-action on your website’s landing page. 
Average Call-To-Action Follow Throughs: [Enter value here]
This is the percentage of visitors that complete your desired call-to-action. This can refer to any action you want your visitors to complete. This is a measurement of the effectiveness of your website’s landing page as well as the degree of involvement of your existing community. You can find your average call-to-action follow through for a particular call-to-action by dividing the total number of visitors to your landing page by the number those visitors who complete your call-to-action.
Top 10 Keywords: [Enter value here]
These are the top 10 terms people use to find your site via search engine. You can use these keywords to inform the type of content you create for your campaign.
Top 10 Traffic Sources: [Enter value here]
Please list organic search, referral, and direct traffic sources here. These top ten traffic sources help you to prioritize the types of content that you will be releasing for your campaign, as campaign content can be specifically tailored to these sources.
Electronic Mailing List
If you consistently use your mailing list, it is also a very powerful resources for community engagement analytics. The answers to the questions below should be available through the backend of your mailing list platform.
Total number of subscribers: [Enter value here]
This number represents the total number of individuals who are interested enough in your work to want to receive regular updates. 
Total number of long-term subscribers (1+ years on your mailing list): [Enter value here]
The people who have been long-term subscribers have had time to get know you. You may want to enter these into the individual supporters list in the “Community Assessment Template” for one-on-one reach outs.
Frequency of mailing list updates: [Enter value here]
Frequency of mailing list updates is important because artists that follow a consistent schedule with their mailing list have a greater chance of building trust over time with their community. Open rates and click through rates are usually higher with consistent updates, and those on  a regularly-updated mailing list are usually more inclined to back a campaign.
Average open rate on mailers: [Enter value here]
This number indicates how much of your mailing list actively reads your mailers. Higher open rates indicate active and engaged communities. 
Average percentage click-through on mailers: [Enter value here] 
This number indicates how much of your mailing list actively click on links in your mailers. Higher open rates indicate active and engaged communities.
IN-PERSON COMMUNITY 
This section of the Community Assessment is dedicated to making lists of people who support your work. Here you will write down their names, which you will later use to create your Outreach Plan. 
Supporters
Your supporters are people who interact with your work on a regular basis. This may include coming to your live events, sharing news about your work, or buying your work.
Enthusiasts 
Your enthusiasts are people who are very passionate about your work. They differentiate from Supporters in that they are really willing to go the extra mile to connect with you and your art. They are long time supporters and consider your work influential to their own work or life. These folks are not only likely to back your campaign, but are also likely to enthusiastically share it and bring in more backers. 
Potential Higher Level Backers
High Level Backers are folks who you believe may support your campaign at a higher financial level. This list will give you an idea of the large donations to plan for and will help you to craft specific rewards that may interest these individuals. 
Organizational Supporters 
Which organizations support or have supported your work? Which organizational communities are you a part of? This list is important because if you have the support of organizations they can share your campaign with their own communities. 
Press and Media Contacts
Has your work been featured by press or media outlets? This is a place to list those outlets, which may be interested in featuring content related to your upcoming project and/or your campaign. 
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