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Margar et Brooks, J. J. Lovett, Sam Creek : Developing B2B Social Communities: Keysto Growth, Innovation,
and Customer Loyalty before purchasing it in order to gage whether or not it would be worth my time, and all
praised Developing B2B Social Communities: Keysto Growth, Innovation, and Customer Loyalty:

1 of 1 people found the following review helpful. B2B is still H2HBY J. N. HoraAs a community manager | builder in
the B2B space, | found this book refreshing and full of items to consider and implement, as needed. The different
requirements and tone of community in aB2B framework is clearly covered, and the H2H (Human-to-Human) point


http://f3db.com/pub/links.php?id=B00DREFMNQ

of view is not left behind. The book is clearly written, contains numerous ‘further resources' that enable you to go
deeper and caused me to rethink some of my processes.| highly recommend this book for all community managers and
anyone working with customers, partners or others who wish to get past the transactional and cultivate relationships.1
of 1 people found the following review helpful. Real value for acommunity practitioner or leader working in the B2B
spaceBy H. BoucherAs someone who manages a B2B online community | am very impressed with this book. It goes
way past general advice and digsinto the key processes and strategies needed to develop and sustain a community that
brings value to an organization. One of the best books I've read on the subject.

Developing B2B Social Communities: Keysto Growth, Innovation, and Customer Loyaltynbsp;explains why business-
to-business companies need a robust online community strategy to survive and flourish in todayrsquo;s changing
economy and shows you how to design and execute your companyrsquo;s strategy successfully. Seminars,
publications, market research, and customer care centers remain important tools in every B2B firmrsguo;s toolbox for
understanding, attracting, and serving customers while keeping them loyal. But in aworld of fierce global price
competition, increasing transparency of business practices, and ever-rising complexity, these traditional customer
interaction channels are no longer enough for most B2B companies. Thatrsquo;s why smart organi zationsmdash;both
large and smallmdash;are tapping into online communities to gain a huge competitive advantage: the ability to get
much closer to customers and become more valuable to them. Developing B2B Social Communities delves into the
generators of business value in online communities: immediate customer access to expert information within the
company and from other customers; inexpensive delivery of custom technical help; demonstrations of how customers
can to get the most from their products; and forums where customers can share tips, air gripes, reveal unmet needs,
and suggest improvements. nbsp; Three veteran community managers show you how to harness the knowledge of the
crowd to help shape your companyrsguo;s strategic direction, develop new products and services, identify trends, sell
more, serve customers more efficiently, and provide better product support. Fleshing out precepts with real-world
examples and case studies, the authors detail the transformational opportunitiesmdash;and pitfallsmdash;for creating
online communities. What yoursquo;!l learn Why B2B companies of al sizes now need to make online communities
an integral part of their operations to maintain or expand market share. nbsp;
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