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Foreword

Innovation. That’s where the buck stops. No doubt about it. Innovation anticipates buyer
needs, commands new markets, and completely disrupts business models. It is all about
invention, modernization, and improving things. I have no doubt that’s what makes

a guy like Elon Musk tick. Looking past the potential to what’s truly possible. Looking
through the possibilities that myriad trends of our age are shaping and getting out in
front of them. Anticipating. Leading. Visioning. Several years ago,  had a eureka moment
of my own. I saw a world being shaped by social. I just knew that the world would change
once the social constructs amplified by new media swept through popular culture. I was
right. Let me explain.

Companies have been chasing after market share, increased revenues, and better
productivity for as long as any of us can remember. And all of this time they have been
asking the rudimentary questions “what?” and “how?” What can we do to improve? How
can we expand? What is the market asking for? How do we improve getting our product
into the market? What should we do? How can we do it better? The most essential
question might seem obvious in retrospect; however, at the time, it was a revelation:
“who?” That is the question that drives everything. And that “who” was at the center
of my thinking back then. Customers, partners, and employees. That’s who! Can we
enable them to build a business for a company? Social constructs said yes. That’s crowd-
sourcing. That’s what people have become accustomed to. That’s what businesses
now count on. A brand promise was born: “to enable your customers, partners, and
employees to build your business for you.” I liked it. I was no longer a pariah waiting
in the wings for my moment. That moment had arrived. So, in 2009, I risked it all and
launched a company dedicated to the notion that the creation of online community
experiences would transform businesses and enhance people’s lives. A friend of mine
announced, “So, you're going to take a big risk; you're an entrepreneur.” Years later, I
realized that entrepreneurs aren’t really big risk-takers; rather, they so deeply believe
that their idea will change the world that they are willing to risk everything to see that
world come to fruition. That was me back then. Fast-forward almost ten years, and my
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FOREWORD

company, 7Summits, sits at the forefront of community experience design, creating
digital solutions that drive measurable business value that is dramatically amplified by
collaboration.

o Customer supportals afford self-service, raise conversion rates, affect
product advocacy, and glean much-needed insights to fuel product
roadmaps and go-to-market strategies.

o Partner networks streamline partner onboarding, serve up relevant
content and tools, assist in matching leads, and provide important
feedback to optimize channel performance.

e Employee social intranets provide a highly accessible and served
knowledge base, drive open communications, crowd-source ideas,
and turn every business process into an effective, efficient practice
through collaboration.

e Developer networks open lines of communication between
customers, driving tremendous value resulting in higher renewal
rates.

e Alumni networks align mentors with mentees, match interests to
opportunities, and share information at the opportune moment to
serve both the alumnus and school in the most beneficial ways.

The list goes on and includes solutions for every industry from manufacturing to
high tech to healthcare to financial services.

This, itself, is simply incredible. The world has gone from “being social” to
collaborating in entirely new ways. Even the most discrete of business processes is made
more transparent, more measurable, and more efficient. This is a critically important
evolution because a lot more has been happening over the past ten years as well. At the
writing of this book, we are, as a civilization, well past the front door of what we now call
the fourth industrial revolution (4IR). This revolution revolves around new technologies
fueling and stemming from areas such as artificial intelligence (AI), robotic process
automation (RPA), the expansion of the Internet of Things (IoT), and innumerable other
new sources of Big Data that continue to reshape the data management landscape as we
know it—both producing and consuming this information in ways that will, no doubt,
completely change the world that we live in.
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FOREWORD

So, what does this all have to do with Practical Guide to Salesforce Communities?
Well, to begin with, communities are data. I'm not talking about content, files, and
dashboards. I'm speaking to the tacit interactions between the actors consuming that
information. How they work with them. How they consume them. How they collaborate
with and through them. Those interactions between employees, partners, and customers
revolve around a wide range of linkages: employee to employee, employee to partner,
customer to customer, customer to enterprise, and customer to partner. And each of
those audiences, each of those linkages, is interacting with processes, content, and
data as well. That means more information, more data, and more insights. It is not a far
leap, then, to understand that capturing these interactions is tantamount to applying
automation thinking to your business. To boil it all down, companies cannot capitalize
on the promise of AI and RPA if they do not have the substantial data sets that are
needed by these neural networks to crunch and inform highly accurate outcomes.

I see many smart companies that moved on this notion almost a decade ago. The
Big Data movement spurred them on. Now they are ahead of the game. Others are now
catching up through substantial R&D investments, acquisitions, or both. For those
companies that either were not ready to invest or were too skeptical, there is still an
opportunity to capture the most important data of all: the data specific to your own
business, processes, and audiences. That’s your specific data and, properly harnessed, it
can continue to propel your purpose, products, and services in a market that is about to
become unsettlingly competitive.

Let me be clear here. There is no more superior way to do this than to put a
community motion in front of the people performing that work to capture that data.
Salesforce.com provides the platform engine needed to bring business processes,
audience context, and data management together for this most important building
block for every company’s future. How important is it then to make it easy to get through
this step, a key building block, to a much bigger purpose? That’s where Salesforce,
communities, and this book come in.

Phil Weinmeister is a master at helping others simplify their thinking so that they can
find the best approach to solving a business process on the Salesforce platform. If I had
to pick one thing that Phil is absolutely all about, it is “speed to solve.” I'll come back to
that shortly, but first let me tell you how I came to know Phil. My first encounter with Phil
Weinmeister encompassed walking into the office of my head of technology, John Price,
and noticing a stack of books on his desk that he had been supplying to his staff as they
joined his team: Practical Salesforce.com Development Without Code. It was Phil’s first
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book. Of course, I had heard of Phil from colleagues in our industry, but I had yet to meet
him. I asked John, “Is this a good book?” John replied that it was essential. As the CEO of
arapidly growing Salesforce integrator, I quickly followed with, “Should we be going after
this guy?” As it turns out, I had actually reached out to Phil over a year prior via LinkedIn
to inquire if he might be interested in joining our firm. This time, I approached things
with fervor—I read his book! It is an essential text for development on the platform. The
reality of “the Salesforce economy” came into sharp focus for me after that read. Phil
was making it easier and clearer for countless individuals to understand and make the
transition toward developing on this platform. And he was focused on the notion that
configuration trumped customization, paving the way for a leaner implementation that
leveraged the richness of the platform to deliver value to the end customer. I liked it! So,
Iread Phil’s book and then called him to invite him to join me at our headquarters in
Milwaukee, Wisconsin. It was a great meeting of the minds for me. And I could tell that
he was intrigued. Unfortunately, his schedule just would not permit it. The following
week, I flew to meet him in person in his home town of Atlanta, Georgia. It turned out to
be fortuitous. I had a vision for 7Summits and this market that well eclipsed the notion
of simply building online communities. I wanted to see a different world in ten years:
people unleashed to create, compete, and innovate in entirely new ways. Phil agreed. We
have been working together at 7Summits now for almost 18 months, so I have firsthand
experience with his own vision, insight, and influence. He wants to change the world by
leveraging scalable technology to deliver truly remarkable results. “Speed to solve”—that
is Phil Weinmeister.

So, let me expound on this speed-to-solve notion. What does that mean? It means
being expert enough, niche enough, and select enough to be able to make things easy,
clear, and consumable for others. For you, the reader, this is great news! It means
providing an avenue to perform work effectively and get the utmost from the platform
without over-customization. Phil is expert here, as well. And he backs up that knowledge
with a very strong set of credentials. Phil is a three-time Salesforce MVP (starting in
2015) and 18x certified on the Salesforce platform. He is a Salesforce platform strategist
bar none and one of the leading experts on the Salesforce Lightning Framework. He
is the author of Practical Salesforce.com Development Without Code. He hosts his own
Salesforce blog, the Weinblog. And he is the first-ever Community Cloud MVP and
Trailblazer award winner (Dreamforce 2017). People leveraging Phil’s approach to the
Salesforce platform have gone on to start solid careers in the Salesforce ecosystem.
Moving from a prior discipline to a Salesforce-related discipline. Moving from a purely
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business-side domain to a blend of business and technical acumen together, progressing
their careers along the way. Phil has not just become a part of this ecosystem; rather,
he is guiding others on their path to and through it. He is simply an amazing individual
with an amazing perspective on business, technology, and the power of the Salesforce
platform, making him the ideal author of this important text.

I thoroughly enjoyed Phil’s approach to this book and learned a great deal myself as
I walked through chapter after chapter. He starts things out at the exact right place by
answering the essential question, “Why Salesforce communities?” He covers the core
elements that are fundamental to a successful communities initiative. A great start! Next,
he navigates a clear approach beginning with vision (not features!) and walks the reader
through audiences, data, and success measures. These are the essential elements of a
well-planned community. License models and management are next. Phil has reached
a mastery level here for sure, and I have seen him, firsthand, create the architecture
and strategy to maximize value for customers where license management is concerned.
Phil then dives into community templates including the forward-thinking Lightning
concepts. The Salesforce Lightning Design System is at the heart of innovation and speed
when developing on the Salesforce platform. This is the true genius of Salesforce as a
company. Lightning Bolts and Lightning components revolve around the notion that
Salesforce partners (and customers) can create capabilities that more rapidly extend
the platform than if Salesforce were to imagine and create things completely on its own.
Talk about speed to solve! This opens up the door to a world of rapid development and
platform proliferation that we can only imagine. My own company, 7Summits, imagined
a world with prebuilt, purpose-driven communities way back in 2009. Salesforce has put
that concept on steroids and delivered an environment through Community Builder,
which will fast outstrip its competitors as both functional and industry-related Lightning
Bolts and components become available on its software exchanges. In fact, I just spoke
with a customer this year that wants a niche industry solution on Salesforce so that they
can take advantage of that capability extended into the full richness of CRM and more.
Someone will, no doubt, build that niche capability and make it available to the general
market for that industry. Genius.

Moving further along, be sure to thoroughly review the part on visual workflow.
This straightforward approach to themes and layouts and how they can be applied
to community page designs truly demonstrates the flexibility and extendibility of
Lightning-based communities. This thinking makes real the Lightning pages and
Lightning components that Community Builder manages and supports.

xxi
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Multiple layers of functionality are demystified so that Community Builder can
be leveraged quickly to create, modify, extend, and maintain a community as it grows
with and becomes shaped by its participants. Another best practice! So, at the heart of
this book is the same elemental theme that Phil brings to everything he touches: speed
to solve. From themes, components, and pages to groups, topics, and measurement
to authentication, security, and community membership, this is the definitive text on
Salesforce communities, how to configure them, and how to position them to take your
business forward. That’s why the notion of speed is so important. You've got a business
to understand, to transform, and to take through the fourth industrial revolution.
Salesforce communities are essential toward getting you there, and Practical Guide to
Salesforce Communities is an indispensable reference for helping you to do so.

Paul Stillmank
CEO, 7Summits

xxii



Acknowledgments

David Green and Adi Kuruganti (Salesforce): David has been instrumental over the
past few years in providing guidance and clarifying various features and functionality for
me. Adi was my go-to contact on the Community Cloud team when I first started down
the communities path and led the way for future growth.

Mike Micucci (Salesforce): Mike set the recent direction for this amazing “cloud”
and has enabled a vibrant ecosystem that has embraced innovation at every step.

David Litton (Ad Victoriam) and Jarrod Kingston (Appirio): David and Jarrod both
provided professional, meaningful reviews, making the final piece as solid as possible.

Paul Stillmank and John Price (7Summits): Both Paul and John have
wholeheartedly supported my ideas and thought leadership at 7Summits, paving the
way for this book.

Rita Fernando Kim and Susan McDermott (Apress): Rita, Susan, and the entire
Apress team provided top-notch support every step of the way.

Amy Weinmeister: My wife fully supported this time-intensive endeavor from the
beginning and actually reviewed each chapter. Simply put, she is amazing in every way.

And none of this would have been possible without Jesus. My career and abilities are
ultimately gifts from Him, and I hope to reflect Him in all I do.

xxiii



Introduction

In February 2014, I received an email from a gentleman at Apress. He had recently
engaged in a conversation with an acquaintance who implored him to consider
expanding the breadth of technologies in the Apress repertoire to include Salesforce.
While Salesforce was hardly a small company by that point, the price of the CRM stock
(Salesforce’s ticker symbol) was less than half of the 2018 high. The email described how
this publishing company editor had read my blog and wanted me to write a book for
Apress—its first on Salesforce. I immediately shared the news with my wife to make sure
I wasn’t crazy; it was all a little unbelievable. Technology books are cranked out all the
time...but this wasn’t a self-publishing or mom-and-pop publisher situation (both can
be great options by the way). This was a fairly large technology publisher. At that point,

I did what any reasonable person would do: I called the editor to make sure I was not
getting pranked! Until I heard a real person confirming what I had just read, I wouldn’t
believe it.

Fortunately, it wasn’t a mirage. Apress formally accepted me as its first Salesforce
author, and the rest is history; Practical Salesforce.com Development Without Code hit
the shelves at the beginning of 2015. In that book, I explored the world of declarative
development, which was what originally drew me to the platform when I first used it in
2010. The journey as an author has been a special one. Perhaps the most fulfilling and
rewarding aspect of the overall experience is the real, material impact that the book has
had on other people's careers. Here are a few reviews that particularly struck me follow:

e “Purchased this because I've been involved in migrating Salesforce
orgs in last 8 months and felt like I needed a refresher in the
declarative aspects of Salesforce. This was better than a refresher—I
learned new things. The material is very well written in a logical,
progressive & complete sequence. ... Unlike some books and many
websites that throw things in an unorganized manner and hope the
audience ‘gets it’ this book shows Mr Weinmeister has very firm grasp
of the topics and can communicate it to others.”
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e ‘“Ifyou are planning on any Salesforce development or taking the
DEV 401 exam, this book is for you. It effectively covers all the major
topics in depth to gain a full understanding of the process and what’s
going on ‘under the hood. Although certain chapters such as the one
covering formulas do cover more than what is on the exam, it allowed
me to fully grasp the concepts. Rest assured if I do need to leverage
custom formula functions or fields I feel full capable after reading
this book. I've read multiple Salesforce practical guides and this is
the first to not just skim over the top of major topics like automation,
workflows, formula fields, and functions. Outside of Salesforce’s
official documentation, this book will likely be my go-to source.”

o “Although I am not completely finished reading the book yet, I
am very pleased with the content, layout, and approach that Mr.
Weinmeister uses to explain the extensive list of functionality. I
have found it an important and necessary accessory training tool to
complement the Trailhead training modules in Salesforce. I actually
think I can learn how to program again after so many years of being
in a different occupation.”

This feedback has continued to fuel my desire to share what I know and teach the
community at large. After wrestling with the idea of writing another book over the past
few years, I decided that it was the right time to embark on this journey once again. As
tempting as producing another version of my original book was, I felt that I could have
the biggest impact by entering new territory: the world of Salesforce Community Cloud.

In this book, I have thoughtfully reflected upon my years of experience working with
Salesforce communities and identified those areas that would be most beneficial to
potential readers. The final, chosen topics lend themselves to a balance of conceptual
illumination and practical, real-world guidance; readers will discover that I have
employed both approaches over the next few hundred pages.
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It is important to me to lay a foundation before the book begins, specifically to

ensure that expectations are aligned with my vision of the book’s actual content. Readers

should know the following:

My overall goal is to share what I have learned and to empower
others to become effective and successful “builders of communities”
in various aspects.

Although I know there tends to be a desire for nice, clean
categorization in life, this book is really for individuals across all
levels of current communities knowledge: beginning, intermediate,
and advanced. Readers in each group will use the book differently,
of course, but value will be found along the full spectrum of learners
(whether in the form of discovery or affirmation).

The book covers numerous features, functions, and capabilities of
communities. I delve fairly deep into some of these but provide more
of a high-level introduction to others. Correspondingly, a reader’s
specific needs may or may not line up with the deeper topics. For
example, a reader looking for a textbook on CMS Connect won'’t find
that here, but I will discuss it briefly. This is intentional; it’s an area of
significantly growing interest, but it’s also evolving rapidly and will
likely look very different six months after this book’s release. I hope
each reader finds significant value throughout the next 15 chapters
(and also understands that supplemental material may be needed for
an exhaustive dive into a particular area).

This book continues my journey of providing solutions that do not
require coding abilities. Without a doubt, technical individuals
who know how to leverage Apex, Visualforce, and/or Lightning
components can significantly extend community capabilities in

a myriad of ways. While there are absolutely community-specific
development tips and best practices, two considerations should be

kept in mind.

e Much of the underlying, community-specific aspect of custom
development has to do with the platform and things such as
sharing and user schema. Those are covered here.

Xxvii
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e Much of the development, especially the front-end user
experience, is channel-agnostic. In other words, many Lightning
components can be made fully “community-enabled” by adding
JorceCommupnity:availableForAllPageTypes to the implements
attribute. Yes, some scenarios require handling of community
scenarios, but not always. “Standard” Lightning component
development instruction will be immensely helpful for building
Lightning communities, so technical readers should not have to
hold out for literature on Lightning component development for
communities (although that would be great if/when a book is
made available).

While I do discuss Visualforce communities and considerations to
be made when selecting a template, I approach the overall endeavor
of community building from a Lightning-first perspective. While
very niche use cases may warrant assessment of Visualforce versus
Lightning, Lightning is the future of Salesforce communities. It has
greatly matured over the past few years, and I would rather look
ahead than hang on to remnants of the past.

Salesforce will continue to expand communities, resulting in certain
new enhancements that won’t be found here as we move into the
20s (yes, it feels odd to type that...). I have a couple thoughts on this
subject.

o Everyone knows that the role of printed literature in the world of
technology has changed over the years. When I first considered
writing a book on Salesforce communities, one individual
discouraged me from doing so and told me that “print is dead.” I
can say from first-hand experience that it is not. It has a specific
role and can be extremely valuable and helpful to individuals. I
see the book as a complement to online resources and a reference
guide that is as much of a one-stop shop as is feasible.

e Inmyfinal chapter, called “Next Steps,” I discuss how the learning
can continue. It’s possible that I will produce subsequent versions
of this book in the future; however, until then, look for expanded
content in my blog.
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e Readers should not consider the foreword as optional or extraneous!
Paul Stillmank is a true pioneer and visionary in the world of online
communities. Before community building gets underway, the
adventure starts with Paul’s thoughtful piece that sets a great basis for
why Salesforce communities should have our attention.

And that’s the story. Thank you for going on this journey with me. I cannot wait to
see a wave of new “community builders” emerge to help drive positive, lasting digital
transformation around the globe!

XXix



CHAPTER 1

Why Salesforce
Communities?

There are two distinct parts of the question posed in this chapter’s title—Salesforce and
communities—and they cannot be sufficiently addressed in one response. To provide a
holistic answer, we must look at three separate questions.

o Why Salesforce?
e Why communities?
e Why Salesforce communities?

Before we delve into the hands-on, practical aspects of building, moderating, and
managing a community on the Salesforce platform (or, the “what” and “how”), I want
to take a step back and truly communicate the “why.” To put it simply, if I didn’t believe
there were strong, persuasive answers to the previous questions, I would not have
written this book.

Why Salesforce?

My overall journey with Salesforce started in 2010. I had just taken the role of Business
Systems Manager with an up-and-coming, SaaS-based email marketing automation
company in the Atlanta, Georgia, area. This startup not only used Salesforce as its
corporate CRM but served as a key partner for Salesforce in the days before the
acquisitions of Pardot and ExactTarget (now Marketing Cloud). At the time, I was
completely new to Salesforce. I still recall an interesting moment during the interview
process. One of my soon-to-be-colleagues mentioned how the team was responsible for
“managing Salesforce,” and I nodded with a smile, not having the slightest idea what that
would mean to the business world or to my own career in the years that would follow.

© Philip Weinmeister 2018
P. Weinmeister, Practical Guide to Salesforce Communities, https://doi.org/10.1007/978-1-4842-3609-3_1
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Fast-forward to late 2017. Salesforce announced in August that it would eclipse a
$10 billion run rate for the first time. Weeks earlier, Forbes announced that the cloud
computing giant had reclaimed the top spot on the Forbes Most Innovative List after two
years of “falling behind”...to the #2 spot. Keep in mind that Salesforce was designated
as the #1 most innovative company in each of the four consecutive years prior to the
dip to second place. The innovation alone is an amazing achievement, but it takes on
a completely new meaning when we consider the size of the organization (more than
25,000 employees) and the tendency for innovation and creativity to dwindle as a
company grows beyond a certain point.

As for me, I've fully embraced the platform. In 2014, I wrote my first book, Practical
Salesforce.com Development Without Code, to explore the world of declarative
development and provide guidance on building applications using “point-and-click”
methods. In 2015, I was honored with the distinct title of Salesforce MVP, shared with a
small group of experts and evangelists that includes administrators and CEOs. Along the
way, I've learned enough to achieve nearly 20 certifications on the platform.

I bring up the progress and accolades for one reason: to help show unequivocally
that this is an organization and a platform that warrants—no, demands—your attention.
I can speak for thousands upon thousands of employees out there who have discovered
a canvas for building business applications unlike any other. The platform has grown
immensely, with “clouds” fully dedicated to sales, service, marketing, commerce,
analytics, Internet of Things, artificial intelligence, and more. The breadth of the
platform is undoubtedly impressive, but it’s the quality in the array of products that sets
the platform apart.

Why Communities?

Call them social websites, business portals, or online communities. The nomenclature
may vary, but the goal generally remains the same: to engage, enable, and/or empower
the customers, partners, and/or employees of one’s organization. Communities are
often misunderstood as nothing more than websites, which is absolutely not the

case. Many of those who will read this book are likely to have deep understanding of
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online communities, but others may still be struggling to grasp them clearly and with
confidence. As I see it, the following three elements are critical in a community:

e Member personas and interactions
e Business data and processes
e User experience

I'll walk through each of these key components and the value they bring to

communities.

Member Personas and Interactions

Have anyone ever heard of a community without people? Unless it’s a community of
four-legged animals or something similar, the answer is no. Merriam-Webster defines
types of community as follows:

e 1d “a group of people with a common characteristic or interest living
together within a larger society”

e 1le “a group linked by a common policy

o 1f “abody of persons or nations having a common history or
common social, economic, and political interests”

e 1g“abody of persons of common and especially professional
interests scattered through a larger society”

e 3c “social activity”

Sure, every website (in theory) involves people. However, it’s not necessarily the
case that a website considers the personas within the audience. A community needs
to consider who is involved and in what capacity or role. It’s one thing to have generic
viewers and a very different thing to understand who is involved and in what capacity.
Faceless “hits” become individuals with personalities, interests, and opinions. People
generally desire to be known and heard...and community allows that to happen.

I can take this a bit further and discuss a second, related item, which is the
enablement of interactions that these individuals may have within the context of
a community. These no-longer-faceless people want to share, learn, influence,
collaborate, buy, sell, discuss, and so on; an online community serves as the framework
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to support all of this. To be clear, however, the focus is not solely limited to system-
focused transactions; a healthy, well-designed community always incorporates the
individual into the activity.

Business Data and Processes

The concept of member activity within a community perfectly segues into the next area,
which addresses the data with which these individuals are interacting and how those
interactions are happening. This business data and the processes related to that data
further differentiate standard websites from online communities. Intertwining members
with meaningful, applicable data through community interaction and business
processes is where the value of a community truly lies.

A traditional business portal minimizes the role and value of the individual members
and their activity, while a typical website doesn’t have CRM-rich data and business
processes behind the scenes that would serve as the foundation for a Salesforce
community. Let’s take a look at a visual representation in Figure 1-1. This diagram
captures the community members, their activity, and the business data and processes.

Processes

& Activity _--
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Figure 1-1. Data and the individuals interacting with that data are essential to
online communities
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It’s important to understand the concept of how both people and data play such
a keyrole, so I've provided another view in Figure 1-2. Notice the interconnectedness
between community members and community data; data provides the context for the
interactions, not only enriching the interactions between community members but

providing much more valuable results for the organization as a whole.

Community Website

Figure 1-2. A community changes how individuals interact with data and
each other

User Experience

A third critical element of a community is the user experience. For those of us who are
not in the worlds of front-end development or graphic design, it's important to clarify
that user interface and user experience are not equivalent. While a user interface (UT)
focuses on page elements, layout, and interaction behaviors, effective user experience
(UX) incorporates a holistic strategy to consider how to support meaningful user actions
and activities while providing the desired aesthetic and enabling the relevant business
processes.

Admittedly, the “business portals” of the past left us longing in this area. Creating an
impressive, impactful experience for business users was just not seen as a requirement
by the majority of organizations. While it could be argued that a general website still
demands more in the area of UX than a CRM-driven online community, the gap is
fairly negligible. In my current role with a Salesforce partner focused on community-
led, multicloud implementations, I see the focus on UX firsthand. It is no longer an
afterthought or a “nice-to-have”—an eye-catching UX is assumed to be present from
the onset of the project. And, fortunately, communities are finally delivering this to
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customers. Instead of seeing a community as a trade-off between business data and
user experience, it’s fair to expect the ability to have cake and eat it, too—by combining
a slick, modern user experience with critical business data and valuable member

interactions.

Why Salesforce Communities?

Salesforce is a growing, innovative behemoth. Online communities are digital hubs that
can connect people, enable business processes, and drive the bottom line in ways that
traditional websites or old-school business portals cannot.

But what about communities from Salesforce? Let me take a moment to explain why
Salesforce’s communities offering, Community Cloud, warrants close attention.

A Cross-Cloud Approach

It is true that the Salesforce communities product, Community Cloud, has, to a degree,
flown under the radar for much of its life, especially in the last few years. Followers of this
“cloud” may have noticed a much more subdued communities message at Dreamforce,
World Tours, and Trailhead Live events, giving way to bold, clear announcements
about Service Cloud, Sales Cloud, and other areas of the platform. At a glance, this
development might suggest a diminished role for communities in general.

However, with a closer look at the situation, those paying attention will see that it’s
quite the opposite, with online business communities playing an increasingly integral
part in how organizations manage their business on the Salesforce platform. Instead of
focusing on a community as a siloed solution, underlying business-enabling tools for
specific areas of sales, service, and marketing are driving the need for communities.
Businesses need to connect with customers, partners, and employees; Figure 1-3
illustrates the “cross-cloud” nature of Salesforce communities.

Salesforce i Marketing
: Communities

Figure 1-3. Communities cut across the other “clouds”
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Companies are looking to engage and connect with community members in the
context of their business. For example, an organization heavily focused on sales will
likely incorporate some aspect of their sales processes into the community. Figure 1-4
shows how a community brings out this key business context through the means of a
community.

p ~“[ Service
6 Cloud

Salesforce Org

Figure 1-4. A community provides the user experience and security model to
deliver functionality (e.g., sales, service, marketing) to a specific audience

Transformation, Innovation, and Enterprise Readiness

I am fortunate to have been close to Salesforce’s communities product, Community
Cloud, since its inception. My first solo implementation was in 2013. While working for a
Chicago-based Salesforce services organization as a senior business analyst, I was tasked
with delivering a support-centered community for a global leader in authenticated
payments and secure transactions located in Mentor, Ohio. The reality at the time was
that the product was so new and, frankly, so functionally limited that “expertise” loosely
equated to knowing what was not possible with a Salesforce community. Figure 1-5
provides a glimpse back to those days and what we were working with.
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Figure 1-5. A look at the only “point-and-click” option for building communities,
circa 2013

It’s a nice anecdote, but why highlight the shortcomings of the platform about
which you are about to read hundreds of pages on the topic? I bring this up because
the Salesforce communities of yore—or yesteryear—are nothing like those of today.
Technically, tab-based communities are still around, but they are absolutely not
Salesforce’s focus. Now, it’s all about Lightning, and communities are no exception.

In 2015, Salesforce introduced the Lightning Community Builder and the Napili
template to the world. This was a mammoth leap from both tabs-based and Visualforce-
based communities. Alongside the benefits of reduced implementation time and
increased UX flexibility, an immediately visible effect of this new direction was the
extension of control from purely technical resources to include “technofunctional”
resources looking to employ declarative methods first. Administrators and business
analysts had always been a key part of communities implementations, but their post-
design role had historically dwindled when requirements were complex. The reality
was that when a significant amount of Apex and/or Visualforce came into the picture, a
dependency on technical resources was also introduced.

Don’t get me wrong; the picture I'm painting is typical of any customized or
personalized software. Big changes mean bringing in the “big guns” in the form of
traditional developers. And that is exactly what has fundamentally changed within
Salesforce communities. Earlier, I carefully used the language “extension of control” as
opposed to “shift of control” because as it becomes easier to make changes declaratively
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within communities, the ability to extend communities continues to increase. This is
anot an “admin versus developer” discussion; it’s a discussion on how to best utilize
multiple roles and skill sets when building a Salesforce community.

Ultimately, this shift benefits communities customers. It means that a community
that has been properly designed, developed, and implemented will result in a
streamlined solution that requires minimal maintenance and can be further enhanced
or extended without overhauling the existing solution. I'll dive more into the details in
Chapter 3.

The huge strides in establishing an accessible platform that uses modern
development and design standards are not to be ignored. Ultimately, however, the
proof of success lies not with those building but with those buying communities. Are
communities, especially Lightning communities, enterprise-ready? Take a look at these
2018 numbers and consider the story they tell:

e More than 18,000 active Salesforce communities
e More than 7,000 active Salesforce communities built on Lightning

¢ More than 200 active Salesforce communities with more than 100,000

members

e More than 225,000,000 Salesforce community members

Recap

This chapter provided the foundation for the rest of the book. I answered the question

of “why?” before heading into the more tactical, hands-on sections that focused on the
what and the how. Call me crazy, but I think it’s important that anyone in this space
understands the benefits of building communities on Salesforce and why this platform is
one that will continue to grow to meet the demands of the future.



CHAPTER 2

Planning and Preparing
for Success

As tempting as it may be to just dive in and start building a Salesforce community—
especially considering the declarative capabilities of the platform I discussed in
Chapter 1—proper planning and design of a community will firmly establish a much
more likely path to success. Ironically, the presentation that I've delivered the most over
the past few years has been my “Create a Lightning community (in 30 minutes)” session;
audiences in Atlanta, Boston, and Chicago have seen me start from scratch and build
a branded, functional community in minutes. However, that session was not about the
process to address business needs and customer challenges through a community but
rather to show the flexibility of the platform and its enablement of rapid development.
In this chapter, I'll explore a few key areas that need to be considered and explored
before any “doing” happens. The more thoughtful the planning is, the smoother the
implementation is bound to be.

Note Depending on the scope and complexity of a community, the planning
phase could range from a few days to months; ultimately, successful planning will
establish a clear picture of both what an organization will be building...and why.

Establishing a Vision

As obvious as it might seem to read in print, true “digital transformation” is not born
out of a list of requirements. We've all seen it before: the meticulously crafted and
organized spreadsheet with hundreds of rows describing in detail each of the functions,
capabilities, and attributes of a new system. The organization may have even been able

11
© Philip Weinmeister 2018

P. Weinmeister, Practical Guide to Salesforce Communities, https://doi.org/10.1007/978-1-4842-3609-3_2



CHAPTER 2  PLANNING AND PREPARING FOR SUCCESS

to deliver on it, meeting each and every requirement that came along. However, it’s
important to keep in mind that what a community technically does or allows should not
be considered to be the vision or purpose for that community. For example, consider a
service-related scenario from both sides. Implementing a specific feature such as Live
Agent might serve as a key piece of a service-driven community that will very likely bring
quantitative value. At the same time, it’s critical to understand the long-term community
goals for the service organization as a whole go far beyond a specific feature like Live
Agent.

To help grasp this concept, one needs to visualize the difference between a
vision-led community and a feature-driven community. Figure 2-1 conveys this idea.
This visual shows the process of building a community as a supplemental exercise; start
somewhere, add some new functionality, and arrive at the intersection of the current
state and the added features. This is how many communities evolve.

Feature / Function 1

Feature / Function 2
Feature / Function 2 Feature / Function N
Feature / Function N

Current State / Mew or Enhanced Original Community +
Starting Point Features & Functions New Features/Functions

Figure 2-1. A feature-led approach to building communities

Now, consider a different path. What if individuals and organizations truly embraced
the concept of digital transformation and envisioned the end state first? Instead of focusing
on the figurative nuts and bolts that are required to build the machine, they would focus
on the machine itself. By first thinking of the goals for the machine, the nuts and bolts
needed to build it will naturally come into clear focus. Take a look at Figure 2-2. The “what”
(the vision) is then followed by the “how” (the supporting elements to achieve that vision).
In Figure 2-1, the “what” was simply features and functions without a strategy or vision.

12
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Figure 2-2. The “how” can and should follow the vision for a community

The depth and breadth of planning needs will vary among organizations. Let’s say an
individual works for a small firm with an even smaller budget looking to have some form
of an online presence via a Salesforce community. It’s unlikely that this person will have
the resources to craft a grand vision for a community—and that’s fine. One can still think
ahead and come up with a long-term plan that will help to prevent a short-term,
feature-focused community that ends up on the shelf after the novelty has worn off.

Verifying the Approach/Frame of Mind

How can community builders tell whether they are on the right track in community
planning and preparation? An easy way to identify the common misstep of focusing
solely on features or requirements is to do a quick role-play activity. Consider a
hypothetical conversation with an executive sponsor of the community to explain what
it’s all about in a one-minute summary (i.e., an elevator speech). If the content coming
out revolves around page layouts, specific components, or sharing rules, it might be
appropriate to feel a bit concerned.
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So, what would be compelling to a community’s executive sponsor? Take a look
at Figure 2-3. In this visual, I convey two very different sets of community drivers and
identify which set shows long-term vision.

Engage customers Allow cases to be created )

9

@[ Enable partners
@ [ Empower customers
Q)

Equip employees

Attach Chatter to opportunity records J

OO

(
(
[ Display custom fields on user profiles ]
(

| N S N

Present order history details ]

VISION-FOCUSED REQUIREMENTS-FOCUSED

Figure 2-3. Examples of vision versus requirements (and yes, aspects of the vision
may start with a letter other than “E”)

Even if a builder has already ventured down the requirement-centric path, he or she
can always take a step back to better understand and communicate the purpose of the
community. This calls for a moment to focus on community vision-crafting. To establish
the strategic direction for a community, one will need to identify the corresponding why,
what, and who. Figure 2-4 provides a sample of questions that could help formulate this
vision.

Know the: By Clarifying:

* Why is a community being considered?
Why * Why would the expected audience use the community?
* Why is the existing solution, if any, not satisfactory?

* What are the known business drivers?
What + What are key business challenges?
* What is the expected outcome of the community?

* Who will have interactions via the community?
Who * Who will be impacted by communities activities?
* Who could be considered a stakeholder?

Figure 2-4. Asking the right questions early in the community planning phase
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The items in Figure 2-4 are just a sample of the types of questions that one will

want to ask during your planning phase. With an understanding of information from

questions like those shown here, community administrators, managers, and developers

will find that the presentation of a compelling, succinct story of an envisioned

community will flow with relative ease.

Note

I'll assume that if someone is involved in building a community in any

way, he or she will understand the basics (and criticality) of gathering detailed
requirements and establishing use cases. This chapter is not intended to provide
an overview on business analysis; rather, it is to help provide to have the right
mind-set when establishing an online community to ensure that builders think of
key elements and ask the right questions.

Other Areas to Consider

As you individuals gather, analyze, and assess requirements and use cases and prepare

to build a Salesforce community, there are a number of functional and technical topics

to potentially address.

Licensing

Org strategy (multi-org, new versus existing org)
Community type (templates)

Reporting and analytics

Security (access, visibility, sharing, permissions)
Topics and knowledge articles

Branding

Process automation

Deployment

15
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e Management and moderation

e Activation, onboarding, and training

e Login/SSO

o Page variations and dynamic branding

I'will jump into these topics in the coming chapters. However, in this chapter on
planning and preparation, I want to call out a few specific areas that warrant particular
attention early in the process.

¢ Audiences
¢ Data

e Metrics /KPIs

Audiences

Identifying all relevant audiences is a key step in preparing for a community build.
Community administrators might not yet have all community users categorized, but
they should have a sense for the individuals who play a direct or indirect role in the
community. It may be fairly straightforward to determine the active “doers” in the
community (although there are definitely exceptions to that statement); however, it’s
critical not to forget the “receivers” of community activity. For example, community
activity may result in data that is routed to users who are not obvious, direct participants.
These impacted users are still part of a community audience and need to be considered.
Figure 2-5 gives a visual representation of audiences associated with both primary and
secondary user groups within a community.
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& Data Created in Community by

(TR TR / ----- : External Users

@%%  community
> o Data Routed to Internal Users for
Use Cases Outside the Community

[atonce]

Internal Org

Figure 2-5. Make sure to consider all potential audiences within the community

Data Sources and Types

Admins must know their data. Along with its members, a community’s data will serve
as the lifeblood of a community. Requirements and use cases should help to extract this
information, but a systematic approach is needed to ensure that all bases are covered.
Admins should step through the following and identify which of these components will
come into play in your community:

o Standard objects
o Standard fields and corresponding field types
o Custom fields and corresponding field types
e Custom objects
o Standard fields and corresponding field types

o Custom fields and corresponding field types
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o External systems
o Data types
o Datafields
e System of record

While an organization’s setup may not require having to peer outside the Salesforce
cloud, many communities will leverage data from outside sources. Figure 2-6 gives a
picture of what this might look like.

Internal Org

Figure 2-6. Take an inventory of all potential sources of data when planning a
community

I stress having this familiarity with the community data because unaddressed
issues at the data level—be it missing data, improperly mapped data, or data integrity
issues—will plague a community from day 1. Inevitably, an initial negative perception
will adversely impact the adoption of the community. Like a famous dandruff shampoo
brand once stated, “You never get a second chance to make a first impression.”
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Measuring Success with KPIs

Even with a moving vision for a community and an extremely comprehensive set of
detailed requirements and user stories, success is not guaranteed. While an organization
may have positioned its community well to make a positive impact, there is one way
to ensure that it has achieved your goals: by establishing key performance indicators
(KPIs) and monitoring corresponding community activity over time. With quantitative,
measurable goals, those building communities on the Salesforce platform can eliminate
subjective conjectures and provide facts on how the community is operating, at least to a
degree.

While the measuring comes post-implementation, one can start thinking about
defining the KPIs as early as desired. Figure 2-7 shows examples of some metrics that

warrant consideration, depending on the community’s audience (or audiences) and

use cases.
Community Metrics (Sample)

Member registration Call volume (measuring deflection)
Member logins Case volume, response times
Page views Opportunity volume, amount, closure
Likes, posts, comments Lead volume, guality
File uploads, views, downloads Customer satisfaction score (CSAT)
Reputation activities Net promoter score (NPS)
Record/data activity Order volume, amount

Figure 2-7. Examples of community metrics to consider before the build starts

Note The high-level metrics in Figure 2-7 are a sample of potentially relevant
community metrics. It’s likely that some of these won’t be applicable to a
community, while other, unlisted metrics should be added to this list.
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Recap

This chapter explored a critical, but oft-underestimated phase of the community
lifecycle: planning. A general foundation was provided for achieving success upon
deployment of a community, although one will need to go much deeper with your
organization’s specific needs, requirements, and use cases. The main takeaways from
this chapter should be grasping the criticality of a vision for an online community and
knowing where one is headed...and why.
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CHAPTER 3

Licenses and Member
Groups: Employees,
Partners, and Customers

A critical element of any community-building journey will be the identification of
corresponding member groups, as I generally discussed in Chapters 1 and 2. In
particular, those building a community will need to identify which members make
up a particular group (e.g., employees, partners, or customers), what capabilities are
needed for each member to achieve success in his or her role, and how the members
mesh with new or existing business processes in the context of system behavior. To a
degree, this relates to the access and permissions that will be granted to each member
group. However, the focus in this chapter will primarily reside at a more foundational
level: community user licensing. While the constitution of a communities license mix
can be changed over time, an unplanned shift in a set of licenses will come at a cost.
Fortunately, such impacts can be avoided by establishing a proper understanding of
license types and how they apply to a community early on in the project lifecycle.

Licenses for Salesforce Community Users

An essential aspect of building a successful Salesforce community is the understanding
and application of appropriate licensing. To do this, I will explore a few areas.

o License types (which licenses exist for Salesforce communities)

e License functionality (the access/permissions that each license type
provides for individual users)
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o License application (how licenses are applied to Salesforce users)
o User versus login-centric licensing

o License management

Community License Types

To clearly explain the various licenses that are available, it’s helpful to first group them.
e Standard community licenses
e Legacy community licenses
o Employee licenses

o Standard licenses

Standard Community Licenses

I have been building communities for a number years; I have seen a wide variety of
different use cases that need to be solved and different constituencies that make up the
community audience. The vast majority of community-related licensing, as one would
expect, comes from this bucket. There are three license types that fall into this group.

o Customer Community
e Customer Community Plus

o Partner Community

Note Technically, each license type in the previous list is associated with two
child license types: User (named member) and Login. | will address these subtypes
later in this chapter.
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Legacy Community Licenses

There are community licenses that are no longer available to new organizations looking
to build a community but are grandfathered and still applicable to some existing
communities. I won’t dissect the access or functionality associated with these licenses
since community admins won’t need to know them outside of understanding how
legacy communities are built.

o Customer Portal Manager Custom

e Customer Portal Manager Standard

e Gold Partner

o High Volume Customer Portal

e Overage High Volume Customer Portal

o Possibly others

Employee Licenses

For those wondering why employee licenses aren’t grouped with the other community
licenses, it’s because employee licenses are a bit of a different beast. The biggest
differentiator is that these licenses allow for direct access to the internal org, not just
the corresponding community or communities. Salesforce refers to these as Salesforce
“Platform” licenses.

o Lightning Platform Starter

e Lightning Platform Plus

Note Prior to the Lightning Platform licenses, Employee Apps licenses were the
closest active equivalent. Of course, these may change again; make sure to always
discover the latest when researching licenses.
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Standard Licenses

I'm grouping a number of licenses into this bucket. Most notably, the typical/most
common license for internal users is found here. Users with these licenses can be
granted access to an external community; an additional license is not needed. I won’t go
into all the types in the “other” bucket, but know that there are many “noncommunity”
license types that provide users with the ability to log in to communities.

o Salesforce

e Other types

Community License Functionality

A key aspect of the licensing around communities is the set of capabilities and
functionality that each license type provides.

Standard Communities Licenses

The most common question I get about licensing is about the difference between the
various license types and what each type grants a user, in terms of access, permissions,
and system capability, for the purpose of making a wise decision on the purchase of
licensing. Ultimately, it comes down to a question of whether the base communities
license, Customer Community, will suffice or whether specific requirements warrant an
upgrade to a more flexible (and costlier) license.

Let’s take a step back and look at the picture from a high level. It’s important to
understand which areas in Salesforce are made available through these license types.
Take a look at Figure 3-1; it shows the access each type provides to “standard” Salesforce
(internal) and to communities (external).
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m

Internal Org | Community

(Classic, LEX) ' . .

Standard Licenses
! Salesforce
: Many Others

Employee Licenses
: Lightning Platform Starter
: Lightning Platform Plus

: Communities Licenses
: Customer Community (/Plus)
: Partner Community

Figure 3-1. Community-specific licenses do not provide “internal org” access

The main takeaway of Figure 3-1 is that a number of licenses provide internal access
(via the classic or Lightning Experience interface) and external access (via communities)
access to Salesforce, while communities-specific licenses are intended only for external
access.
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Now, I'll zoom in and take a closer look at communities licenses to understand what
makes sense for different use cases. Figure 3-2 shows a layered view of functionality
available to users with each of the three communities licenses.

Customer Community

Baseline Standard Objects Activities
H & Custom Objects ATIEIELE | (T & Tasks |
Customer Community Plus S e e rrrerr e e F
s e - - - e === o1
| : = - |
Reports & || Advance Baseline Standard Objects Activities
|
| | Dashboards Sharing & Custom Objects Knowledge | | Chatter & Tasks :
Partner Community e R ———————————_—_., J
Premium Standard Objects Reports & || Advance Baseline Standard Objects Activities
(Leads, Opportunities, etc.) {Dashboardq Sharingq & Custom Objects Knowledge | | Chatter & Tasks

Figure 3-2. A simplified view of key functionality in community license types

Based on my personal experience delivering communities, most licensing decisions
come down to two requirements.

e Advanced sharing
e Access to opportunities

I'll go into detail on access, sharing, and visibility in Chapter 7, but it’s important
to understand what “advanced sharing” means in the context of licensing here. With
customer community licensing, the sharing model and sharing settings that we’ve all
come to know and love within the classic or Lightning Experience interface is, for the
most part, not available. That’s correct—users based on standard customer licenses can’t
leverage any of the “advanced” elements of standard sharing. That means that while
admins can grant general read-only or read-write access for a specific object to external
users, they can’t manually share records, set up sharing rules, or even set a community
user as the owner of a record through the UI. User sharing is bound by Sharing Sets,
which can be extended a bit with creativity but significantly limit what is possible. If
an organization needs to be able to granularly control who can see what, it will need
advanced sharing, requiring at least the Customer Community Plus license.

The opportunity object speaks for itself. It is Salesforce’s bread and butter, and
Salesforce isn’t sharing this loaf for free anytime soon. It might seem odd that access to
a few objects (leads and a few others, in addition to opportunities) would command a
separate license in a model with only three license types. However, think of it this way:

26



CHAPTER 3  LICENSES AND MEMBER GROUPS: EMPLOYEES, PARTNERS, AND CUSTOMERS

the real money is made around these objects. They have everything to do with driving
revenue, and companies will pay for a platform that will help them to do that effectively
and efficiently.

Note Licensing is an ever-evolving practice at Salesforce. License types, names,
functionality, and prices change fairly regularly. Make sure to directly contact
Salesforce when making a purchasing decision to ensure that your licensing
information is accurate and up-to-date.

Employee License Functionality

While employee licenses don’t technically fall in the “communities” bucket, they are an
ideal option for providing employees with low-cost access to both the internal org and
one or more communities that are a part of the org. Figure 3-3 shows a high-level view of
functionality in the two types of employee licenses.

n N

|| Salesforce || Advanced Reports/ - Activities ||

: MohileApp] Sharing || Dashboards || '™ K“W'edge] Chatter [&Tasks I

Lightning Platform Plus @ MQ0——orw«_——/- /LU JL . L |
Additional || Increased Limit of || Salesforce Advanced Reports/ - Activities
API Calls Customohjectsj Mobile App || Sharing || Dashboards || 'dentity K"W"dge} AL [&Tasks

Figure 3-3. Additional custom objects are a major reason for “Plus” licenses

Community License Application

The actual application of communities licenses is not intuitive, as it fundamentally varies
from the process of applying a standard license to a user. Let’s walk through the process

for each scenario.

Note There are different tactical ways to carry out the application of licenses
(e.g., via the Ul, via Data Loader, etc.). The focus here is to provide more of a
conceptual understanding of how community-related users come to be.
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Standard Salesforce Users

To create a standard/employee user, an administrator can follow a simple, traditional
approach, as shown in Figure 3-4.

1 Create user record; save.

Figure 3-4. Creating a standard user is simple and straightforward: create the
user record

Customer Community Users

When we shift to the application of communities licenses, other steps come into

the picture. A key understanding is that communities licenses are never applied by
navigating to Setup » Users and directly creating a user record. Figure 3-5 shows the
process for setting up users with Customer Community and Customer Community Plus
licenses.

1 Identify contact to be enabled as a customer user.

2 Enable contact as a customer user.

Manage External User » Enable Customer User

3 Create customer user record; save.

Figure 3-5. Creating a customer community user involves the creation of a contact
record
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Partner Community Users

For partner users, there is an additional step: establishing the account as a partner
account. Figure 3-6 shows the steps to set up a partner user for communities.

1 Identify contact to be enabled as a partner user.

2 Enable contact’s account as a partner account.
[Note: Required only one time per account]

Manage External Account » Enable As Partner

o0

3 Enable contact as a partner user.

Manage External User » Enable Partner User
E E

4 Create partner user record; save.

Y
' @ |
@
.

|

\t'\ //

Figure 3-6. Establishing partner community users impacts both contacts and
accounts
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Associating Users with a Community

In all scenarios, the final step to creating a user for the purpose of enabling that user
with community access is to associate the profile or permission set of that user with the
community. I'll cover this in more detail later in the book.

Note An organization does not have to use the classic or Lightning Experience
(LEX) interfaces to set up communities users; a tool such as Data Loader can be
used to create users in bulk.

Disabling Community Users

While it’s not discussed or performed nearly as much as the activation of community
users, the act of disabling community users is also an important activity to be familiar
with. Four primary functions exist, two at the account level and two at the contact level.

e Account » Disable Partner Account: This deactivates all partner
community user records associated with contacts on the account.

e Account » Disable Customer Account: This deactivates all customer
community user records associated with contacts on the account.

o Contact » Disable Partner User: This deactivates the partner
community user record associated with the contact.

e Contact » Disable Customer User: This deactivates the customer
community user record associated with the contact.

User vs. Login-centric Licensing

Each of the three communities license types that we previously covered has a
corresponding “login” license type. For example, both Customer Community Login and
Customer Community licenses are available for providing users with customer-level
access to a community.

The idea is simple. For users who do not log in frequently, providing them with a
“named user” license is unnecessarily costly. On the other hand, providing an active
user with a login license is not sensible, either, as they will also incur avoidable costs.
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Salesforce suggests that the crossover point is 3:1, based on the list price of these two
license types. This means that if a user logs in three or more times per month, they
should be a named user. Figure 3-7 shows this decision point.

Note The cost ratio of named-to-login community licenses is subject to change.
Confirm with Salesforce where the recommended line exists before making a
decision.

i 2 3 4 5

Monthly Logins——»

8 |
1
1 1
1 :
8 o |
Recommendation: ' i
Named User License & P i
(e.g., Customer Community User) ] i
i 1
' 1
1 @ 0 © .
1 & ' Recommendation:
! i Login-based License
E & ! ¢ o o © (e.g., Customer Community Login User]
' 1
i 8 10 0 o o +
! 1

Figure 3-7. Users who log in three or more times a month should be named users

Choosing wisely between named users and login-based users is critical and can
significantly impact the bottom line. Let’s walk through this with a fictitious company,
Bunker & Jones. Assume Bunker & Jones has six community users with varying login
activity. Figure 3-8 shows the login activity by users over a given month.
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Figure 3-8. Login activity for Bunker & Jones community users

While the licensing decision may seem simple, success is dependent on an
organization’s ability to predict future activity and apply licenses accordingly. This
is obviously a bit more variable than having a set of users with completely repetitive,
predictable behavior. Take a look at Figure 3-9. In this example, I show four possible
approaches for applying license types to Bunker & Jones and the ramifications of each.
The high-cost option would cost the organization more than twice the optimal option!
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Figure 3-9. The optimal licensing scenario (4) comes in at less than 50 percent the
cost of the least optimal scenario (2)

Communities License Management

A final key point specific to licenses is that there are specific capabilities regarding

a change in licensing for a specific user. I will place these types of changes into two
buckets: named versus login and license type/level. A user can be switched, with relative
ease, between named and login user licenses, as shown in Figure 3-10. Of course, this
assumes available licenses of each type, which would be necessary for the switch.

Named User Login-based
License Licence
(g :

Figure 3-10. Assuming license availability, an admin can move a user between
named and login-based licenses
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Named versus login is a fairly straightforward concept. Changes of license type are
a bit trickier. Figure 3-11 shows what is possible between standard communities license

types.
Partner
Community
E \
g \
J
J
;

.
& NN 7 Standard upgrade path
SN 1) for the user record
‘\ ‘\
W
W

_____ 4 X Mon-standard upgrade
path for the user record

Customer

Cc

Figure 3-11. The upgrade and downgrade paths between community licenses are
not intuitive. Know these before making a license purchase

Note The nonstandard upgrade path does not mean that a community member
that falls into that scenario cannot be migrated from one license type (e.g., Partner
Community) to another (e.g., Customer Community). It does, however, mean that
the process is much more involved, requires more time and analysis, and may
result in data loss.

The Concept of Member Groups

Familiarizing oneself with the various communities licenses and what functionality
those licenses encompass is necessary for community success. However, I can’t simply
leave the conversation there; the concept of “member groups” goes beyond a license
label. It is critical to clearly understand what it means when hearing terms like Employee
Community, Partner Community, and Customer Community.

Technically, organizations do not exactly “buy a [member group] community.” I'll
explain what I mean in the rest of the chapter. Consider our fictitious company, Bunker
& Jones, for a moment. True, Bunker & Jones can subscribe to a community license
bundle that has 100 percent employee licenses—with zero partner and customer
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licenses—for a community named Bunker & Jones Employee Community. In that sense,
Bunker & Jones just purchased an employee community; however, it’s important to
understand that the community name is arbitrary and doesn’t necessarily have anything
to do with functionality or capabilities, and the mix of licenses can be changed at any
time. If a partner license is added and leveraged for this community, is it still technically
an “employee community?” This question is rhetorical; the point is that it’s up to the
organization to determine whether this community is still labeled as an “employee
community” or not.

Some may be thinking, “Wait, I thought Salesforce had a Partner Community
offering...so you can buy a community type!” That is a partner template, which
technically can be leveraged with a variety of license types; it is not limited to partner
licenses. Additionally, nonpartner functionality can easily be added to a community
using this template. I'll discuss templates, or Lightning Bolts, more in Chapter 13.

The key takeaway in this section is that the labels of employee, partner, and customer
for a community do not directly relate to off-the-shelf community SKUs from Salesforce;
the supporting licenses do. In the context of the community itself, these labels are
descriptors and serve two purposes by clarifying the following:

e The spirit/essence of the community
e Functionality, capabilities
o User experience/presentation
e General licensing structure
o Distribution of available community licenses in the org

o License distribution of users actively logging into the community
(e.g., a community leveraging only customer licenses would be
considered a “customer community”)

As an organization’s needs to connect with employees, partners, and customers
expands, it becomes easier to see that Community Cloud is a true platform that allows
for a spectrum of community manifestations that aren’t limited to one specific audience
type. I created Figure 3-12 to assist in that line of thinking. This figure shows potential
overlap between function, vertical, and community member group; notice that each
vertical and function includes more than one member group.
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Audience / Member Group
§
|Partners 2% C
Function Healthcare I Manufacturing | /|  gnencal Retail
[=k
R Collaboration )

Industry Vertical

Figure 3-12. Salesforce communities can support various combinations of
audience, function, and industry

With all this said, I need to be clear on one point. I said quite a bit about
understanding the concept of member groups, specifically clarifying what exactly
it means to label a community as a certain type (e.g., “employee community”). It is
extremely common to label communities in this way, and I am not discouraging the
application of these labels whatsoever. Ultimately, it is by far the simplest way to describe
the purpose of a community, even if 100 percent of the members aren’t from the same
bucket. My main goal here is to provide you with a deep comprehension of what a
community comprises that goes beyond a simple label.
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Blending Member Groups Within Communities

We benefit from a couple major paradigm shifts that occurred when Salesforce
introduced communities and started moving away from portals. First, multiple member
groups can be enabled within a single community. Second, an individual user, regardless
of member group, can be enabled in multiple communities and at no additional cost to
the enabling organization. Let’s dive into both and better understand how they impact
the development of a community.

Multiple Member Groups Within a Single Community

Within a Salesforce community, multiple member groups can coexist. This is no
small revelation, as pre-community “portals” did not allow for this. At that time, an
organization would build a “partner portal,” and it would be limited to a few license
types associated with the partner portal. The concept of mixing multiple license types
did not exist. Well, the game has changed, and we are all beneficiaries of that change.

If one does want to slap a label of Employee Community, Customer Community,
or Partner Community on a community, let’s at least open it up to the full gamut of
possibilities. While both admins and users will definitely hear those three labels most
commonly, there are four additional member combinations that need to be considered.

e Customer & Partner Community

e Customer & Employee Community

e Partner & Employee Community

e Customer, Partner, & Employee Community

Figure 3-13 shows how these member groups can come together to form blended
communities.
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Figure 3-13. The three most obvious community types are not the only ones
available to you; 4, 5, 6, and 7 are hybrid communities

One User in Multiple Communities

Another major revelation in communities is that a single user, regardless of member
group, can be enabled in multiple communities. Additionally, this can be done at no
additional cost to the enabling organization. Not only is this ideal from a financial
perspective, it means you can manage a single identity for an external user who may
need to be part of multiple communities. No one wants multiple user accounts anymore,
especially on the same platform for similar use cases. Figure 3-14 depicts what this

potentially means for an individual user.
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Customer Ny v Employee
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Customer
Community 1

Partner
Community

Figure 3-14. One user can be granted access to an internal org and all the
communities within that org

Recap

In this chapter, I dove headfirst into the world of licensing and how licenses come
together with the concept of member groups such as customers, partners, and
employees within Salesforce communities. I reviewed various aspects of licenses,
including types, functionality, application, and management. Additionally, I explained
the idea of named users versus login-based users and how to approach your licensing
purchases in light of these options. Finally, I opened up the concept of multicommunity
users, as well as communities with multiple member groups.
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CHAPTER 4

Community Template
Types: Tabs, Visualforce,
and Lightning

Technically, the first choice one is required to make when creating a new community
is selecting an appropriate template. One could argue that this decision is even more
critical than the selection of license types, as those can be changed without impacting
the community (see Chapter 3 for some caveats to this statement). As I see it, a
community template has four primary purposes.

o To provide an organization with relevant functions and features that
will support the community requirements

o To enable an organization to build a community as efficiently as
possible

o To establish the appropriate technological foundation to support
declarative and/or programmatic development

o To support flexibility and extensibility for maintenance,
management, and future changes

In this chapter, I will describe what top-level choices exist when selecting a
template (tabs, Visualforce, and Lightning), break down specific templates and their
corresponding pros and cons, and explain how template selection drives the four
purposes mentioned previously.

© Philip Weinmeister 2018
P. Weinmeister, Practical Guide to Salesforce Communities, https://doi.org/10.1007/978-1-4842-3609-3_4
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Note This chapter will focus on general template types and give corresponding
guidance on what to consider when selecting the most appropriate template for
your community. Subsequent chapters that dive into template-specific functionality
will focus almost solely on Lightning-based communities.

Template vs. Bolt

Before I dive in, I need to make sure to clear up confusion around Salesforce
terminology, specifically community template and Lightning Bolt. 1 love the Salesforce
platform, but I also want to be real and transparent; the coexistence and overlap of these
two terms has been difficult to understand within the Salesforce ecosystem. Let me

first state a few truths. First, every community is created from a (community) template.
Second, an organization can take a community and create a "Lightning Bolt" from it,
serving as the community's template. I once had a Community Cloud employee tell me
that a "template" implies creation by Salesforce and a "Bolt" implies creation by a partner
or customer (i.e., not Salesforce). That may be helpful, although it definitely doesn't
clear up the whole issue. To be precise, a community template is an xml-based outline
of a community that defines what elements should be included and how they should be
configured at a community's point of inception. In other words, a community template
is a "starting point" for a community, from where it can be further configured and
customized. The term "Lightning Bolt" is, for the most part, a synonym for "community
template." made available by Salesforce; this will be the focus in this chapter. A
community template not created by Salesforce but by an individual (administrator,
developer, etc.) or a partner organization, is considered a Lightning Bolt. Confusion can
potentially occur because the template selection page (shown immediately after clicking
New Community) is titled Lightning Bolt, as shown in Figure 4-1. My suggestion is to
consider that every community starts with a community template; some templates are
offered as customized solutions that are referred to as "Lightning Bolts." Make sure to
read Chapter 13 for more detail.
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€ Back to Setup @ Help & Training

LIGHTNSJ/NG BOLT
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L Streamlined Profile - Knowledge Base Collaboration & Support + Analytics

Figure 4-1. Admins see this page immediately after clicking New Community

Introduction and High-Level Categorization

Technically, the specific template choices available when creating a community are
not split into the three categories mentioned in the chapter title. As of early 2018, the
following are the available templates from Salesforce:

o Salesforce Tabs + Visualforce
e Lightning
e Customer Service (Napili)
e Build Your Own
o Partner Central
e Customer Account Portal
e Aloha
o Koa (no longer available in new communities)

o Kokua (no longer available in new communities)
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For now, I will discuss Lightning as a single, general template choice. Although
differences do exist between Napili, Partner Central, and all of the available Lightning
templates, they are fundamentally similar and leverage the same core tools for
community building. See Figure 4-2 for an example of a Lightning community.
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000000
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MUSTSEE  FEATUREDNEWS MY FEED MY GROUPS

WELLNESS | WORK-LIFE | MOM LIPE.. MY RECENT IDEAS

So——— pt N—— > ——— o Submitted
20 points

Figure 4-2. An example of a Lightning community
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While tabs and Visualforce are actually part of one template, I will look at these as
two distinct choices in this chapter.

When I mention a “tabs-based community,” I am specifically referencing a
community created with the Salesforce Tabs + Visualforce template that uses the
standard, out-of-the-box navigation menu bar and sidebar. It’s possible that the
community leverages Visualforce pages and/or tabs, but the shell of the community is
declarative, not custom. Figure 4-3 provides an example of a tabs-based community.

Tabs Community

Help for tis Page &8

g Phil Weinmaister @ Post  fll Fie P Lk |y Poll Tranding Topics A
Acd topics lo your poats bo increase
s i e B e m theit vabiity. Topica that have & spike
4 Foed i sctivity are lisely b trend.
Wiat | Follow
To Me Q| Show All Updates
Bookmarked
Muted - y Packable 200 D: e — Pl W
4 Pacce Great praduct. ey spacious and comiodable!
2 Groups

Cormreaed - Lie - Octobar 10, 2017 M 258 PN

Figure 4-3. A tabs-based community
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When I discuss a “Visualforce community,” I am referring to a fully custom
community that does not employ a standard, out-of-the-box navigation menu bar or
sidebar. Everything in a community like this would be custom. See Figure 4-4 for an
example of a Salesforce community built on Visualforce.
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Figure 4-4. A custom leaderboard page within a Visualforce-based community

This leaves me with these three main template types to discuss in this chapter:
e Tabs
o Visualforce

e Lightning
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Overview and Assessment

I am going to spoil the ending now: community builders should exhaust all reasonable
scenarios when selecting a Lightning template when creating a community considering
tabs or Visualforce. However, as of 2018, these are still available options, so I will walk
through each one and outline the pros and cons of each.

Tabs

Tabs provide a declarative, no-code option with which one can build a community.
However, I cannot with a good conscience suggest to anyone—for any reason—to

build a tabs-based community in 2018 or beyond. Even in the situation where an
organization wants to create an extremely basic community and does not plan on using
technical resources, Lightning is going to be the best choice. The user experience within
a Lightning community is significantly better than that of a tabs-based community;
additionally, the ease with which one can drag and drop his or her way to a finished
masterpiece with Lightning puts tabs in the rearview mirror once and for all. Figure 4-5
shows a view of a key administration page within a tabs-based community (I will cover
administration in detail in Chapter 7).

2 Administration 2 a Phil Weinmeister
nv

Settings
Tabs
Preferences Select the tabs to include in this community. These tabs show in ities using the S Tabs + Visualf template and determine
community navigation in the mobile app.
Members
@ Sstandard sharing rules apply to all records. Learn more.
I Tabs
. Available Tabs Selected Tabs
Branding 75 News Chatter
Accounts Ideas
Login & Registration App Launcher
Article Management U
Emails fasets e 5
Authorisations . —
Blog
Pages Blogs 4 |-
Bookings Remove Down
Rich Publisher Apps g:?:::gnﬁ
Cases
Channel Plans
Channel Program Levels
Save Cancel

Figure 4-5. Adding tabs to a tabs-based community
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Visualforce

By nature, Visualforce allows for an essentially limitless palette. Since a Visualforce
community is built almost solely on code, those building the community can granularly
control the user experience and functionality. However, it’s important to understand
that this comes at a cost. With Visualforce communities, one will find a solid correlation
between the output and the investment required to get there. If an organization wants
extremely complex business logic with a bespoke UI, they had better be ready to pay

for it. In other words, “clicks” won'’t get those building a Visualforce community very
far,; this template shrinks the pool of resources that can build this type of community.
Figure 4-6 shows the administrative area that one would frequently use when building a

Visualforce community.

/{' Adminitration ? R Phil Weinmeister
TV
Settings
Pages
Preferences
Configure page assignments for your community. Use the default page or override it with a custom Visualforce or Community Builder page.
Members
Community Home Defauit Page
Tabs
Service Not Available @
Branding
Login & Registration
Save Cancel
Emails
Advanced Customizations
I Pages
E] Go to Force.com ) H Go to Site.com Studio )
Rich Publisher Apps Use Force.com if you have experience with Visualforce Use Site.com if you prefer to use a drag-and-drop
and want to build custom pages using Force.com interface with forms and reusable elemants to easily
) capabilities. build dynamic, data-driven custom pages.

Figure 4-6. Force.com admin section, used heavily in Visualforce
communities
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Lightning

Lightning truly changes the game. While the technology is still relatively young as of
2018—when compared to Visualforce and tab options—it has matured significantly
since its inception in late 2014. I have built communities using tabs, Visualforce, and
Lightning, and I have no hesitation when pushing a recommendation of Lightning for

new communities. Why? I'll provide a few reasons.

Extreme Productivity for Noncoders

To say that Lightning does not require code or technical resources in general is a bit
misleading. Yes, technically, like with tabs, an individual can create a community with
fairly useful functionality from scratch in short order without a line of code. However,
to truly deliver a digital transformation, it is highly likely that custom Lightning
components will come into the picture. As we all know, those custom components will
require code. To be clear, though, this will be the case with any highly transformative
solution, whether delivered with Visualforce, Lightning, or another front-end platform.

I think it’s more appropriate to say that Lightning communities enable and empower
those of us who are not programmatic developers (in other words, noncoders) in
ways never before possible within the world of Salesforce communities. Not only can
a functional resource efficiently configure a Lightning community, but he or she can
assemble something much greater than the individual parts. I will share a few personal
examples of this to illuminate the concept.

Since starting to work with Lightning communities, I have found myself in multiple
situations where the availability of technical resources was extremely limited or
nonexistent, but an inventory of existing assets (in the form of custom components)
was at my disposal. I have been able to take these assets and, through reassembling
and reconfiguring them, create a different application. Of course, the ability to do this
depends on the flexibility of the original components, but this scenario is not a pipe
dream.

I'll provide a few specific examples of taking disparate solutions and declaratively
combining them. I have taken commerce and CPQ (configure/price/quote) elements
from different providers and, by leveraging the related components and some additional
platform tools, created an end-to-end CPQ plus checkout/purchase application in a
Lightning community. Another example is with Lightning flow; I have taken custom
components built for one specific purpose and, without any communication with the
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original developer, leveraged these components within a flow as part of a Lightning
community. I simply learned what attributes were available and set them according to
the need within the community. Figure 4-7 provides a visual of what I'm describing.

App 1 App 2 App 3 App 4
( Metadata / Configurations ) | | ( Metadata / Configurations :
Custom Custom Custom Custom Custom Custom Custom |
Component Cnmpanent Campanent Component Component Onmpnnent Component
1A 1B 2A 2B 48 v

Custom
Component
5A

Custom Custom Custom Custom
Gnmpnnenl Ctlmponent Com ponent Component
5E

Metadata / Configurations

App 5

Figure 4-7. Lightning allows the creation of new Lightning applications by
consolidating and configuring components from disparate applications

WYSIWYG Editor with Drag-and-Drop Control

Neither tabs nor Visualforce offers a what-you-see-is-what-you-get (WYSIWYG)
community editor. That is a fairly significant limitation when you consider that you are
building an online visual experience for your audience (or audiences). Sure, you can
preview the community, but to have little or no visual context while you are building is
not a desirable situation.

Lightning offers this with Community Builder, which I will dive into in the next
chapter. Just understand for now that this is a major advantage over tabs and Visualforce.
Seeing what you are building saves a significant amount of time in the long run.

Additionally, with Community Builder, you can drag and drop components onto and
off of Lightning pages. Administration UX has made a major shift in this direction over
the past decade, and it’s fairly intuitive to most of us in an admin or developer role. This
is also helpful for efficiency; what's faster than clicking, dragging, and unclicking to make
anew element appear on a page?
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Salesforce Lightning Design System

The Salesforce Lightning Design System (https://www.lightningdesignsystem.com)
means that even a rudimentary Lightning community will provide a largely acceptable
level of aesthetic pleasure for users. SLDS is used out of the box within all Lightning
community templates, as you would expect. This means a much slicker, more modern
look and feel than you’ll find with tabs or most Visualforce communities. So, what’s
included in SLDS?

o Components: Building blocks of Salesforce applications

o Utilities: Utility classes that apply a single rule or simple pattern to
components

o Design tokens: Elements that store visual design attributes and are
used in place of hard-coded values

e Icons: Library of icons that support the Salesforce interface

True, SLDS is at least partially supported within Visualforce. It is not recommended
by Salesforce for retrofitting into existing pages but is an option for new Visualforce

pages.

Focal Point for New Functionality and Innovation

Since it’s not an immediately impactful area, the future roadmap and potential
innovation related to a template choice can be easily overlooked. However, it should
be a key factor in any organization’s decision when selecting a community template.
Salesforce is investing heavily in Lightning; this includes major investments in Lightning
within a community context. It should not come as a surprise that Salesforce is not
spending much at all on Visualforce these days.

So, what does that mean for an organization looking to build a Salesforce
community? It means that the decision to build with Lightning will reap benefits well
beyond the launch date. No organization launches a community without hope of long-
term success; it’s fair to look a few years out when thinking about how a technology
decision could impact the future. Sure, Visualforce might suffice today and even boast
a few capabilities that haven’t yet arrived in Lightning. But what about next year? Or
the year after that? It’s not a wise bet to overlook the future maturity and expansion of
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Lightning and, likewise, not insightful to bet on an aging technology that is relatively
stagnant. Figure 4-8 provides a conceptual view of how innovation has played out among
these three template types over time.

Lightning
S Visualforce :
@ Tabs
> .
0 ‘
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=
\\LL / |
2013 2014 2015 2016 2017 2018 2019+

Figure 4-8. Lightning is where the innovation is at on the Salesforce platform

Impact of Template Selection

Why is template selection so critical when creating a new community? I will walk
through a few areas that warrant serious consideration and explain why.

Relevant Functions and Features

Even with setting aside the almost limitless world of customization to extend a
community, there exists a plethora of community-specific and community-enabled
functionality that is provided out of the box on the Salesforce platform. While many
organizations leverage some custom functionality and others may even want a
completely tailored, pixel-perfect community, the vast majority want to maximize the
platform and what is possible without reinventing the wheel or spending unnecessary
funds.

To that end, templates come with or support specific functionality. As you may have
deduced, that means some templates don’t come with or support specific functionality,
making your template choice that much more critical. Let’s take a look at a few examples.
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Ideas

Although it hasn’t received much love in recent years in the form of enhancements,
the Ideas module is still used by thousands of organizations with Salesforce. The Ideas
module is available and supported out of the box as a tab (see Figure 4-9) but is not via
Visualforce or Lightning (as of early 2018). Leveraging Visualforce or Lightning would
require customization to create a user interface for the Ideas back-end application.

ideas Halp for this Page &)
« Popular Ideas

CE . ... Wolcome PHly | Recent Replis

No records to display

m— D » / +

Post Ideas Vote for Ideas Add Comments

Popular ldeas  Recentideas  Top All-Time
Post ldoa Category: A1 [

No ideas are available.

Figure 4-9. Ideas within a tabs-based community
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Featured Topics

While topics in general are supported in tabs and Visualforce, only Lightning templates
enable featured topics out of the box. Featured Topics is a standard component that can
be dropped into a Lightning community; Figure 4-10 shows a configured instance of this
component.

FEATURED DISCUSSIONS MY FEED

MEMORIES

Figure 4-10. The Featured Topics component within a Lightning community

Flow

Flow, or visual workflow, is an extremely powerful business process automation tool on
the Salesforce platform that does not require programmatic development. I will go into
depth on how Flow can bring a Lightning community to life in Chapter 10. For now, I will
frame it in the context of templates. Flows can be enabled and displayed on a Visualforce
page and within the standard Flow component that was delivered in Salesforce's Winter
'18 release version, but there is no out-of-the-box home for flows in a tabs-based
community. Figure 4-11 shows the Flow component in a Lightning template.
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Figure 4-11. The Flow component in a Lightning component

Efficient Community Creation

The previous section addressed how to ensure that what you will need in your
community is supported or enabled. Let’s now shift to focusing on how your template
selection can get you to the finish line as quickly as possible. While different templates
may support various functions, notable work might be required to get them up and
running.

I need to make sure that a key point is not missed here: only Lightning communities
can come with site elements prepositioned and preconfigured. With tabs and Visualforce
communities, you always start from scratch. Figure 4-12 gives an idea of the overall

concept.
Possible Starting Points (Templates) Desired End State
______________________________________________ b l
( bt l App ” App [ App I
“ﬁm) Hﬁpp ]lAPPI . Page )| Page
! i H"’“’“J NI
;[ Tabs J App App i . Page
| s W“*"”-ms
E sualforce Page Page Page Page i
[ Build Your Own ] Partner Central | Customer Service (Napili) ;| (____Page ) Page

Key [ Lightning Template ]

Figure 4-12. Each community template brings with it a certain amount of out-of-
the-box functionality
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Technological Foundation

Choosing the appropriate template is much more than a consideration of available or
supported functions and features. With Lightning now on the scene, your choice has an
immense impact on how your organization will develop and maintain your community.
Figure 4-13 provides some of the corresponding factors that you’ll want to consider.
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Figure 4-13. Attributes of each community template type

Here are some of my additional thoughts on each of these items:

e Drag-and-drop building: Visualforce requires code; tabs require
clicks. Lightning enables you to drag and drop components onto your
Lightning community pages.

e WYSIWYG editor: Only Lightning (via Community Builder) provides
this. Plan for a lot of clicking/tabbing back and forth between screens
when building your community with Visualforce or tabs.

e No code required: Tabs and Lightning hit the mark here, requiring
zero code. Visualforce is completely the opposite, as it requires code.

56

® =0



CHAPTER 4  COMMUNITY TEMPLATE TYPES: TABS, VISUALFORCE, AND LIGHTNING

o Pixel-perfect potential: 1 believe we have finally reached the point
where I can legitimately say that Lightning allows for pixel-perfect
site building. You'll have to build your own custom theme and
custom Lighting components, but you can do it. On the other hand,
Visualforce has always been known as the option that allows you to
“do whatever you want.”

e Custom Visualforce apps: Of course, there’s no issue with leveraging
these in a Visualforce community. You can leverage the Visualforce
Page component to wrap Lightning-enabled Visualforce pages for
use within Lightning communities. Also, you can create a Visualforce
tab for a Visualforce page and use that tab in your tabs-based
community.

o Custom Lightning components: There are no options for using
components in a strictly tabs-based community, although you can
leverage Lightning Out (https://developer.salesforce.com/docs/atlas.
en-us.lightning.meta/lightning/lightning_out.htm) to potentially
place components within a Visualforce page. Components, of course,
can live in a Lightning community template.

Flexibility and Extensibility

Factors in choosing a template that are easily overlooked are flexibility and extensibility.
Think of flexibility along the lines of configurability: how easily can you make changes
without customization (aka code)? Extensibility stresses the ease with which you can
add to, or extend, the solution.

Again, Lightning stands out here. Virtually every aspect of Lightning can be modified
without code. Of course, to change the essence or nature of a specific Lightning
component, you'll have to modify the code in that component, but you can easily
configure the community and the components with clicks. As far as extensibility goes,
you can add new Lightning components with extreme ease.

As for the other options, not so much. Yes, you can configure a tabs community and
make changes without code. However, the ceiling of what you can change is much lower.
Extending a tabs solution also doesn’t leave you with tons of options without diving into
code.
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Visualforce communities are inherently inflexible, unless significant time was spent
up front to inject configurability into the solution. They can definitely be extended (back
to the “do whatever you want” mentality), but customization will be required for any
extension that you consider.

Hybrid/Transitional Options

It is important to understand that, for those heavily invested in Visualforce, a transitional
option does exist. Lightning communities support Visualforce pages within a Visualforce
Page component available in Community Builder. To use a page in this component, the
corresponding Visualforce page must be available for Lightning communities via the
checkbox shown in Figure 4-14.

Visualforce Page

Page Edit Save Quick Save Cancel Where is this used? Component Reference Preview

Page Information

Label | CustomSearch

Name I CustomSearch

Description

Avallable for Lightning Experience,
Lightning Communities, and the
mabile app
—_— —
Reqguire CSRF protection on GET
requests

Figure 4-14. Visualforce pages must be enabled for Lightning communities before
they can be exposed in a Lightning community

The Visualforce Page Lightning component can be dragged and dropped onto a

Lightning page within Community Builder, as shown in Figure 4-15. Chapter 5 will
explore Community Builder in depth for those without an understanding of that tool yet.
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Figure 4-15. The Visualforce Page Lightning component

Once configured, a Lightning page that contains a Visualforce page is established.
See Figure 4-16.
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Figure 4-16. Visualforce in Lightning

59



CHAPTER 4  COMMUNITY TEMPLATE TYPES: TABS, VISUALFORCE, AND LIGHTNING

Note The reverse of this is also possible; Lightning components can be
displayed on Visualforce pages via Lightning Out. However, this is not necessarily
recommended, unless use cases warrant that approach.

Recap

In this chapter, I reviewed the three top-level options for building a community: tabs,
Visualforce, and Lightning. Considering criteria such as efficiency, flexibility, and
available capabilities, I looked at each template type and provided pros, cons, and
recommendations. The clear takeaway? Heavily consider Lightning first; if Lightning
doesn’t satisfy a showstopping requirement, take a look at Visualforce. However,
consider the long-term trajectory of the different template types and where things will be
headed with upcoming Lightning innovation; a short wait to jump on Lightning might be

worth it in the long run.
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CHAPTER 5

Community Builder for
Lightning Communities

For those who have decided to leverage a Lightning-based template as a starting point for a
new community, a major bonus awaits. That bonus is (Lightning) Community Builder, the
primary tool with which all Lightning communities are constructed. Community Builder,
as shown in Figure 5-1, is found as a unique section within the community workspaces and
provides the paintbrush, paint, and canvas for those creating a community from Napili or
any other Lightning-based template. This tool has significantly changed the community
creation process and has enabled and empowered many technical noncoders in the
Salesforce ecosystem to develop functional, effective, and vibrant communities.

Coenpiue Guide

Complete Guide | e

My Workspaces

Builder Moderation Content Targeting

START LEARNING »

: Expand Your Reach with ﬂ:’
Dashboards CMS Connect Administration Communities -

Figure 5-1. The Builder workspace

Note Tabs and Visualforce-based communities do not use Community Builder.
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CHAPTER5 COMMUNITY BUILDER FOR LIGHTNING COMMUNITIES

Overview

Community Builder is a visual tool that allows those responsible for building a
community to see it come to life during the creation process. Community Builder is a
what-you-see-is-what-you-get (WYSIWYG) editor that provides the ability to drag and
drop the main building blocks of a Lightning community—Lightning components—to
achieve the desired end state. The closest equivalent on the Salesforce platform as of
2018 is Lightning App Builder (another WYSIWYG tool), which allows administrators to
construct Lightning apps for Lightning Experience. Lightning Experience is for users of
“internal” Salesforce, not of communities. See Figure 5-2 for a view of Lighting

App Builder.

e = e it > Geiresn
Lightning Components ] -
Recant aconds
| Hoere Page De

!!!!!

mEOO0
b
¥

BEE

Figure 5-2. Lightning App Builder, a tool for Lightning Experience that most
closely resembles Community Builder for communities

However, while Lighting App Builder does provide a palette of components for

use and allows changes to the overall page layout, Community Builder (Figure 5-3)
incorporates much more.
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WELCOME!

s prcusmons e

Figure 5-3. A look at a new community from within Community Builder

Within Community Builder, administrators can perform the following functions,
among many others:

e Add, remove, position, and configure standard and custom Lightning
components

o Configure community page attributes (e.g., layout)

e Manage sitewide branding colors, fonts, and images

o Create audiences for page variations and branding sets
e Preview and publish a community

In this chapter, I will walk through each of the sections, describe how to use them,
and explain how they contribute to the overall creation of a community.

Getting to Know Community Builder

Community Builder is a broad, multifaceted application. To intimately understand
the ins and outs of the tool, a systematic, comprehensive walk-through of each area is
needed. I will divide it into two main sections, as shown in Figure 5-4: the left sidebar/
tabs and the top menu bar.
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il  Home -~ e o ©  Publish  Preview

? Template Header Top

Top Menu Bar

Ternplale Header Bolttomn

Left Sidebar (Tabs)

WELCOME!

A place where you can easily find solutions and ask questions

e R e

Figure 5-4. Basic structure of Community Builder

Left Sidebar/Tabs

A significant amount of time building communities is spent using the left sidebar. This
sidebar within Community Builder houses four tabs.

¢ Components
o Theme (previously called Branding)
o Page Structure

o Settings

Note As documented in this section with the Theme tab, Salesforce does
somewhat regularly change terms and user interfaces related to communities
functionality. While some of the labels and screens may change over time, the
content and the essence of the actions won’t necessarily change too much.
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Figure 5-5 shows where each of these tabs is located.

il  Home ol ¢ O @ b e

Template Header Top
< Components

Th
- puk EN o

=l <= Page Structure

Template Header Bottom

Figure 5-5. The tabs in the left sidebar within Community Builder

Components Tab

A community template, or Lightning Bolt (to be discussed in detail in Chapter 13),
provides a basic assortment of prepositioned components already placed on pages to
be configured. However, it is inevitable that community creators will eventually want to
tap into the available pool of additional components to fill out their community and plug
functional gaps. Insert the Components tab.

If I go with the analogy that a Lightning component is to a Lightning community
as an individual Lego piece is to a finished Lego project, then the Components tab
serves as a bag of various Lego pieces. The tab is essentially a list of available Lightning
components. Each component is represented by three items: a text label, an icon, and
a description that is shown upon hovering over a component. See Figure 5-6 for an
example.
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Home > ¢

COMPONENTS Search..

Search...

¥ RECORDS (6)

B Create Record Button
Record Banner

E Record Detail
E Record Information Tabs WELCOME!

E Record List -* Displays the record details, related record lists, A place where you can easily find solutions anc
and record feed in tabs.

Record Related List

Figure 5-6. Each component listed in the Components tab has a label, icon, and
description

The Components tab has two primary groupings: standard components, listed first,

and custom components, listed last. However, admins will not see both of these exact

section headers; Salesforce displays subgroupings within the standard component

section. So, while community administrators will see a Custom Components section,

they will see sections such as the following that comprise the standard component

group:
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Additionally, one can search by a text string to filter for any component that contains
that string. As a bonus, the section headers persist in the search results. See Figure 5-7
for an example of a possible component search.

& Home <
5 h...
COMPONENTS s

¥ CASES (0)

¥ FEEDS (0)

¥ CONTENT (0)

¥ FILES (1)

¥ GAMIFICATION (0)

v MESSAGES (0) DISCUSSIONS MY FEED

¥ PROCESS AUTOMATION (0)

¥ RECORDS5 (2)

[ record List

Record Related List

¥ SUPPORT (0)

Figure 5-7. Search results for “list” from within the Components tab

To add a component from the Components tab to your community, simply perform
the following steps (see Figure 5-8 for an example):

1. Click the desired component.

2. Dragthe component to the appropriate section and position on
the page.

3. Place the component by “dropping” it (releasing from the click).

67



CHAPTER5 COMMUNITY BUILDER FOR LIGHTNING COMMUNITIES

il Home = & ) O @ mubish  Prevdew

COMPONENTS s RICH CONTENT EDITOR

PR Add and format text and add images,
- video, and links.
. |
¥ CONTENT(12) e 4
Edit Content
B3 oms conrect (HTML) |
[ Fostured Togsics & Feeds
B Heatiive - Ere
B L Eitor
(=] Language Picker
= WELCOME!
] mecommendations Camousel X
[E] Rech Content Eitoe
0 v
|~ RCTOR
B unanswered Questions
BB visuatorce Page

¥ FEEDS(3)

JSCUSSIONS M

' [ [E] Rich Content Egior l

Get more on the AppExchange

Figure 5-8. Dropping the Rich Content Editor component on a Lightning page

Don’t worry; if a component is placed in the wrong section on the page, it can be
easily moved later. I'll discuss the details of handling components following a drag and
drop from the Components tab later; for now, I'll continue walking through the sidebar
tabs within Builder.

Theme

While the Components tab focuses specifically on page-level content, the Theme tab
generally provides sitewide configurability. Theme includes four distinct sections, as
shown in Figure 5-9.

e« Colors
o Images
o Fonts

o Theme Settings
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ﬁ Home -

Theme o

Customer Service

Colors

Images
Fonts

Theme Settings

Figure 5-9. The Theme tab

Colors

The Colors section of the Theme tab defines the colors of specific elements on
community pages. The settings in Colors apply to all community pages; as of the
Spring "18 release from Salesforce, it is not yet possible to apply branding color settings
to specific community pages or sections. Figure 5-10 shows the different color settings
available and examples of where one can find them on an actual page (in this example,
a Home page with minimal variance from the out-of-the-box configuration).
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i Home g~ & o] o | (7] Publish  Preview

Bl - =

GENERAL

Text Cabor o

Deotail Text Color [ ]

Action Color ®
[ ]

Linik Color

Overtay Tt Color e
Borter Color

Page Background Color 1 \

2 ‘WELCOME!
NAVIGATION "% s whart you can eesihy ind solutions and sk
Saigation Text Color ]

8
3
Naigation Background Color () B sy #
; ASK A QUESTION

Background Color
Card Backgrours Color T

4_-.’ bit.ly/mytrailmix

Error Text Cobor L] 6

1. Generate Palette from Image

Figure 5-10. Application of theme colors to a non-login page

Login page colors are also controlled from Theme » Colors. Figure 5-11 shows how
the Background Color and Card Background Color settings impact the login page.

Login - ¢ ps (=] ©  Publishn  Preview

Header
< Colors hd

GENERAL

Taxt Color
Dot Teat Color
Action Color

Uik Color

Cveray Test Color
Bordes Color

Page Bacegrouna Color

NAVIGATION l
Navigation Background Coloe )
Navigation Text Color

LOGIN PAGES

Login
Baciground Color

Caed Backgrourd Colos Forgot your password?
Eor T Color &

Are you an employee? Login here

%, Genewte Palette from mage

Figure 5-11. Application of theme colors to a login page
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Images

The Images section impacts the standard header, which is included in all Salesforce-
provided templates (other than Build Your Own), as well as the login page. Figure 5-12
shows Theme » Images.

Home = H =) ©  Publish  Preview

L]
n < Images »

Company Logo

H

Header Image

WELCOME!
fcussions i
LOGIN PAGES

Background Image
bit.ly/mytrailmix

Figure 5-12. Management of community theme images

If the standard header is used (as opposed to replacing it with a custom header), two
specific elements come into play that are updated in Theme » Images.

e Company Logo
e Header Image
To add either a company logo or header image, click the placeholder image
underneath the image type (e.g., Company Logo) and then identify an image. An image
can be uploaded from the user’s local computer or selected from Salesforce. External
data sources that are configured will be displayed as well, allowing users to select images

from sources such as Quip, Office365, or Google Drive, among others. See Figure 5-13 for
alook at how uploading an image works.
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Select Image
A, Upload Image - Asset Library  ORG ASSET LIBRARY »
Libraries

IMAGES

Company Logo

Cancel

Figure 5-13. Uploading or selecting an image

Figure 5-14 shows the final result after uploading both a company logo and a header
image.

$3f HOM.  TOPICS v

WELCOME!
Compa “y Logo A place where you can easly find solutions and ask questions

— il ooz

bit.ly/mytrailmix

Header Image

Figure 5-14. Uploaded images
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Figures 5-15 through 5-17 show three examples of how the header might look in the
Customer Service (Napili) template.

‘v'—'l PHIL WEIN... ~

WELCOME!

A place where you can easily find solutions and ask questions

Figure 5-15. Header example 1

. ; =
g i L
1
Search.. ~ "‘ PHIL WEIN_. ~
wen
H

:2:  HOME TOPICS ~

WELCOME!

WEIN

i3 HOME TOPICS v

WELCOME!

A place where you can easily find sclutions and ask questions

Figure 5-17. Header example 3

The Images section also allows for the upload of the login background image,
if desired. Figure 5-18 shows an example of an uploaded image for the login page.
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< Images

GENERAL

Company Logo

WeinCo &

Clear
Header [mage

Clear

LOGIN PAGES

Figure 5-18. Uploaded image

One common area of confusion is the source of the logo on the login page. While it’s not
clear to me why this is the case, the login logo is managed in a different area. I'll dive into that
area later, but I'll mention it now for context. It can be found in Workspace » Administration
» Login & Registration » Logo. See Figure 5-19 for a look at where you can modify the logo.

}‘ Administration
CGC

Settings F . .
Login & Registration
Preferences
Members Logo
Login & Registration Choose Logo Type File j
Emails Logo File Browse..  No file selected.
JPG, GIF or PNG, 100 KB max.
Pages

Rich Publisher Apps

125 px max

250 px max

Figure 5-19. Use the Login & Registration section within Administration to
modify the displayed logo on the login page
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Note The images used for the header image and background image should
web-optimized versions of high-resolution images. While it’s ideal to have
clear/vivid images, it’s not ideal to “break the performance bank” by forcing a large
image to load when the community is accessed.

With the right theme/branding settings, the login page can be transformed into a
bright, welcoming page for community members. Figure 5-20 shows a Weinmeister-
branded login page.

Yecremeister

Figure 5-20. Fun with the login page, thanks to a younger Weinmeister

Fonts

The Fonts section impacts the font of all text that does not explicitly have a font
already specified. An admin can modify the font for paragraph text (Primary Font)
and header text (Header Font). Figure 5-21 shows an example of text impacted by the
Primary Font setting.
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Figure 5-21. This image shows a number of examples of how the primary font
impacts the text on a community page (the Home page, in this case)

Figure 5-22 shows an example of text impacted by the Header Font setting.

im  Home o
Tomplate Hesder Top
< Fonts v X
GENERAL
Primary Font
Lato .
TOPICS
Header Foots
Montserrat Tamplate Headkr Boltom
Text Cate
e : | HEADLINE comPONENT: TITLE FiELD |
Headine Component: Bancer Text Field
Post POl Question
Share 3n update. Share
Burinigton Textites Cora of America
Cumomer - Direct + (336) 223-7000 + wwwburirgtoncom « Pr
et Pusts v 2 Search thisfeed v @ Vi - Agparel
Phil Wein -
10m age
N O - Edge Communications

Figure 5-22. This image shows a number of examples of how the header font
impacts the text on a community page
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onally, the case of certain text can be configured via the Text Case setting,

allowing an admin to set text formatting as Uppercase, Lowercase, or Capitalize, or to

leave it unformatted. Figure 5-23 shows the text impacted by this setting.

| headline component: title fleld |

ALL ACCOUNTS

owercase

Burlington Textiles Corp of America

Latest Posts w

Searen this feed.. Yiie

Figure 5-23. This image shows how the text case impacts the text on a community
page (in this case, with lowercase text)

Theme Settings

The fourth section within the Theme Branding tab is Theme Settings. This allows for

modification of some community-wide settings of the theme that apply to all pages.

There are

four settings available, as shown in Figure 5-24.

Hide the header region and navigation (includes header image,
search box, user profile, and navigation menu)

Hide Notifications icon in community header

Search Component (allows replacement of the standard search
component with a custom component)

User Profile Component (allows replacement of the standard user
profile component with a custom component)
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in Home -

<{ Theme Settings ¥

What pages do these settings affect?

Hide the header region and [i]
navigation

Hide Notifications icon in
community header

Search Component [ ]

Global Search for Peer-to-P... «

User Profile Component [ ]

User Profile Menu v

Figure 5-24. Theme Settings section

Prebuilt Community Themes

With the Summer '18 release, new themes come “preloaded” within communities.

Previously, each Salesforce-provided community template had only one standard theme

option (e.g., the Customer Service theme for the Customer Service template). However, it

is now possible to select a prebuilt theme that significantly expands what is possible with
the declarative Community Cloud UX. See Figure 5-25 for the Change Theme page.
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Change Theme X

Give 3 new theme 3 try and see how it changes your community's experience. You won iese content and you can change themes any time.

Iuh'

CUSTOMER SERVICE ACTIVE STELLA

A - : AL Citizen

f . e e Welcome te Paradise.

JEPSON CITIZEN

Figure 5-25. Out-of-the-box community themes

Administrators should confirm the latest themes available by checking the release
notes website (https://releasenotes.docs.salesforce.com).

Note Technically, branding sets live within the Theme tab, as well. However, this
tool is really about audience targeting; | will discuss branding sets in Chapter 12.

Page Structure

Unlike the three other tabs within Community Builder, the Page Structure tab is purely
informational; no actions can be performed from the tab. Page Structure displays two
types of data.

« Each layout section that is present on the page currently being
displayed

e All Lightning components present within each of those layout
sections
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Figure 5-26 shows an example of the Page Structure tab contents for a community
Home page.

il Home - o ho jm] © e Preview

PAGE STRUCTURE

TEMPLATE HEADER TOP
~ TEMPLATE HEADER @
el Sesnch fer Byee 20 Paar.

Uar Profile Meru

avigation Mre

Tampdata Haadar Bottom
« TEMPLATE HEADER BOTT

~ CONTENT HEADER
— * headline component: title fleld

= SIDEBAR FEATURED

sk Button

Featured Video
v CONTENT —*

ALL ACCOUNTS

Burfington Textiles Con of America
Dickenson pko

Edge Communications.

bit.ly/mytrailmix

‘Waorking at WeinCo

Multiple hidden components
Prill ghorws us how it's done:

(no data available or feature

Figure 5-26. Page Structure tab

I want to point out a few specific items within the Page Structure tab in the example
shown in Figure 5-25.

o Empty sections: Some content sections may be empty. This is not a
problem; it’s common to have a completed page with multiple page
sections that do not contain any components.

e Lock icon: While the template header shows three components,
these components are locked. This means that admins cannot
manually remove components within this group through standard
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means (clicking an X to delete a component). The Napili header, in
particular, can be removed by navigating to the theme settings (to be
described later in this chapter).

Hidden components: Some components will not show up at all if

the corresponding feature is not enabled or set up. Some examples
of components that won’t initially display for this reason include
Reputation Leaderboard and Recommendation Carousel. Other
components, like Trending Topics, are dependent on data and won't
appear until corresponding data exists.

Admittedly, I access the Page Structure tab the least of the four tabs on the left of

Community Builder. Since no actions can be performed, it’s not necessary to ever use it.

However, I do see value from the Page Structure tab. It allows administrators to confirm

page contents. Whether a component is hidden or simply hard to distinguish, it can

help to verify exactly what is in a specific section. Additionally, it is useful for confirming

whether a specific component is present on the page at all.

Settings

The Settings tab within Community Builder hosts a multitude of configurations that

broadly impact your community, as opposed to correlating directly to a specific page or

component. The Settings tab includes seven sections.

General
Theme
Languages
Advanced
CMS Connect
Updates

Developer

I will review each section and explain its purpose and how to manage it.
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General

The General section serves as a hub to consolidate key community-wide information.
It includes two primary subsections, Community Detail and Topics.
The Community Detail section houses four pieces of information.

¢ Community Template
e Community Title

e Published Status

e Guest User Profile

The Community Template setting is purely informational; it is useful for confirming
whether the template being used has certain functionality available as well as for
troubleshooting an issue that emerged around the time of a new release or a template
upgrade. Figure 5-27 shows this setting.

Community Template
Customer Service (Napili) Spring '18

Figure 5-27. The Community Template field in a Spring '18 org

Public Access is an important setting that, surprisingly, was not available for quite
some time after communities were initially released. This setting allows you to open up
access to your community to guest users (i.e., public, unauthenticated users who have
not logged in). By default, a community does not allow public access; unless settings
are changed from the default, anyone trying to directly access a page in the community
would be redirected to a login page.

Note Here are two key points about public access. First, visibility can be
controlled at the page level as well. Even if the community as a whole is restricted,
a page can be opened up to guest users. Second, making the community public
means that guest users are granted access to all asset files on a public page; you
can restrict this in Administration » Preferences (see Chapter 7).

Community Title displays the title of the current community.
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Published Status is purely informational and lets you see one of two statuses:

“Not published” or “Published” A “Published” status is followed by the URL of the
community’s Home page.

Guest User Profile is also informational and allows you to access the guest user
profile (the profile used by unauthenticated users) much more easily than following
the traditional page via administration settings. See Figure 5-28 for the aforementioned
four settings.

Public Access @

Public can access the community

Community Title

Bunker & Jones Community

Published Status
Not published

Guest User Profile
Bunker & Jones Community Profile

Figure 5-28. Public Access, Community Title, Published Status, and Guest User
Profile settings /fields

In the second section of General settings, the Navigational Topics and Featured
Topics links are displayed. See Figure 5-29 for a view of this.

Topics

Navigational Topics

Create and edit the topics that appear in your community’s navigation menu. Then
select topic banner images.

Set Navigational Topics &'

Featured Topics

Choose navigational or member-created topics to feature prominently on your home
page. Then select topic thumbnail images.

Set Featured Topics @

Figure 5-29. Community topics
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Theme

The Theme section within Settings impacts the look, feel, and usability of a community.
On this page, a community administration can assign and configure the Theme Layout
components associated with a particular theme layout. Community themes can be an
area of some confusion because of how they are managed and configured. To help clarify
how theme layouts and Theme Layout components work with pages, see Figure 5-30.

[Lightning Page A] [Lightning Page B] [Lightning Page CJ [Lightning Page NJ

Y \J  J

[ Theme Layout 1 J [ Theme Layout 2 J [ Theme Layout 3 J [ Theme Layout 4 J

0 ST (Not Used)

Same theme component,
different configuration

Theme Layout Theme Layout Theme Layout Theme Layout
Component 1 Component 2 Component 3 Component 4

(Not Used) (Not Used)

Figure 5-30. An overview of how Lightning pages, theme layouts, and Theme
Layout components work together in a Lightning community

I'll walk through Figure 5-30 starting with the Theme Layout component. Three
sources exist: Salesforce (to use an included Theme Layout component such as
Customer Service), one’s own development team (to build a homegrown theme), and
a third-party provider. All communities use what is provided by Salesforce by default,
so that will always be an option. If that is not sufficient, an organization may consider
building its own custom Theme Layout component. The Theme Layout component is
literally just that: a Lightning component. It has to be developed intentionally for this
purpose; it may include an interface, a design resource, and a CSS resource. I won’t dive
down into code-level details in this book, but that information can be found at http://
developer.salesforce.com. Alternatively, a custom Theme Layout component could be
obtained from a third-party provider and installed for use.
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Once the appropriate Theme Layout components have been installed or identified
within the community’s org, a community admin would determine how the Theme
Layout component (or components) should be applied to specific pages; this is where
theme layouts come into the picture. Two different theme layouts most commonly
leverage different Theme Layout components. However, this is not a given; the same
Theme Layout component could be used in different theme layouts but just configured
differently. Figure 5-31 shows two configurations of the same Theme Layout component,
manifested as two different theme layouts.

NAME THEME LAYOUT COMPONENT @ NAME THEME LAYOUT COMPONENT @
Default Custorner Service Default Customer Service
Hide the header region and navigation o Login Login Body Layout
Hide Notifications icon in community header .
Marketing Landing Pages Customer Service ’
Search Component (i}
Global Search for Peer-to-Peer Communities - v Hide the header region and navigation L
User Profile Component 0 ~ Hide Notifications icon in community header
User Profile Menu - Search Component L
Global Search for Peer-to-Peer Communities v
Login Login Body Layout User Profile Component o
User Profile Menu v
Marketing Landing Pages Customer Service

Figure 5-31. Note that these two theme layouts use the same Theme Layout
component but with a different configurations

As part of setting up theme layouts, individual Lightning pages within the
community will need to be mapped to a specific theme layout. Figure 5-32 shows an
example of how a specific community page (in this case, Quip Docs Related List) could
be configured. To modify the associated theme layout, the setting “Override the default
theme layout...” must be checked; that will reveal theme layout options below.
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Pages PROPERTIES PAGE VARIATIONS
Q, Find a page
Name @
TEMPLATE PAGES Quip Docs Related List
Home
URL @
Contact Support /| quip/:parentRecordld

Create Record
Page Access @

Eqrae Community Default Setting: Requires Login 2
Feed Detail
SEO
Messages This page is not indexed. No SEO properties apply. Learn More
uestion Detail

e Layout
Quip Docs Related List .ee Content Layout @
Search 1 full-width column Change
Topic Catalog I v Override the default theme layout for this page. @ I
Topic Detail Theme Layout @
User Settings v Marketing Landing Pages -J

Default (Default for Page)

Login

OBJECT PAGES

4+ New Page

Figure 5-32. Setting the theme layout for a page

In Figure 5-33, a custom theme is displayed. This is an example of what is possible
when shifting from the standard, out-of-the-box theme that is included with standard

community templates.
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HOME NEWS EVENTS IDEAS GROUPS MEMBERS ONTHEWEB SUPPORT DISCUSSION KNOWLEDGE Q ﬁ

Your Digital Workspace

Connect & collaborate

My Quick Links
Profile Wizard Check Messages Join Groups Browse Topics Corporate Site

Figure 5-33. A custom theme. Custom themes can be applied to any bolt/template,
as long as the theme has been made available for it

Languages

Language setup within Salesforce is not exclusive to communities; it is a platform activity
that touches various parts of an org.  won’t dive terribly deep into all things language
within Salesforce, but I do want to at least cover the aspects specific to communities here.

For quite some time after the inception of communities, the only way to configure
languages for a community was to navigate to the well-hidden Site.com settings and
make changes there. Fortunately, for Lightning communities, that is no longer the case.
The languages for your community can be configured by navigating to the Languages
section of the Settings tab.

First, the default community language can be established, along with the label of
that language. Figure 5-34 shows this setting. To modify the display label, simply click
“Edit display label” and change the text.

Default Community Language

English (US) *  Edit display label

Figure 5-34. Default Community Language setting
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The bottom section of the page allows an admin to do the following:

e Add languages: Establish additional languages to be used within
the community, whether the default or a secondary language. Once
added, the display label and fallback language (if the language
is unavailable) are both configured, as is a setting to activate the
language for the community. See Figure 5-35 for details.

COMMUNITY LANGUAGES

+ Add Languages \ Import Translation Export Content

Spanish (Argentina) - espafiol (AR) v Active on Live Community @
Spanish (Ecuador) - espafiol (EC) Fallback Language @
English (US)
Display Label

Spanish (Argentina) - espafol (AR)

IS0 639 Language Code

es
ISO 3166 Country Code

AR

Figure 5-35. Adding a language

o Import translations: Bring in properly formatted translations as XML
to use for a specific language being used within the community. See
Figure 5-36 for the modal that is displayed to allow a user to import
content.
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Import Translated Content

Import overwrites the current translation values in your community. Ensure the XML file matches the expected
format and is well formed. Learn more

: Drag an XML here

ar

Select an XML file 1

Figure 5-36. Importing language content

o Export content: Export existing translation content for a specified
language to be used externally (see Figure 5-37)

Export Content for Translation

Select All Deselect All

English (US)
Spanish (Argentina) - espafiol (AR)

Spanish (Ecuador) - espaiiol (EC)

Save as:

Languages xmil

Figure 5-37. Exporting language content
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Associating multiple languages with your community will impact the top navigation
within Community Builder, introducing one additional button/control (shown in
Figure 5-38) to manage your languages.

cl an ° Publish Preview

-

m

English (US)

Spanish (Argentina) - espaiol (AR)

Spanish (Ecuador) - espafiol (EC)

Add Languages

Figure 5-38. Language management within Builder

Advanced

The Advanced section on the Settings tab allows the ability to enable and gather
additional analytics and to control the head markup of all pages within the community.

For an organization that isn’t yet set on a web analytics tool for its Salesforce
community, I highly recommend using Google Analytics. The reason is not a secret;
Salesforce supports Google Analytics out of the box with ease. An admin can simply
create a new Analytics property and then enter the corresponding Google Analytics
Tracking ID in Builder. See Figures 5-39 and 5-40.

Phil Weinmeister

Tracking ID / Status

UA'87468862'3 No data received in past 48 hours. Learn more

Complete Guide to Commun

Figure 5-39. Obtaining your Google Analytics Tracking ID
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Google Analytics™

Enter your Google Analytics Tracking ID to track page views.

UA-87468862-3 h—

Let Google Analytics access your Salesforce data for deeper insights into search activity. @

Figure 5-40. Entering your Google Analytics Tracking ID

After setting up Google Analytics for Salesforce communities, an admin will need to
wait for community activity to occur. Once that happens, the analytics will start to come
to life. Figure 5-41 shows an example of what this might look like.

Fage Viat  Ciosst ve Used Totel femetn » ¥ Gaiect o men By ek e off

Fampy mnasst eess Arves

p— . Detes - a Kz
’ Crvrd At Tutal Lowetn | - Tata Lowetn |

132
1. | Selected Articie from Bearch » I 5 55
2 ooty » I e T
3 Searched Pe Commanty 1 I 00
4 elecie Dacuneen fom ek g 2

Figure 5-41. Google Analytics in action

While Google Analytics tracking doesn’t change your community itself in any way,
the Head Markup section does. This section is primarily to help inform search engines
and browsers how to label, report on, and present a community, but some markup can
actually change its behavior and the user experience. The markup set here is applied to
each page within your Lightning community. Entire books are dedicated to this topic, so
Iwon’t be covering it in much more detail here. However, it is important to understand
what is allowed within the head markup; see Figure 5-42.
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Allowed Tags |Allowed Attributes
<base> href, target

as, charset, crossorigin, disabled, href, hreflang, id, import,
<link> integrity, media, rel, rellist, rev, sheet, sizes, target, title, type
<meta> charset, content, http-equiv, name, property, scheme
<script>
<title> None allowed

Figure 5-42. Allowed head markup in a Salesforce community

Here is an example of what the head markup could look like:

<base href="https://philwein.my.force.com/s/" target="_blank">

<link rel="stylesheet" type="text/css" href="theme.css">

<link rel="icon" type="image/png" href="https://weinforce.files.wordpress.
com/2017/08/phil-new-pic.png">

This markup provides the following results:

o Establishes https://philwein.my.force.com/s/ as the base URL for
all relative links

o Useshttps://philwein.my.force.com/s/theme.css as a stylesheet
for the overall community

o Setshttps://weinforce.files.wordpress.com/2017/08/phil-new-
pic.png as the icon for the community

Two additional sections reside on the Advanced page. An admin can reveal all
components on all pages. This is not recommended, as incompatible components may
appear on specific pages and cause some confusion for the community administrator.
However, scenarios may exist where this is helpful. The last section is Performance; this
is basically a link to the Chrome extension Community Page Optimizer. This extension
provides additional analytics on component performance to help organizations better
consider and act on existing performance when managing a community. Navigate to
http://bit.1ly/2ABtIGF to learn more about this tool.
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CMS Connect

The CMS Connect section of the Advanced section on the Settings page allows for a few
communitywide settings from CMS Connect to be applied. I will dive into CMS Connect
in general later in the book; for now, I'll address this area of Builder only. Specifically, an
administrator can control the header and footer via CMS Connect using the Settings tab.
Once a CMS Connection is set up, that connection, along with the corresponding URL,
can be used to serve up a header or footer for the site. Figure 5-43 shows how the header
might be set via CMS Connect.

Settings CMS Connect

General CMS Connect Header and Footer

Use a header and footer from a connected CMS5 source in your community.
Theme

Header Source Header Path Use Personalization @
L .
DNERgE ‘Weinforce ¥ wp-blog-header.php
Advanced
Footer Source Footer Path Use Personalization ©
CMS nect
EoHned --None-- ¥ Example: content/example/site/footer.html
Updates @D
Developer

Figure 5-43. CMS Connect within community settings

Updates

The Updates section of the Settings tab provides information on template updates

and allows upgrades to be performed from the same location. See Figure 5-44 for an
example of a pending update. If no update is available, a message will appear formatted
like this: “You're already using the latest version of your template: [Template/Bolt]
[Release Name].”
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Sent gy Updates

General An update is available for the Customer Service (Napili) template.

Theme

o This update changes your community's settings, configuration, and custom CSS styling.

Languages First, : . Then back up and test your
community, preferably in a sandbox environment, before publishing it.

Advanced

CMS Connect I understand the changes applied in this update

Updates D

Developer

Figure 5-44. Presentation of a pending template update

After selecting “I understand...” and clicking Update, a warning message appears.
See Figure 5-45 for the message.

Update community?

You can't reverse the update. Some parts of the community can be reverted if you've
exported a backup. Make sure you understand all the implications before continuing.

Learn More
Update Cancel

Figure 5-45. Template update warning

Developer

In my opinion, the naming of the Developer section of the Settings tab is a bit of a
misnomer. This page could be leveraged by individuals in a variety of roles, not just
developers. Currently, the page allows for exporting solutions (i.e., Lightning Bolts)
and Lightning pages. Figure 5-46 shows the initial view of the Developer section; the
template/bolt export page is in focus by default.
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Developer

Lightning Community Templates makes it easy to export your customized community and use it to jump-start new
projects, or package and distribute it as a solution for others to use. Save time by building once, then reusing

EXPORT A TEMPLATE EXPORT A PAGE <[> Developer Console

Tell us about your Lightning Community Template. This information appears
in the Community Creation wizard. Learn More

Information

*Name

CGC

*Category

Sales

*Images
Add at least one image (used as thumbnail). Recommended dimensions: 1260px X 820px

Figure 5-46. The Developer section of the Settings tab in Community Builder

Both templates and pages significantly speed up community configuration, as they
offer preconfigured community elements that can be used in place of multiple manual
steps. [ will dive into templates, or Lightning Bolts, in granular detail in Chapter 13. Here,
I'll explain the second tab (Export a Page). This allows an administrator to essentially
copy a page in the existing community, including the layout, component placement,
component configuration, and metadata associated with that page. The administrator
can immediately reuse that page quickly within the existing community or another
community in the same org. Additionally, that page can be exported, via Change Set,
package, or IDE, to another org; this allows the use of that page template within any
community in that destination org. See Figure 5-47 for a look at this tab.

95



CHAPTER5 COMMUNITY BUILDER FOR LIGHTNING COMMUNITIES

Developer

Lightning Community Templates makes it easy to export your customized community and use it to jump-start new
projects, or package and distribute it as a solution for others to use. Save time by building once, then reusing

<[> Developer Console

EXPORT A TEMPLATE EXPORT A PAGE

After you export a page, it appears in the New Page dialog.

Select a page to export:

Messages v Export

Figure 5-47. Exporting a Lightning page from a community

Do keep in mind that this page, when exported, is not actually connected to a
community. It is a page template, essentially, that can be used to create a new page in
a specific community. Figure 5-48 provides another view of the contents included in a
page export.

Page Layout Community A Page Metadata / Components (positioning Community B
g y‘\o\ ty ) Settings & configuration) ty
. _Community Page e~ . Community Page
[ Compon!nl\: Utility / Navigation ACTION J‘ [ Component: Utility / Navigation ACTION J
Component: Custom Header Component: Custom Header 1
((Loge (. Search ) (My Profile ) ((Lego ) ( Search ) ([ My Profile )
Component: Image Gallery [ Component: Image Gallery )
‘ ‘Thumbnail Thumbnail ‘ Thumbnail » Thumbnail Thumbnail
Export
(“TiweiCaption ) (( Twe/GCapon ) [  Tie/Caption ) ((Tite/Capton ) (Tle/Caption ) (_ Tite/Capton )
Component: Q&A Component Q8A |
[ Chatter Feed ] [ Chatter Feed ]
Component: Footer Component: Footer
Link 1 Link 2 Link 3 Link 4 Link 5 Link 1 Link 2 Link 3 Link 4 Link 5

"

Figure 5-48. Exporting a page allows the page contents, including layout,
component positioning, and component configuration, to be leveraged within

another community
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Top Navigation Bar

While the left sidebar is a major focus for activity within Community Builder, the top
navigation bar also boasts a number of commonly used controls, menus, and actions. It

contains the following elements:
e Community menu (community navigation/control center)
e Pages menu (page management)
e Builder controls
e View Mode
e Help
e Builder Mode

Figure 5-49 shows where each of these elements is located.

0= 1E Jelo

Y oX t v

Community Navigation / Page Management Builder Controls View Mode Help Mode Swilcher
Control Center

Figure 5-49. The top navigation bar within Community Builder

Note The Languages button is introduced if multiple languages are configured
for the community.

Community Menu

The Community menu allows for navigation not only to all administrative areas of the
current community in focus but to all other communities within the org. There are three
main sections.

o Top-level navigation
e My Workspaces

e My Communities
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Figure 5-50 shows the panel with each section clearly delineated.

rs Community Workspaces
Self-Sarvice Community

View Self-5ervice Community
Community Workspaces

Salesforce Setup

MY WORKSPACES

0 suider

m Moderation

m Content Targeting

[2) oasnboards
CMS Connect

Administration

B Guided Setup
MY COMMUNITIES

Self-Service Community (Preview)
Flow Community

Lightning Belt

AC (Preview)

Autcmate and Ignite Community (Preview)
CGC (Preview)

CGC2 (Preview)

Kraylee (Preview)

MCSSC (Preview)

PW1 Community (Preview)

PW2 Community (Preview)

Figure 5-50. The Community menu within Community Builder

Top-Level Community Navigation

The top-level community navigation section provides three common “quick links” for
the following purposes:

o Viewing the community “live” (i.e., as a user in production).
e Accessing the workspaces page for the community in focus.

o Navigating to the All Communities page in the standard Salesforce
setup menu. Figure 5-51 shows the destination pages for a
community named Self-Service Community.
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N —— LR L

SO 5ENICE COMMUNILY | neee e o o

=
iy Weomapece Guci Linis
ﬂ Community Workspaces E [: m R —
Seff-Service Community L Whrduration Shmtant Saggiing i memisis Doty St
View Self-Service Community /
i o
Community Workspaces -

Salesforce Setup |
& \

THHTHHHee

Figure 5-51. A look at the destinations of each of the links in the top section of the
Community menu

My Workspaces

This area of community administration is relatively new, being introduced in 2017. It
involves a modular approach to administration, segmenting different key areas that drive
community functionality. There are currently seven modules, yet I expect that number to
grow over time as new administrative elements are added. As of the Summer '18 release,
the following modules are available:

e Builder
¢ Moderation

o Content Targeting
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e« Dashboards
e CMS Connect
¢ Administration

e Guided Setup

See Figure 5-52 for a view of the community workspace screen.

My Workspaces

Builder

Build, brand, and customize your
community pages.

Dashboards

Examine the health of your community
with reports and dashboards and engage
with community members.

Guided Setup

Configure features and integrations with
step-by-step instructions.

Moderation

Monitor posts and cormments, create rules.

CMS Connect

Bring content from your CMS source into
your community.

Figure 5-52. Community workspaces

Content Targeting

Recommend resources, use topics to boost
visibility, and target content to audiences.

Administration

Configure settings and properties for your
community.

I will cover each of the workspaces in more detail later in this book.

Note The specific workspaces that appear may differ, depending on the template
being used and the version of that template.
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My Communities

In the third and last section of the community navigation/control center, users will
find a list of all communities, whether Tabs + Visualforce, Lightning, preview, active, or
inactive. You'll see something like the list shown in Figure 5-53.

MY COMMUNITIES

CGC2 (Preview)

Flow Community

Lightning Bolt

Self-Service Community from Bolt (Inactive)

AC (Preview)

Figure 5-53. My Communities, a list of all commupnities in the org

Pages Menu

The Pages menu allows for quick access to all pages associated with the community.
Figure 5-54 shows a standard view of the menu for a newly created Customer Service
(Napili) community.
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Home

@

Pages

Q, Find a page...
TEMPLATE PAGES
Home

Contact Support
Create Record
Error

Feed Detail
Messages
Question Detail
Quip Docs Related List
Search

Topic Catalog
Topic Detail
User Settings

OBJECT PAGES

-+ New Page

_‘ §

Figure 5-54. The Pages menu

—

pLACEHOLDER E

Template Hi

WEL(

slace where you can easily 1

This menu does not prioritize pages based on a page’s prominence on the site or

criticality within the standard community navigation; it simply lists every page that exists

in that community, whether or not the page is technically being used. The menu does,

however, categorize pages into multiple sections.
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My Pages: Custom pages (i.e., pages not created by Salesforce). These

might be created manually, come with a Lightning Bolt, or originate

from a page that was individually exported for use in the community.

Template Pages: Any pages that are available with the selected

template that don’t fall into any of the three following categories.

Some examples include Home, Messages, Search, and User Settings.
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e Object Pages: Object-specific pages. These come in three flavors:
Detail, List, and Related List. They include objects such as Cases,
Groups, and Dashboards.

e Generic Record Pages: Pages to handle records for objects that do not
have an object page. For example, viewing an opportunity when an
Opportunity Detail page is not existent would instead leverage the
generic record detail page.

o Login Pages: Login-specific pages, including Check Password, Forgot
Password, Login, Login Error, and Register.

I will dive into the page setup screen/interface in detail in the next chapter (shown in
Figure 5-55).

Pages PROPERTIES PAGE VARIATIONS
Q, Find a page...
Name @
Topic Catalog Case Detail
Topic Detail URL @
User Settings | | case/:recordld
OBJECT PAGES
Page Access
I Case Detail soe Your community-wide access level is set to Requires Login.
Access to this object page depends on your Salesforce security
Case List settings. Not sure who can see what? Ask your Salesforce admin.
Case Related List SEO

Help people find your pages more easily by adding search engine
optimization (SEQ) properties. Learn More

Title @ ()

Dashboard Detail

Dashboard List

Dashboard Related List
Group List

Group Detail

Group Related List

Report Detail

{!Record._Object}: {!Record. Title}

Description @ {1

Page description that can appear in search engine
results.

Meta Tags @

Figure 5-55. Page setup, to be discussed in Chapter 6

Edit Meta Tags
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Builder Controls

Builder controls, as I refer to them, allow a community administrator to perform some
basic actions to assist with community development. First, a Refresh button allows for
back-end updates to be reflected in Builder. Let’s say that Salesforce data has changed
four records that are being displayed on the community page shown in Builder; those
updates won'’t automatically be reflected within Builder. However, clicking Refresh
will display the latest, most up-to-date version of the applicable community page. See
Figure 5-56 for the button location.

i Home - «-—— = bk to Builder

Jud‘lsu T

ST MERTY ,'I“"'H | ll

Figure 5-56. The Refresh button, useful for updating a page based on data changes

The additional controls are Undo and Redo. Admittedly, I rarely use these controls.
However, they could be of significant value for community builders. For example, let’s
say a component with a large number of property editor configurations is deleted. The
community administrator then realizes that he or she made a mistake and actually does
need the component. With one click, the component can be re-inserted on the page in
the same position and with the same configurations. See Figure 5-57 for a view of the
Undo and Redo controls.

il tome - @ ——*D o @

Figure 5-57. Undo and Redo buttons
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View Mode

The View mode that is built into Community Builder is extremely useful for community
managers or builders to determine what the community looks like on a variety of device
types. Specifically, three options are provided.

¢ Mobile
. Tablet
e Desktop

With one click, the view can be adjusted to validate the responsiveness and
positioning of components within the community. Figures 5-58, 5-59, and 5-60 show
the same community page in all three modes to convey how the view mode changes
the display.

im Home v | o o (=B Back to Builder

Home  Support A Philwein =

My Open Cases Quick Links
SE 1 CONT. AN E
00001002 Stells Paviova Seeking guicance on electrical wiring installation for GC5060 New s
00001018 Edina Frank Maintenance guidelines for generator unclear New
Link 3
[ Lauren Boyle Design issue with mechanical rotar New
ik 4
000026 Test Case New

Figure 5-58. Desktop view
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ii = ‘ - L{ [J

Homdl, Maowh. A ilwein -

H kI

If-"i ML H,H;ﬂ

Wy OpenCases Quick Links
) o o -
Fiter sort et
Link2
00001002
Contact Name: Stella Paviova Link 3
Subject: Seeking guidance on electrical wiring installati... —
Status: New

Figure 5-59. Tablet view
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ﬁ Home - o 7 0 H

QO A PhilWein

i
!

[T
] Irll' I

Figure 5-60. Mobile view

It's great to see the different responsive views, but don’t miss what’s actually
happening with the page display. The “algorithm” to determine the view is structured
and logical, making it easy to build a community with different views in mind.

For example, let’s take a look at a specific page layout (Figure 5-61).
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New Page

Choose a blank content layout that defines the regions of your page.

1 full-@dth column 2 columns, 1:2 ratio 2 columns, 1:1 ratio 2 columns, 2:1 ratio

2 columns, 2:1 ratio, split sidebar 3 columns, 1:1:2 ratio 3 columns, 1:2:1 ratio 3 columns, 1:1:1 ratio

Figure 5-61. 2:1 ratio, split sidebar

To clarify what’s happening, I set up one component in each section below the
header—the Rich Content Editor component. In each instance of the component,
I display the name of the page section. See Figure 5-62 for the desktop view.

Content Header
Content Sidebar Featured
Sidebar
Content Footer

Template Footer

Figure 5-62. Sections clearly labeled for the purpose of viewing sequence in a
mobile view
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I take the desktop view and modity it to the mobile view to show how these sections
are sequenced; see Figure 5-63.

jl  TestPage ! A 0 ©  Publish  Preview

COOERE

R .u--l’.m.a_i

|-=|rr

Content Header
Sidebar Featured
Content
Sidebar
Content Footer

Template Footer

Figure 5-63. Mobile view of the page shown in Figure 5-62

The main takeaway here is the positioning of sidebar content relative to the main
“content” section: Sidebar Feature comes first, followed by Content and, finally, Sidebar.

Help

Salesforce has you covered on help documentation relevant to Community Builder; even
better, the available help documentation doesn’t require that you exit Builder to read it.
There are currently three help sections provided.

o Take a Tour
¢ What's New

o Help & Training
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Figure 5-64 shows where these different areas of help can be selected.

im Home ¢ ) o blish  Preview
e HELP

- Mome  Support a, 2 What's New Phil Wein ~

3 Help & Training

Figure 5-64. Community Builder help has three sections

Take a Tour

The Take a Tour help section provides a community manager, administrator, or
developer with a step-by-step walk-through of the key features and aspects of
Community Builder. This is helpful for anyone relatively new to Community Builder but
wouldn’t be used too much by veterans in the space. Figure 5-65 shows the first screen
in what is currently a 14-step guide. This will likely expand in the future, as additional
communities features are added to Salesforce.

il  Home - & S 0 0 @ b e

Take a Tour

What's New T‘T“'r

Help & Training

Welcome to Community Builder

i\ . ommunity Builde
.t 3‘1 ;...l..-.l: . L !
== . drag and drop Li

”EHMWW'” s

experiences to differ

Step 1 of 14 Continue

Figure 5-65. Take a tour of Salesforce Community Builder
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What’s New

The What'’s New section within help provides a “bullet list” overview of some significant
enhancements and changes delivered in the most recent of the tri-annual releases.
Figure 5-66 shows what was made available via What’s New in Spring '18.

Distributed Marketing

Partrers wha Sre Marketing new PIOgRmS con use pre-configuied campaigrss, which can be
Custamized with your messaging

1-to-1 Journeys with Marketing Cloud

Use il oy to onk

New Support Components

Defiection companents 1gether 10 help CusIomers
re thy file a case. Members can find solutions in articles snd

Case Deflection Dashboard

Track confirmed and potensial case daflections, 500 which articies and discussions ane the
mast heipful, and keep an eye on deflections in the community

Dartrar Srrraened

Figure 5-66. What's New shows what came out in the last Salesforce release
related to communities

Help & Training

The Help & Training links take users to the standard Salesforce help documentation and,
specifically, to the Community Builder Overview article. Figure 5-67 shows the article
that appears.
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[ N Community Builder Overview
@ Secure https://help.salesforce.comy/articleView?id=community_designer_overview.htm&type=5

& i
COMMUNITY

= Q) Search Knowledge articles, best practices, and more...

NAVIGATION >

< VIEW ALL DOCS

0 DOCUMENTATION

Community Builder Overview

Community Builder and community templates for self-service let you create, brand, and publish a custom
community that looks great on any mobile device! Choose a template to quickly start your community, and
then style the pages to match your company’s branding.

User Permissions Needed

To create, customize, or publish a Create and Set Up Communities AND View Setup and
community: Configuration

With Community Builder, you can:

* Quickly style the community to match your company’s branding.

= Edit community pages and components with the Community Builder and customize their design and
content.

Figure 5-67. Community Builder help

Builder Publication and Modes

The final area of the top navigation menu within Community Builder allows
administrators the ability to perform two key actions.

e Publish: Publish the community

e Preview/Back to Builder: Toggle between preview and Builder modes
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Publish

With the exception of changes made to the navigation menu, no Builder changes are
immediately/directly exposed to external users. To make site changes visible to end
users, the community must first be published. Clicking Publish (Figure 5-68) does the
following:

e Pushes “live” any changes since the last publication of the
community; the user-facing version of the community will reflect
what is in Builder as of that moment

e Sends an email to the publisher notifying him or her that the live
community has been updated

o Eliminates any undo/redo cache

"3 (. o Publish Preview

-

Q Ssearch.. /’. Phil Wein

Figure 5-68. Publish a community to push draft changes to the community’s
audience.

Figure 5-69 displays the three-step process that occurs once an administrator clicks
the Publish button.

1. The administrator is presented with an information modal before
proceeding by clicking another Publish button.

2. The progress indicator is shown (or “No changes to publish” is
shown).

3. Notification of publication completion is displayed.

Pubish Your Community Publish Your Comemunity Publish Your Community

- - o BB AR o BTG o
f

Figure 5-69. Steps involved in publishing a community
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Preview

While it is true an admin can fairly easily view the live community from Builder
(referenced earlier in the chapter), those live changes might not reflect the latest changes
made in Builder. To quickly view those changes as a user would actually see them in a
production-like environment, the admin can click Preview at the top right (see Figure 5-70).

=y (] 2] Publish  Preview

-

/ A Philwein ~

Figure 5-70. Preview a community

Preview will remove all section indicators, minimize controls, and provide an easy
toggle back into Builder. Figure 5-71 shows that the Preview button is replaced with once

entering Preview mode.

Back to Builder

__‘ Phil Wein ~

Figure 5-71. When previewing, an admin is provided with an option to return to
Community Builder.

Note Preview is extremely useful for separate changes to multiple pages within
a community in sequence. Make a change, preview, navigate to the next page,
return to Builder, and repeat as often as needed. This process is much easier than
navigating through the community within Builder.
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Recap

This chapter on Community Builder was extremely lengthy, warranted by the high
volume of content and detail associated with this powerful tool. I reviewed every aspect
of the Community Builder user interface. The first major section covered was the left
sidebar/tabs, which revealed multiple layers of functionality, starting with the Page
menu, theme controls, page structure, and settings. Additionally, I walked through

the top navigation bar, which houses the main community menu, page manager, and
various Builder controls. You should feel fairly comfortable with how to navigate Builder
and be able to start to construct a basic Lightning community.
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CHAPTER 6

Pages and Components
in Lightning Communities

For anyone planning to build a Lightning community on the Salesforce platform,
understanding the creation and management of the corresponding pages and
components (in the context of communities) is essential for success. In this chapter,
I'll build upon the Community Builder framework that was covered in detail in
Chapter 5 and provide insights on how to make the most of what comes out of the box
in a Lightning community, as well as how to extend that with additional pages and
components.

Before I jump in and walk through the ins and outs of page publication and
component configuration, I want to make sure the concept of the journey—as it relates
to Lightning pages and components—is abundantly clear. Let’s first take a look at a
starting point: a standard, Salesforce-provided community template. Figure 6-1 shows
this starting point, which includes standard objects, standard Lightning pages, and

standard Lightning components.
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_______________________________________________________________________

Standard Page 1 Standard Page 2 Standard Page N
Standard 9 % g

= [[2C

Data Model Lightning Pages

Figure 6-1. The starting point for a Lightning community, based on a template,
includes the data model, Lightning pages, and Lightning components

Right out of the gate, Salesforce provides a slew of existing Lightning pages and
components to work with. It’s extremely likely, however, that a community administrator
or developer will want to build upon this initial inventory of assets that are available
to address requirements and use cases specific to his or her organization. Figure 6-2
provides the next high-level step, which is supplementing existing objects, pages, and
components, as needed.

Data Mndel

SEEEOEEE =
Standard Pagn 1 Standard Page 2 Standard Page N

.
|
|
Ohjecls : +

SC SC SC SC sC o m Pages
| -
| loioljesialjiooi)
.
|

Custom
Objects

Saleforce Qut-of-the-box

{e.g., Napili Template) (Sta ndard] nghtnlng Pages

Figure 6-2. The objects, pages, and components that are initially available in a
Lightning community can—and usually should—be supplemented
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Assembly and configuration now follow as the final step in the implementation
process. Once the conceptual “Lego pieces” are made available, they need to be put
together and placed appropriately on the corresponding Lego boards. Figure 6-3 shows
the final picture of a community, following the addition, placement, and configuration of
relevant pages and components.

Data Model nglltnmg Compomnts & Apps

CUW CUSW" °'J3‘°'“ Custom Page Custom Page
i Custom
ﬂﬂﬁﬁﬂﬂﬂﬂﬂ

Standard
Objects

Custom Page

acoon

Shandard S)aluh'd Page 1 Standard Page 2 Standard Page N i Custom Page
! |meeliose | e
ks =) (EE)E) -

Standard Components @ el e

Li htnln Pages
Custom Components 9 gFag

Figure 6-3. Representation of a customized, configured Lightning community that
has gone beyond the assets initially available at community creation

Note The Build Your Own template comes out of the box with pages and
components, but they are minimal, providing only what is absolutely required for a
basic Lightning community solution.

I'will not be covering actual development of Lightning components in this chapter and,
generally, will not be providing guidance on programmatic aspects of the platform. There
are abundant resources on how to build custom components in the Salesforce ecosystem; I
will be focusing on how to use these components within your Lightning community.

Lightning Pages

Before delving into Lightning components for communities, one must understand
Lightning pages. Why? A component’s utility is minimal (nonexistent in a purely
declarative framework) without a Lightning page to actually house the component
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within a community. To break down the details of a Lightning page, we will start at the
beginning with page creation.

Within Community Builder, an admin can access the Pages menu for anything and
everything related to the management of a Lightning page within a community. See
Figure 6-4 for a look at the Pages menu and, in particular, the “New Page” button at the
bottom of the menu.

ﬁ Home -
Pages o
Q Find a page ':-
TEMPLATE PAGES
| Home e
Contact Support
Create Record WELCOME TO THE SELF-SERVICE COMMUNITY!
Error
e G atorial

Messages CREATE A CASE
Question Detail
Quip Docs Related List SUBJECT
Search

Topic Catalog
DESCRIPTION
Topic Detail
User Settings

OBJECT PAGES
Lea <+ New Page

Figure 6-4. Selecting “New Page” at the bottom of the Pages menu starts the page
creation process

To create a new page, a community administrator clicks the “New Page” button. The
first step is a critical one: deciding whether the page will be a standard page or an object
page. Figure 6-5 shows the choices available when creating a new page.
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New Page

What type of page would you like to create?

Standard Page Object Pages
Create a page that's based on a layout and Create record detail, list, and related list
add any combination of components. pages connected to a Salesforce object.

Figure 6-5. The New Page dialog provides two choices: Standard Page or
Object Page

During page creation, the admin will need to determine whether the page will need
to be bound to a specific object. If not, a standard page will suffice. If so, an object page
will be needed. See Figure 6-6 for the thought process critical to making this decision.

Will the page show
any Salesforce data

Does the page need Yes

housed in standard to be‘fli)oug_d f??'j‘ Object Page
or custom objects? specitic objec
Standard Page Standard Page * Being bound to an object doesn't prevent

other object data from being shown on the
page; it does mean the selected object will
be the context used for the page.

Figure 6-6. Decision tree for creating a standard page or an object page
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When creating a standard page, the next choice is to determine whether to start
from a preconfigured page or from scratch. The preconfigured pages that are available
(Figure 6-7) are sourced from the “Export a Page” option on the Developer page within
the Settings tab. Once a page is exported (and, if from a different org, imported), it will
appear as a candidate starting point for any new page.

New Page

Choose a preconfigured page or start with a blank page layout.

Search
II‘I'IIJOI ted 9

Figure 6-7. When creating a new page, an admin can select a blank page or select
Jfrom available imported pages as a starting point

122




CHAPTER6  PAGES AND COMPONENTS IN LIGHTNING COMMUNITIES

It is critical to understand what it means to create a page from an existing,
preconfigured page, instead of creating a new, blank page. With a new, blank page, an
administrator can select the page layout, but no content will exist on the page (with
the exception of anything that is part of the overall theme). When a preconfigured page
is selected, however, any components that are present on the selected page will be on
the page at inception. Not only will the components be present, they will be positioned
and configured exactly as they are on the selected page. Think of this as a page-level
template. Figure 6-8 shows the process of the page creation process and the various
selection points and activities.

Custom Fage 1 Custom Page 2

Custom Fage 3

New Standard Page

 Available CustomPages

Existing ---- S50
Preconfigured; Companents
are Positioned and Configured
Standard Standard Create from
Existing or
New Page?
Selecta

........ Page Layout Blank Page; No
ge Lay Components Present

Page Layout 1 Page Layout 2 Page wat 3 New Standard Page
Record Record Related |
Detail List List ‘ ‘ ‘ ‘ I ‘

: Available Page Layouts

Figure 6-8. Thought process and considerations for Lightning page creation
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For those selecting a new standard page, an option to select the page layout will
appear. The layouts that are available will include a number of out-of-the-box layouts but
may also include some that are custom. In Figure 6-9, a combination of both standard
and custom layouts is shown.

New Page

Choose a blank content layout that defines the regions of your page.

2 columns, 2:1 Fatio, soit sidetar o 3 columns, 121 ratio 3 columrs, 1:1:1 rabo

TSurrwmits Lisad Banner, 1 Column, TSummits Lead Barner, 1 column, TSurnmits Leed Banner, 1 colurmn,

Custom

Figure 6-9. The page layouts that are available during page creation can include
a selection of custom page layouts

Creating a new object page is fundamentally different from creating a new standard
page. An object page actually results in three new pages, not just one.

¢ Record Detail
¢ Record List

e Record Related List
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As an example, I'll create an object detail page for the product object (Figure 6-10).

New Object Pages

Select an object to create the detail, list, and related list pages associated with it.

Al -

Figure 6-10. Creating new object pages for the Product object

Once completed, this action will result in the following activities being completed via
automation for the product object:

e Page layout (one full-width column)
e Applied components (differs by page)
e Configuration of components (differs by page)

Figure 6-11 shows what the Product List page looks like without any additional
configuration.

il  ProductList -  Productlist - o (=]
Products
All Products Hew
17 items » Sorted by Product Name » Updated a few seconds ago - W- ¢ 75 €7
PRODUCT NAME v PRODUCT CODE v CREATED DATE “ CREATED BY ALIAS W
1 GenWatt Diesel 1000kW GC1060 04/05/2017 17:16 PWein -
GenWatt Diesel 10kW GC1020 04/05/2017 17:16 PWein -
GenWatt Diesel 200kW GC1040 04/05/2017 17:16 PWein -
GenWatt Gasoline 2000kW GC5060 04/05/2017 17:16 PWein -

Figure 6-11. New, unmodified Product List page following creation
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Navigation Menu Bar

The navigation menu bar that is available in Lightning communities goes hand-in-hand
with Lightning pages. The navigation menu bar is a highly configurable component
that drives the overall site navigation. While Lightning pages (standard or object) are
the most common targets of menu items, the navigation menu bar supports a variety of

destination types. Figure 6-12 shows the navigation menu bar.

Figure 6-12. Standard navigation menu bar

The navigation menu bar has a couple top-level settings, relating to App Launcher
and the home page, as shown in Figure 6-13. The App Launcher icon can be hidden, and
the home page icon can be shown as text or a small house icon.

Navigation Menu

Hide App Launcher in community
header

Replace Home text with icon I

Click the button below to edit your
community’s navigation menu.

Navigation Menu

Figure 6-13. Navigation menu bar top-level settings
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The Navigation Menu configuration settings provide significant flexibility for
modifying the navigation menu items. Figure 6-14 shows the six types of menu items that
can be added.

Navigation Menu

Menu Structure + Add Menu Itcrr‘ Menu Item
*Name
Hnome ﬁ
New menu item
= Topics X
*Type
= New Case (from Action) X I ¥ Community Page _]
External URL
= All Cases X Global Action
Menu Label r
= Groups X Navigational Topic '
Salesforce Object
= Streams X
= New menu item X

Figure 6-14. Navigation Menu management interface
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To help with understanding all available options and suggested considerations, refer

to Figure 6-15 for details on the navigation menu item types.

Type Available Settings Notes
Community Page |Page Any standard or object page can be selected. The page must be

URL (for certain pages) published; otherwise, it will not show up as available.
Publicly available

External URL URL This can be used to point to internal URLs, as well, for exceptional
Open link in the same tab situations. For example, if it was desired to point to a Visualforce
Publicly available page from a Lightning community, it could be done here.

Global Action Action This menu item will open a modal, not direct the user to a page.
Publicly available

Menu Label Publicly available Non-functional item other than serving as a parent menu item. Other

menu items can be added "underneath" it.

Navigational Topic

Type

Add the "More Topics..." link

Publicly available

This is included by default.

Salesforce Object

i0Object Type

Default List View

Publicly available

Similar to selecting a Community Page that is an object page (vs. a
standard page).

Figure 6-15. Navigation menu bar item types, settings, and considerations

Note

As of the Summer ’18 release, changes to the navigation menu can be

saved in a draft state. Previously, any changes to the navigation menu had to be
published immediately.

Lightning Components

I find it helpful to use metaphors in the context of Lightning communities (hence my

previous example of referencing Legos). I'd like to use a slightly different one here. This

time let’s use a neighborhood as the example for a Lightning community. Lightning

pages serve as the “slabs” under homes, and Lightning components equate to elements

of the homes themselves that sit on the slabs. While both slabs and the houses are

absolutely essential, owners of houses really don’t care about the slabs too much; the

slabs exist to support and provide a layout for the house, but they don’t provide much

functional value to the owners.
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It’s the same with Lightning components and pages; most users don’t think too
much about the page itself, but instead, they care about the content (components) on
the page. See Figure 6-16 for a visualization of this concept.

Lightning Community

Structure / Building
Elements of Houses

Components

_ |—* Slabs of Houses

Pages

Theme/Settings ——l- —'—* Neighborhood Road

Figure 6-16. Conceptualizing aspects of a Lightning community as neighborhood
housing elements

When we talk about Lightning communities, the components are at the core of the
functional experience. In Chapter 5, I covered the Components tab within the left tab/
sidebar and discussed the presentation of the components (with standard components
being grouped functionally/logically and custom components being consolidated in their
own group). Here, I will go a little deeper to help community administrators go from concept
to application in their journey to create the perfect community, specifically at the point of
determining what to do with the plethora of Lightning components that are available.

Understanding Components within Communities

Assuming a Lightning component is built properly for its intended purpose, the value of
a component within a Lightning community is predicated on these three factors:

e Placement (Lightning pages on which the component is placed)
e Positioning (page section or sections in which the component is dropped)
o Configuration (configured settings of the component)

If any of these is not appropriately considered, the value of the component will
decrease for community users. I'll briefly walk through each to ensure the concept is clear.
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Component Placement

Before an admin can start configuring a component for its particular use, he or she must
decide which page (or pages) it should be associated with. The absence of a high-value
component on a particular page can be extremely impactful; similarly, the extraneous
presence of a component on a page can be distracting and create a convoluted
experience for a user. While many components can be placed anywhere within a
community, it is critical to understand context and the fact that some components have
a limited number of potential page homes. See Figure 6-17 for some examples of where
and how components might apply to pages.

Generic Record Detail: OK Product
Product Record Detail: OK Record .
Standard Page: X | Component Generic
Record
Detail
Generic Record Detail: OK Case
Product Record Detail: X Record L
Standard Page: X Component _
Generic Record Detail: OK Video Fgggeu::t
Product Record Detail: OK Gallery Rec]:ord
Standard Page: OK Component .
Detail
Generic Record Detail: OK . -
Product Record Detail: OK Cgﬁladc:lr:‘eent [
Standard Page: OK P
User Standard
Generic Record Detail: X Page
. Profile
Product Record Detail: X R
: ecord
Standard Page: X
Component

Figure 6-17. Components have context and will not necessarily function on all

Lightning pages
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Component Positioning

I discussed page sections in Chapter 5 and will let you revisit that section for
corresponding details. Here, I want to help answer the question, where on a page should
a component be placed? There is typically no shortage of options; see Figure 6-18 for an
example of what a community admin might be faced with when choosing a component’s
positioning within a Lightning page.

@ 75 Product Cart Button
@ 75 Product Detail
@) 7S Product Filer

@ 75 Product List

Q) 7sProfle Progress

@) 7S Product Checkout

& 75 Spacer ntent r Featured
@) 75 Style & Script Includes ?

& 75 Style & Script Includes wi. ‘

75 Video Gallery
@) 75 tility Navigaton |a

a TS Verify to Proceed \
@) 75 Video Gallery
frd 7S YouTube Embed o -

Figure 6-18. It is not always obvious where a component should be positioned

I want to make sure that these factors are considered before a component is placed
onto a page:

e What other components will reside on the page?

e What is the available “experience real estate,” and how will the

component be used in conjunction with other components?

o How will the component play a role in the expected user experience
on the page?

o Isthe component suitable for different page sections (i.e., has it
been built to satisfactorily display in a single, full-width column on a
desktop)?
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It is quite easy to fall into the trap of going drag-and-drop crazy and letting user
experience and context slip to the back of one’s mind during a community build;
community builders must fight against that potential slip and ensure that components
are placed purposefully and intentionally within a specific page. If one asks these
questions, successful positioning of the components will be much more likely.

Component Configuration

Even with the perfect placement and positioning of a Lightning component within your
community, the component could render zero value if configured improperly. While
this may seem obvious, a community administrator needs to know his or her Lightning
components very well. By that, I mean that it’s important to learn most, if not all, of the
available configurations for a particular component. First, knowing the configurations
means knowing the underlying functionality and not missing out on some potential
value for your community. Second, it’s all about the context. Many components are
contextual, providing different functions or capabilities depending on where they are
placed.

Consider context with the Headline component, for example. In my first example,
I have the component on the Home page and simply set the Title property to “Welcome!”
See Figure 6-19.

Headline -

*Tite
e A———

Banner Text

Page Typs
WELCOME!

Figure 6-19. Headline component on the Home page

Now, I'll place the same component, configured similarly, on the Topic Detail page.
I'll leave “Welcome!” as the title, but I'll make one change: setting the Page Type property
to “topic” as shown in Figure 6-20.
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Topic Detail - e h=] 2 o

Headline -

| " -
l weeomet | NOt used due to topic being use

Page Type
e e NEWS

Figure 6-20. Headline component on the Topic Detail page

Notice that, although Title is set to the same value as it was on the Home page,
“Welcome!” no longer appears. That has to do with the context and other settings. This
is the Topic Detail page, so I want to show the name of the topic within the Headline
component, not a static value that would show up on all topic pages. Once I set Page
Type to “topic,” the title “Welcome!” no longer shows up. The takeaway here is that
community builders need to understand each of the properties available for their
components, as well as how properties overlap and/or work together.

Note With the Summer ’18 release, progressive rendering is available. This
allows administrators to assign top-level components a priority grouping to
determine the sequence in which they appear when a particular page is loading.

A Real-World Example

If any standard community template (other than Build Your Own) is being used to create
a community, the number of available Lightning components is significant. As of mid-
2018, I count a number quickly approaching 100, and I would not be surprised if that
milestone is eclipsed by 2019. As a result, it’s not feasible for me to review all, or even
most, of the available standard components available for communities. Instead, I will
take a handful of components and use them as examples, walking through this select
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group to show possible configurations, and explain the different options and why one

would select certain settings over others. I will leverage the following components:

Headline

Rich Content Editor
Tabs

Tile Menu

Record List

Create Case Form

These are not necessarily the most commonly used components for communities,

but they are utilized fairly often. To best bring all of this life, I'll start with a new standard

page. From there, I will add, position, and configure components to create a community

experience. I'll use the “2 columns, 2:1 ratio” page layout, as shown in Figure 6-21.

Note While most standard components are available in standard (Salesforce-
provided) community templates, they are not all available in each. For example,
Headline is not available in Customer Account Portal, at least through the
Summer 18 release. The following Salesforce help page outlines which
components are available in each template: https://help.salesforce.com/
articleView?id=rss_component reference table.htm.

1 full-width column 2 columns, 1:2 ratio 2 columns, 1:1 ratio 2 columns, 2:1 ratio

New Page

Choose a blank content layout that defines the regions of your page.

—)

Figure 6-21. The “2 columns, 2:1 ratio” page will be used for this example
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Figure 6-22 shows the blank canvas before any components are placed or configured.

im  MyExample Page - o O @  Fublsh  Prevew

Figure 6-22. Blank page, prior to the positioning of any components

Headline

The first component I'll drop onto the new page that was just created is Headline.
This component is located in the Content section on the Components tab. Figure 6-23
shows step 1 (placing the component on the page).

B MyExample Page = hs] (=] [~] Publish  Preview
- Components

* ANALYTICS (2)
[E] cesrboara
Report Chart

¥ CASES (1)

Create Case Form

itent Header

* COMTENT (14}

B catendar

B cMs connect (HTMLY

@ cms connect Uson)

E] ewpiring cortent

] restured Topics & Feeds

B) Headiine

Figure 6-23. Positioning the Headline component
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Headline is a fairly simple component that is useful for providing a text-based

content header on a given page. The component configurations include the following:

Title
Banner Text
Page Type

Unique Name or ID

Banner Text with Articles and Discussions

Banner Text with Discussions

Show Subtopics

The last five configuration settings here have to do with knowledge articles, topics,

and discussions. This page won’t include any of those, so the first two settings are the

only two that require attention. I'll keep it simple and add explanatory text for each:

“Chapter 6 Example Page” for Title and “Practical Guide to Salesforce Communities”

for Banner Text. Figure 6-24 shows the configured component, after being placed in the

Content Header section of the page.

Headiine A

Template Header

¥ Headline

Bottomn

CHAPTER 6 EXAMPLE PAGE

Add headline and banner text, Include
nline links to articles and discussions

*Title

Chapter & Example Page

Banner Text

Practical Guide to Salesforce Commm

Figure 6-24. Configuring the Headline component

Rich Content Editor

Next, I'll focus on Rich Content Editor. Similar to the Headline component, this

component allows for emphasized text; however, it handles much more. An admin can

feature images, videos, links, and formatted text with Rich Content Editor. Also, unlike

most other components, standard configuration settings do not exist; instead, a rich

text/content editor is provided (see Figure 6-25).
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CHAPTER 6 EXAMPLE PACE

Figure 6-25. Configuring the Rich Content Editor component

For this page, I will use the Video option, which is the rightmost button in the editor
shown in Figure 6-25. Figure 6-26 shows the component settings and the page after the
update, as placed in the Sidebar section.

E PAGE

Salesforce Communities Keyn... 0 P

Figure 6-26. Configuring the Rich Content Editor component to show a video

Tabs

The Tabs component is simple yet extremely useful. In the case that a community
admin wants to support a significant amount of content or functionality on a single page
without cluttering up the experience, tabs will allow for the content to be spread across
“subpages” that keep the in-focus display simple. The options with the Tabs component
are limited because it is basically a placeholder for other content; an admin can create,
label, and sequence tabs. In addition, he or she can determine whether a tab will display
on a public page (a page not requiring authentication). For the example page, I need to
first place the component in the Content section (Figure 6-27).
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CMS Connect (JSON) m

Expiring Content . |

Content [ ‘

D Featured Topics & Feeds
D Headline

BB HrvuL Editor

E Language Picker

D Recommendations Carousel

D Rich Content Editog

D Tabs
-

Figure 6-27. Positioning the Tabs component

To support the three remaining components for my example, I will configure the
Tabs component accordingly; see Figure 6-28.

CHAPTER 6 EXAMPLE PAGE Tabs .
Group components and content in a set

Practical Guide to Salesf
oftabs

QUICK LINKS1 MASTER PRODUCT LIST2 SUBMIT ACASES

T4 Quick L:nks1

Ouick Links
Quick 14 Master Product List 2

4 SubmitaCase

Add

Figure 6-28. Creating three tabs using the Tabs component

Tile Menu

The Tile Menu component is relatively new, introduced in the Winter '18 release.

This component allows for branded/stylized links to other pages or content. For my
example page, I'll use it to point to various communities-focused pages in the Salesforce
ecosystem. First,  need to place it in the first tab within the Tabs component I just set up
(Figure 6-29).
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CHAPTER 6 EXAMPLE PACE

1BE00

[ E

DOoDOo@eBnO0orl

Figure 6-29. Positioning the Tile Menu component within the first tab

For each tile menu item, I configure the label, image, and destination URL. Figure 6-30
shows the settings for the first of the four tile menu items.

Edit Tile Menu
Add up to eight links.

Lirk Qrehar + Add Link Edit Link

CHAPTER 6 EXAMPLE PAGE

*Towt

Presaritations by Weinmeister

Emage to Show

7S irmAnikg

JENWLEE WINTER '18 BLOG POST hetgs: weinforoe wordpress.com/ 2017,
i the 52

= S o |

= \ g : N
I oA A /- o] ‘:

Figure 6-30. Configuring the Tile Menu component

Record List

Record List is a staple component within any community that leverages underlying CRM
data. I would not say that is highly configurable, but it gets the job done. The following
configuration options are available:

e Number of Records
e Layouts
e Object Name

o Filter Name
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For this example, I will use a filter called Master List for the Product object. I will
select the Standard layout to provide a less-cluttered look within the tab. See Figure 6-31
for a look at this component, as configured for this example page.

CHAPTER 6 EXAMPLE PAGE Record List v
E cal Guide to Salesforce Communities Show a list of records and let users
create new records.
QUICK LINK MASTER PRODUCT LIST ] 5E Number of Records o
QUICK L 5 E RODUC § Record List
MASTER LIST 25
PRODUCT NAME PRODUCT CODE PRODUCT DESCRIPTION PRODUCT FAMILY * Layout
KQuikPik Disposable Camera QP-001 Lorem ipsum dolor sit amet, consectetu... Cameras Standard v
jFone 10 UF10 Lorem ipsum dolor sit amet, consectetu...  Smartphones * Object Name
piFone 8 Ura Lorem ipsum dolor sit amet, consectetu...  Smartphones Product v
uFone ¢ UF¢ Lorem ipsum dolor sit amet, consectetw...  Smartphones * Filter Name
Master List v
fiew All

Figure 6-31. Positioning and configuring the Record List component

Create Case Form

If you need a simple way to submit a case, you can use the Create Case Form component.
For this example page, I'll drop in the Create Case Form component (Figure 6-32) and
configure it as needed.

CHAPTER 6 EXAMPLE PAGE

oo

a8

@800

Figure 6-32. Positioning the Create Case form on the third tab
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The Create Case component boasts a number of settings, but I will keep it simple in
this example. Once I drop in the component, an alert that reads, “To create cases, an action
must be specified by the administrator,” is immediately displayed. (see Figure 6-33).

CHAPTER 6 EXAMPLE PAGE Create Case Form -
Practical Guide to Salesforce Communities » General Settings

+ Add attachments

INK MASTE TLIST
QUICK LINKS ASTER PRODUCT LIS B Cropte Case Form Header TRis

A Tocreste cases, an sction must be specified by the administrator, Create a Case

Confirmation Message Title

Your request was submitted succe

Confirmation Message Description

You'll hear back from us soon.

¥ Actions in the Publisher
» Case Deflection

b reCAPTCHA Settings

Figure 6-33. The Create Case form will initially show an alert

To address this, I will need to specify the action to be used. I created a custom global
action to create cases in advance, and I will reference it here. See Figure 6-34 for a look at
a configured custom global action in the Create Case Form component.

QUICK LINKS MASTER PRODUCT LIST SUBMIT A CASE Create Case Form hd

w General Settings

CREATE A CASE Lesder Tite

Create a Case

SUBJEET Confirmation Message Title
Your request was submitted sucee
DESCRIPTION Confirmation Message Description

You'll hear back from us soon.

w Actions in the Publisher

Signed-In User Case Action o
*—_ NewCammunityCase
Guest User Case Action o
& Add Attachment
NewCommunityCase

— I Cama Dallaction

¥ reCAPTCHA Settings

Figure 6-34. Once an eligible action is specified, the Create Case form comes to life
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Review

Now that the page has been configured, I don’t want to neglect the best part: seeing the
page in action. Figure 6-35 shows a three-tab view of the new community page that has
been set up. Note that the page is being displayed in a tablet view.

[ =]
=]
(%]

CHAPTER 6 EXAMPLE PAGE CHAPTER 6 EXAMPLE PAGE CHAPTER 6 EXAMPLE PAGE

v
% ; : CREATE A £ASE

7SUMmmits

Figure 6-35. Layout of each tab from a three-tab version of the Tabs
component

Recap

In this chapter, I transitioned from the Community Builder tool in the previous chapter
to the Lightning pages and Lightning components that it supports. I provided an
overview of how page creation and management works, along with the various options.

I then dove into an example that featured a number of popular components, along with
specific page placement and configuration, to provide a functional custom page within a
community.
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Setup and Administration

The last few chapters have focused heavily on communities built with Lightning
templates and not on tabs-based or Visualforce communities. In this chapter, I'll back
things up and look at the knobs and controls that drive communitywide settings for
all communities, regardless of template type. I'll group these configurations into two
buckets.

o Setup (displayed as “Communities Settings”)

e Administration

Setup

When thinking about building the first community within a particular org, an admin
will need to start at the Communities Settings menu. The settings here not only control
key functional aspects of the communities but also enable communities altogether. One
important aspect of these settings that is critical to understand is that they apply to the
entire org, not an individual community. The Administration workspace, as I will cover
later in this chapter, is community-specific. Figure 7-1 shows the concept visually.
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Community Content/UX

.

/
/
Vi
rd
7

Org
Community 1 Community 2 \‘A 4 Commumty3
o o !o o) i (o @O
Setup Administration
(Org-wide Settings) (Community-specific Settings)

Figure 7-1. The Communities Settings page (Setup) affects all communities;
administration impacts a specific, individual community

Initial Setup

The initial setup of communities within an org involves a few steps. Search for Commu in
the Quick Find search box to filter down to a few choices and then select Communities
Settings. The first step is simply to enable communities within an org. Figure 7-2 shows
the corresponding checkbox.

| = Required Information
Enable communities

Important:
Once you enable communities in your org, you must still create, configure, customize, and then activate a community before it's live and available to users.

After you enable communities, you can assign the View Global Header permission to internal users who need access to the community. The global header
allows users to easily switch between their internal org and any ity they're a of. Learn more.

Enable communities ‘

Figure 7-2. Enable communities to allow the creation of a new community within
an org
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Before saving and actually enabling communities for the org, an additional setting
must be configured: selecting a domain name. This domain name will serve as the base/
domain URL for all communities in the org. So, for example, if “pw-comm-guide” was
selected, the domain in production would be https://pw-comm-guide.force.com/s for
a community without a directory and https://pw-comm-guide.force.com/support/s
for a community with a directory of support. Note that these examples assume a
production org; the URL is different in trial or sandbox orgs. See Figure 7-3 for a view of
the “Select a domain name” section once communities are enabled.

= Required Information
Enable communities 1 = Requin

Important:
Once you enable communities in your org, you must still create, figure. ize, and then activate a ity before it's live and available to users.

After you enable communilies, you can assign the View Global Header permission to internal users who need access lo the community. The global header
allows users to easily switch between their internal org and any community they're a member of. Learn more.

Enable communities Step 1

Select a domain name

Important: The domain name will be used in all of your communities and can't be changed after you save it

Sample Community URLs

Sample Domain Name o force ;
MyCompany.force.com MyC foroe.c P
MyCompany.force.com/partners step 2

Domain name | o comm-guide force.com | Check Availability

Save

Figure 7-3. A domain name must be selected when enabling communities

While it is strongly advisable to select a domain name with permanence in mind, it
can potentially be modified later. Although Salesforce doesn’t allow an administrator to
modify it directly, it is possible that Salesforce support will change it if a support case is
submitted for that request.

Note Before a Partner Central community can be enabled, one or more valid
Partner community licenses must be present within the org. However, in Enterprise,
Performance, and Unlimited orgs, up to 100 communities can be created without a
license.
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Additional Communities Settings

Once communities are enabled and a domain name is selected, a number of additional

settings are exposed. See Figure 7-4 for these settings.

Community Management Settings

Enable Community Workspaces

Community Role and User Settings

Number of customer roles ] 1 H

Number of partner roles
Enable Partner Super User Access
Enable report options for external

users

Lets customer users access notes
and attachments.

Allow customer users to change
case statuses.

| 1

i

A
v
i
i

i

i

i

i

Community Moderation Rule Settings

Moderation applies to all feed i
posts regardless of where they are
visible

Moderation rules can be 1

configured for internal users' feed
posts on records

Salesforce Mobile Settings for Communities

Support links to Visualforce pages i
from community pages made using
Visualforce in the mobile app.

Community New User Email Settings

Link to community expires in 7 days @ i

Figure 7-4. Additional communities settings

I will provide an overview of all of these settings, including my recommendation for

the corresponding setting that works for most orgs.

o Enable Community Workspaces (recommendation = enabled)

o This setting opens up a completely new community management

interface. I highly recommend making the switch. There is no

functionality lost, and it is the suggested approach moving

forward, so get on board! Note that this is automatically enabled

for new communities, as shown in Figure 7-5.

e Number of customer/partner roles (recommendation = 1)

o This setting defines how many customer roles, for users with

Customer Community Plus licenses, or partner roles, for users

with Partner licenses, should be created. More roles may support

additional use cases, but that is usually unnecessary, bringing

extra complexity and potentially impacting performance.

Increase this setting only if needed.
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Enable Partner Super User Access (recommendation = disabled)

o This setting allows users individually identified as superusers
to have visibility equal to other contacts on the same account.
Truthfully, there is no immediate harm in enabling this setting.
However, to be safe, leaving it disabled is probably ideal because
it eliminates any risk of extraneous access being granted through
this setting. Of course, if needed, use it.

Enable report options for external users (recommendation =
enabled)

o For community users who have the ability to run reports, this
setting will also allow them to view and modify reports for the
purpose of summarizing and filtering them.

Lets customer users access notes and attachments
(recommendation = disabled)

e This option allows customer community users to access notes
and attachments on contact and account records. I suggest
defaulting this to disabled for security reasons, unless required.

Allow customer users to change case statuses (recommendation =
disabled)

o This allows users with Customer Community Plus licenses to
modify the status on cases. Enable this only if necessary and
consider the consequences of that access.

Moderation applies to all feed settings regardless of where they are
visible (recommendation = enabled)

o This option allows posts to be moderated across communities.
Specifically, if a post exists in multiple communities, this setting
would allow a moderator of any of the related communities to flag
the post. Leaving this as disabled means that only community-
specific posts can be moderated.

147



CHAPTER 7  SETUP AND ADMINISTRATION

e Moderation rules can be configured for internal users’ feed posts on
records (recommendation = enabled)

o Thisis similar to the last rule but specific to internal users’
posts. It allows those posts to be moderated in all corresponding
communities where the post is visible.

e Support links to Visualforce pages from community pages made with
Visualforce using the mobile app (recommendation = disabled)

o Enabling this setting will retain the Apex prefix on all community
URLSs to ensure that Visualforce pages will properly load using the
mobile app. Enable if needed.

e Link to community expires in (recommendation = 7 or 180 days)

o Enabling this setting will set the community invitation link to
expire in a certain number of days. The options are 1 day, 7 days,
and 180 days.

Administration

I rarely access the Communities Settings menu once I enable communities and establish
a domain. However, it’s the exact opposite with administration, which is a different tool
to control a community; it is critical to intimately know the corresponding configurations
because they are guaranteed to come into play within your communities.

While the setup applies to every community in an org, the Administration menu
is community-specific. If it’s not clear why both exist, one can make a parallel with
page-specific components versus a theme component. A theme component applies
to the entire community and has settings that impact every page, while an individual
component has settings that impact only that specific component.

Assuming workspaces are enabled (which I recommend), community administrators
will find that “Administration” is one of the displayed workspaces. See Figure 7-5 for a
view of the workspace.
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My Workspaces

Builder

Build, brand, and customize your
community pages.

Dashboards

Examine the health of your community
with reports and dashboards and engage
with community members.

Guided Setup

Configure features and integrations with
step-by-step instructions.

Moderation

Monitor posts and comments, create rules.

(O]
CMS Connect

Bring content from your CMS source into
your community.

Content Targeting

Recommend resources, use topics to boost
visibility, and target content to audiences.

Administration

Configure settings and properties for your
community.

Figure 7-5. Community workspaces

As of the Spring '18 release, the following Administration sections exist:

o Preferences

e Members

e Tabs

e Branding

o Login & Registration
e Emails

o Pages

e Reputation Levels

o Reputation Points

¢ Rich Publisher Apps
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I'll walk through the settings of each of these sections.

Note Some of these settings appear only in certain contexts. For example, the
Tabs and Branding sections correspond only to Tabs + Visualforce communities.

Preferences

The Preferences page of the Administration workspace provides a number of Boolean
(on/off) settings that impact the associated community.

General

The General section in Preferences provides settings related to access, display, analytics,
and more. Figure 7-6 shows the corresponding settings, which are described here:

e Show nicknames: Instead of displaying the user’s first and last names
within standard components, the value in the user’s Nickname field
will be displayed. Use this if you want to provide users with a visible
identity without showing real names or if you want to allow users to
self-identify by editing their own nicknames.

e Give access to public API requests on Chatter: Enabling this setting
allows community administrators to display content in one or more
public Chatter groups to guests (unauthenticated) users, along with
any other public Chatter content that is served up.

o Enable direct messages: This allows users to send direct messages to
other community members. Note that direct messages differ from
private messages. Direct messages are an older feature typically
associated with customization.

o Users can send and receive private messages: This allows users to
leverage the Messages inbox for private communication. I highly
recommend enabling this when there is a need for private, one-to-
one communication within a community.
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o Let guest users view asset files on public and login pages: This allows
unauthenticated users to see certain resources on corresponding
pages within the community. An example of this setting’s impact is
the login page background image; that image will not be accessible by
guest users if this setting is disabled, instead showing a background
color without an image.

o Gather Community 360 data: This setting allows for the capture and
propagation of data within the community to be exposed to internal
users within Lightning Experience through the Community 360
component.

o Use custom Visualforce error pages: This setting replaces the standard
(and ugly) error pages with custom-built, Visualforce error pages.

o Show all settings in Workspaces: While I don’t recommend enabling
this setting, it allows admins to “force” the display of all community
settings, even if some of the settings are not relevant to their

community.
Settings
Preferences
Preferences
General
Members )
Show nicknames i
Tabs Give access to public API requests on Chatter | i
Enable direct messages | i
Branding
Users can send and receive private messages | i
Login & Registration Let guest users view asset files on public and login pages | i
Gather Community 360 data | i
Emails
Use custom Visualforce error pages | i
pag
Pages Show all settings in Workspaces | i

Figure 7-6. General preferences
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Community Management

The Community Management section contains settings that directly impact a

community member’s experience or allowed functions. Figure 7-7 shows the

corresponding settings, described here:

152

Allow members to flag content: This setting enables members to flag
content that they might consider to be inappropriate or a piece of
spam. I recommended enabling this for communities with significant
Chatter activity, but it is critical to understand that a resource must
be available in the community to review the flagged content.

Allow members to upvote and downvote: This setting, if enabled, will
replace the Like button on questions and answers.

Enable setup and display of reputation levels: This is a widely popular
setting that essentially turns on gamification within a community.
However, as the setting implies, reputation levels must be configured
(i.e., set up) before they can be displayed.

Exclude contributions to records when counting points toward reputation
levels: In a community that includes significant operational activity

via Chatter on records, the distribution of reputation points/levels can
become extremely skewed based on those operational requirements. To
center gamification around pure community activity, enable this setting.

Enable knowledgeable people on topics: This setting allows users to
identify users as “knowledgeable” on topics, enabling a self-managing
expertise identification network. Admins should carefully assess the
impact first, however; if users will not take the “nominations” seriously,
the results may not be representative of true subject knowledge.

Suggest topics in new community posts: This setting will result in
certain topics being suggested after a post is made; the suggested
topics are derived from the post content itself.

Show number of people discussing suggested topics: This setting shows
a statement such as “100 people are discussing this topic” following
a post that contains a topic. In a community with lighter traffic or

a smaller user base, this may inadvertently discourage community
members; think carefully before enabling this in a small community.
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Community Management

(<)

Allow members to flag content | i

(<)

Allow members to upvote and downvote | i

(<)

Enable setup and display of reputation levels | i

(<)

Exclude contributions to records when counting points toward reputation levels | i

(<)

Enable knowledgeable people on topics | i

(<)

Suggest topics in new community posts | i

(<)

Show number of people discussing suggested topics | i

Figure 7-7. Community Management preferences

Files

While not discussed heavily, this section is quite handy. Administrators can limit the
types of files allowed for Chatter upload, as well as the maximum file size allowed. It is
a great thing that Salesforce allows such large files via Chatter, but a scenario may arise
(i.e., limited storage space) in which a reduced maximum file size would be beneficial.
The maximum file size must be between 3 MB and 2,048 MB. See Figure 7-8.

Files

Maximum file size in MB 10 i

Allow only these file types png,jpg.jpeg,gif tif, tiff i

Figure 7-8. Limit the file size and type of files that can be uploaded in a community
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Figure 7-9 and Figure 7-10 show the result of each of these settings as they appear to

end users.

Upload Files

_ Home 1.png
= oa3kB ‘You can only upload these file types: jpg.

0 of 1 file uploaded

Figure 7-9. A .png fileis blocked when allowed file types are limited to .jpg files

Upload Files

. pexels-photo-317353.jpeg
=N 163 MB Files must be 3 MB or smaller.

0of 1 file uploaded

Figure 7-10. A 16.3 MB file is blocked when the maximum size is set to 3 MB

Uploading a file via Chatter takes these limits into consideration, as well, although
the reason for the blocked file is not displayed. See Figure 7-11.
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Add Topic

A\ Picture5a-Home (23MB) X

.

Figure 7-11. Blocked file through Chatter

Note The Files settings do not impact standard attachments; they are specific to
files.

Members

In the Members section, an administrator can establish who is allowed to log in to

a specific community. Specifying “log in” versus access is important, as a public
community or Lightning page technically allows anyone access to the public portions of
the community. Member access is granted in these two ways:

e Associating a profile with the community
e Associating a permission set with the community

This approach allows for a significant amount of flexibility for both users and
communities. If a user is included in a profile or permission set that is associated with a
community, the user can be authenticated for it. Since neither profiles nor permission
sets are limited to being associated with only one community, users can be part of
multiple communities within the same org. The permission sets allow for extremely
granular access, even down to an individual user.

Additionally, on the community side, communities can be associated with multiple
profiles and permission sets, allowing administrators to configure the authorized
community audience with ease. Figure 7-12 provides a visual of how access might work
within an org that has multiple communities, profiles, and permission sets.
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e oo &4

Profiles! i
Perm Setsi

A B

B Cc

: : o
H

o I ® o

E J
K

F L .

Community 1 Community 2 Community 3

Figure 7-12. An example of how access could be granted using profiles and
permission sets

Figure 7-13 shows the profile selection menu, and Figure 7-14 shows the permission
set selection menu.

Select Profiles
Search: [ Al 3] for: Find

Available Profiles Selected Profiles

Authenticated Website System Administrator
ccuz

Chatter Free User
Chatter Moderator User
Contract Manager Add
Cross Org Data Proxy User L)
Custom: Marketing Profile
Custom: Sales Profile L4
Custom: Support Profile Remove
Cuslomer Community Login User
Customer Community Plus Login User
Customer Community Plus User
Cuslomer Community User

Customer Portal Manager Custom

Figure 7-13. Community profile selection menu
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Select Permission Sets
Find

Available Permission Sets Selected Permission Sets

Marketing Cloud Connector --None--
Marketing Cloud Connector Admin

Marketing Cloud Connector Partner Commu...

Marketing Cloud System User

Figure 7-14. Permission set selection menu

Tabs

Tabs is a straightforward administration area. This menu allows community
administrators to add tabs to a community, causing them to appear in a Tabs +
Visualforce community. Also, this panel will impact the objects that appear in a
Salesforcel community (even if within a Lightning community). See Figure 7-15 for a
look at the settings, and see Figure 7-16 for the result.

Setings T
abs
Praferences Select the tabs to include in this community. These tabs shaw in ities using the Tabs + Vi template and determine
community navigation in the mobile app.
Members
0 Standard sharing rules apply 1o all records. Leam more,
Tabs
. Available Tabs Selected Tabs
Branding App Launcher Chatler
Assets Accounts
Legin & Registration Badges Cases
Badges Received Contacts
Ernails Campaigns A3 | Dashboards Up
Channel Program Levels Ly |1}
Channel Programs
Pages Coaching J =
Console Remaove Down
Rich Publisher Apps Cone
D&B Companies
Data.com
Duplicate Record Sels

Figure 7-15. Tabs settings

157



CHAPTER 7  SETUP AND ADMINISTRATION

VFC

(= 8 Accounts Cases Contacts Dashboardsl

\ Help for this Page €

4 Trending Topics Al
Phil Wein @ Post ] File % NewEvent More
Add toplcs to your posts lo increase
Share an update, @mention someone... their visibility. Topics that have a

J- Feed spike in activity are likely to trend.

What | Follow

To Me S| Show All Updates

Bookmarked

Muled (00001057 — Phil Wein created a case.
A People
4% Groups & 00001057
E Files Subject: Product Issue Detected via Self-Service Wizard
& Topics Pricrity: Medium

Status: New

Case Number: 00001057

Comment - Like - December 8 2017 at 1:16 PM

Figure 7-16. Displayed tabs, as configured in Figure 7-15

Branding

For Tabs + Visualforce communities, which do not use Community Builder, defining the
branding colors is done within the Branding page of the Administration workspace.

Header and Footer

In this subsection, the community header and footer are defined. An administrator must
first upload a file as a document and then reference the document from the Branding
page. The header can be configured with an upload of a JPEG, GIF, PNG, or HTML file,
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but the footer can be HTML only. Also, administrators should be aware that if the HTML
file is uploaded for the header, they will need to include a custom search field within that

HTML file. See Figure 7-17 for the settings, and see Figure 7-18 for the impacted area of
the community.

Header and Footer

Header %J
JPG, GIF, PNG or HTML

Footer %J
HTML

Figure 7-17. Header and footer settings (for a Tabs + Visualforce community)

|l‘:nmr LY Cases Contacts  Dashboards

R | o

} el ma moral | Hoip tor this Page @)
“. Home
rococtrens [ B(Gei] EcalCreste New iew
Mo reconds o daplay
Recent Accounts Lot | Raconcy viwes [
& Recycle Bin
Ko recant recoeds. Click Go of sekect 3 view Mom the dropdown 1o depliy records.
Tools
Account Nama
Imooet Accounts & Contacts
Brone

Footer

Toms of Uss | 508 Comgliance | Go to Salsfores moble acp

Figure 7-18. The page areas impacted by the header and footer settings
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Colors

Community administrators of a Tabs + Visualforce community can control branding
colors. See Figure 7-19 for the different settings.

Colors Select color scheme v
Header Background  [Ji] #51606E

Page Background |:| m i

Primary [l #797C0

Secondary [l #51606E | | i

Tertiary [ | #DDE4ES |

Figure 7-19. Branding color settings for a Tabs + Visualforce community

Login & Registration

The Login & Registration settings provide administrators with the ability to configure
how users authenticate and register within a community.

Logo

The Logo section houses the settings to configure a community logo. This logo will be
used on the login page, whether the community is Tabs + Visualforce or Lightning-
based. An administrator will first need to determine the logo type. That setting will
determine the second setting. If File is selected for Logo Type, the administrator will
click Browse to upload a file from the local computer. See Figure 7-20.
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Logo

Logo Type | File ¢J i

Logo File Choose File Mo file chosen
JPG, GIF or PNG, 100 KB max.

125 px max

7 Summits

250 px max

Figure 7-20. A file or URL can be used to display a logo on the login page

If URL is selected, a URL-based image can be used for the logo on the login page.
One little-used feature is dynamic branding on the login page, set up by entering a
dynamic URL. Search for Dynamic Branding with Login Pages to learn more. With this
feature, an organization can show different login logos based on an audience.

Colors, Right-Side Content, and Footer

The following settings will further allow configuration of the login page:

e Colors: Configure the background color or the button color on the
login page.

e Right-Side Content: This is a way to configure an image on the right
half of the login. To add personalization, apply a dynamic URL to
change the logo based on a particular audience.

o Footer: Footer text on the login page.
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See Figure 7-21 for an example of these settings, and see Figure 7-22 for what a login
page might look like, based on the settings.

Colors

Background l:‘ #B1BAC1 5

LoginButton [ (#1797C0 | |3

Right-Side Content
Right Frame URL https://upload.wikimedia.org/wikipedia/commons | i

Footer

Footer Text www.weinmeister.com

Figure 7-21. Login page settings

Login

Forgot your password?

Are you an employee? Login here

Figure 7-22. A login page with configured right-side content
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Login
The login settings, while typically fairly straightforward, are critical to community
success and can require some focused attention. In total, there are three login settings.
o Login page
e Direct community login for internal users
o Login options

The first setting is the configured login page. Three types of login page are available:
default, Community Builder page, and Visualforce page. See Figure 7-23 for a view of the
login page options.

Login

Choose a login page.
Default Page

Page Q)

Visualforce Page

Figure 7-23. Login page options

These are my suggestions for various desired scenarios and the corresponding
settings that should be selected:

o Lightning community/standard login page: Select Community
Builder Page and “login.”

o Lightning community/custom Lightning login page: Select
Community Builder Page and then select a Lightning page.

o Lightning community/custom Visualforce page: Select Visualforce
Page and then select a Visualforce page.

o Tabs + Visualforce community/standard login page: Select Default
Page.

o Tabs + Visualforce community/custom login page: Select Visualforce
Page and then select a Visualforce page.
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A community admin will then decide whether internal users should be allowed to
log in directly to the community. This is typically turned off, encouraging internal users
to login to the “standard” Salesforce org before toggling to the community. However,
there is no inherent issue with enabling this setting. It’s important to make sure that the
login process aligns with company procedures and rules, but it’s a legitimate option,
especially if users exist who rarely log in to the main org. See Figure 7-24.

Allow internal users to log in directly to the community | i

Figure 7-24. Allow users to log in to the community without first logging in to the
“internal” org

The final login option involves single sign-on settings and authentication providers.
Simply put, this is where an administrator would configure access to authenticate
using something other than the standard community username and password. The
first option, and often the only option selected, is the standard login method using the
username and password. However, many communities require additional options.
Iwon’t go into detail on how to set up authentication providers, but I will show an
example of how an administrator might set these up to drive community login options.
See Figure 7-25 for a look at some configured providers.

Auth. Providers

A B
New
Action Name + URL Suffix Provider Type
Edit | Del CoveoAuth CoveoAuth Open ID Connect
Edit | Del DocuratedAuth DocuratedAuth Open ID Connect
Edit | Del Facebook Facebook Facebook
Edit | Del Twitter Twitter Twitter

Figure 7-25. Configured authentication providers
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In Figure 7-26, the four configured authentication providers now appear in the Login
section.

Select which login options to display i

Capricorn Consulting username and password
Facebook
Twitter
~ | DocuratedAuth
CoveoAuth

To configure more login options, go to Single Sign-On Settings or Auth. Providers. | i

Figure 7-26. The authentication providers from Figure 7-25 appear in the Login
section on the Login & Administration page

In this case, Facebook and Twitter are configured. Figure 7-27 shows the result of this
on the actual community login page.

salesforce

& Email

@ Password

Log in

Forgot your password?

Are you an employee? Login here

Figure 7-27. A login page with Facebook and Twitter configured as login options

165



CHAPTER 7  SETUP AND ADMINISTRATION

Logout

Salesforce provides one option for customizing the page that is displayed following a
logout by a community member: the URL of the desired page. Even if an administrator
wants to point to a Community Builder page or a Visualforce page, the full URL needs to
be configured. See Figure 7-28 for the Logout settings.

Logout

Enter a URL for your logout page.

URL i

Figure 7-28. An admin can enter a URL for the desired post-logout page

Password

While I recommend using the default pages, if possible, Salesforce communities support
custom pages to communicate a forgotten password and to change a password. The
options are as follows:

o Forgot Password
e Default Page
o Community Builder Page
e Visualforce Page
e Change Password
e Default Page

e Visualforce Page

See Figure 7-29 for a view of these options.
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Password

Choose the default or a custom password management page:

Forgot Password Default Page

4ak

Change Password Default Page

Figure 7-29. Community settings for password-related pages

Registration

Thankfully, Salesforce provides the ability to enable self-registration within
communities. This is most relevant to customer communities since partners and
employees will most commonly be identified as users by the organization that owns the
community. Figure 7-30 shows the self-registration settings.

Registration
Allow external users to self-register

Choose a self-registration page.

page | Community Builder Page 4] 'Register

Assign registering users to: /

Profile | Traveler Community Login User 4|

2

Account c&l

Figure 7-30. Self-registration settings

The first step in establishing self-registration within a community is enabling the
“Allow external users to self-register” setting. This opens up a few additional settings,
including the registration page. Select an existing (standard) page or point to a custom-
built registration page, as needed. Also, a profile and account need to be configured
since users will not determine their own profile or account.
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Emails

Although standard email functionality (templates, alerts) within the classic or Lightning
Experience interface is absolutely compatible with communities, some community-
specific email settings are critical. Those settings are stored in the Emails section of the
Administration workspace (see Figure 7-31).

Email Templates

* Welcome New Member Send welcome email

Communities: New Member Welcome Email Q;l

Welcome emails are sent once the community is activated, and
then whenever a member is added.

* Forgot Password Communities: Forgot Password Email %]
* Change Password Communities: Changed Password Email Qj
Case Comment Q_zs|
User Lockout %]

Figure 7-31. Email settings for communities

Four configurable community email templates exist.
e Welcome New Member
o Ability to disable this email template: Yes

o Default template: Communities: New Member Welcome Email
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o Forgot Password

o Ability to disable this email template: No

e Default template: Communities: Forgot Password Email
e Change Password

o Ability to disable this email template: No

o Default template: Communities: Changed Password Email
e (Case Comment

o Ability to enable/disable sending of email: Yes

o Default template: N/A (none)
e User Lockout

o Ability to enable/disable sending of email: Yes

o Default template: N/A (none)

It is absolutely supported to change any or all of these emails to add branding or
modify content. However, an admin should check all available merge fields carefully to
ensure that no functionality is lost when transitioning to a different email alert.

Note For admins working on a community who want to absolutely ensure that
no emails are inadvertently sent out to potential members of the community, |
recommend temporarily unchecking the “Send welcome email” checkbox. It's easy
to re-enable and can save some major headaches.
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Pages

The Pages section is probably the least straightforward or self-explanatory of all
Administration sections. Yes, it does relate to pages, but that doesn’t exactly provide the
full picture. See Figure 7-32 for a view of the Pages section.

Pages

Configure page assignments for your community. Use the default page or override it with a custom Visualforce or Community Builder page.

Community Home [ Community Builder Page ¢ | nain Q)

Service Not Available

2

Advanced Customizations

. Go to Force.com » m Go to Site.com Studio »
Use Force.com if you have experience with Use Site.com if you prefer to use a drag-and-drop
Visualforce and want to build custom pages using interface with forms and reusable elements to
Force.com capabilities. easily build dynamic, data-driven custom pages.

Figure 7-32. The Pages section of the Administration menu

Community Home and Service Not Available both allow a community administrator
to override standard pages with a custom page. However, the greatest value on this page
is found within Advanced Customizations, namely, the Go to Force.com link. Numerous
settings exist that allow custom Visualforce pages to be swapped in to replace certain
standard community pages. Quietly residing on the Force.com page are Guest User
Profile controls. From here, an admin can configure exactly what guest users have access
to. Note that this is just like any profile, allowing configuration of object access, field
access, and much more.

Also on the Force.com page are certain related list sections, such as available
Visualforce pages. These sections allow Visualforce pages, Apex classes, and more to be
made available within the community. This is useful to apply when all users need the
same level of access to a specific element within the community. See Figure 7-33 for an
overview of the Force.com Pages menu.
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Site Detail Edit| | Public Access Settings | URL Redirects varlo.u.s S'te S.e.t“ngs
Site Label  Lightning Pages and Companents Site Name  Ligntning_Pages_and_Components
Site Contact  Phil Wein Active Site Home Page  Communitieslanding [Proview]
Site Favorite lcon Inactive Site Home Page
Site Robots. txt Site Template
URL Rewriter Class Clickjack Protection Level  Allow framing by the same origin only (recommended)
Require Secure Connections v (i Upgrade all requests to HTTPS ¥ i
(HTTPS)
Enable Contant Sniffing ¥ [1 Enable Browser Cross Site v i
Protection Seripting Protsction
Referrer URL Protection v i Guest Access to the Support API i
Self Registration Page  CommunitipsSelfReg [Provigw] Change Password Page
Forgot Password Page Created By  Phi Woin, 182018 8:28 AM
LLast Modified By Pnl“::. TBZD18 528 AM
Edit I Public Access Seltings IIJRL Rlﬂn:lll k
Guest User Profile —= Override Community URLs / Redirect
ﬁ Custom URL (e.g., community.weinmeister.com) cosemuieres
Action Domain Name Path  Certificate and Key Cortificate Expiration Date Site Primary Custom URL

Edit | Del | Login Settings | View pwgs0b 2d tion gus lorce com fpc

-

ISIte Visualforce Pﬂea' e Edit Enatied Visualforce Page Access Help

Visualforce Page Name AppExchange Package Name

FilgNoiFound Ld%
. Allow visibility to specific Visualforce pages in the community for all members
Site Standard Pages ‘ Edit Sito Standard Pages Help 7
R AD0aT pRoss e owed Include standard pages in Tabs + VF Community (Home, Ideas, Answers, etc.)
—=- Configure/overwrite standard error pages Eror Pages el 2

Action Error Condition Site Page Name Site Page Description

Provigw Authorization Required Page (401) CommynitiggLogin Detfault communities login page

Praview Limit Exceeded Page (508) BandwidihExceeded Defaul: Force.com Limit Exceedod page

Praview Maintenance Page|{500/503) InMaintgnance Default Force.com In Maintenance page

Proview Page Net Found Page (404} FilgNotFoung Detault Force.com Page/Data Not Found page

Breview Generic Error Page Excepton Detfault Force.com page for post-authentication errors

—* Monitor usage history (be aware of the limits here) 24-Hour Usage Hstory Help (2

Metric Current Usage Daily Limit Percent Used
‘Origin Bandwidth ome 500M38 0%
Request Time © mimutes 10 minutes 0%
—* Review all site-related changes Ste sty o 7
Date User Action
1/8/2018 B:28 AM Phil Wein Changed Active Site Home Page from UnderConstruction to iesLanding.
Created

Figure 7-33. Force.com Pages screen
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Reputation Levels

Once the setup of reputation levels and points has been enabled, an administrator can
configure both of those new sections. See Figure 7-34 for a look at the Reputation Levels
section.

Reputation Levels
Promote activity in your community by setting up Reputation Levels. Users can move up levels by accumulating points.
Save Cancel
Level Point Range
Small 0- 50 points
n Medium 51- 150 points
3 Large 151 or more points
+ Add a level
Save Cancel

Figure 7-34. Reputation Levels settings
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There are four steps to setting up reputation levels, shown here:

1. Determine the desired number of levels. The default number is
10, but this should be tailored to the needs of each community.
To remove levels, an administrator can click the X icon by the last
level until reaching the desired number of levels. To add levels,
an administrator can click the “+Add a row” link and repeat until
complete.

2. Configure the point range for each level. I recommend starting at
level 1 and working up from there.

3. Name each level. A community administrator will want to know
the audience to determine whether to come up with fun names or
more serious/professional ones.

4. Upload a badge/level icon for each level.

Reputation Points

Reputation points directly relate to reputation levels, as each level is bound by a range
of points. The number of points per contributing activity can be modified. It is critical
to understand what might warrant a change in the number of points configured for a
specific activity. I suggest the following as valid reasons, among others:

o Increased emphasis on particular activities
o Decreased emphasis on particular activities

o “Right-sizing” of points to make them better align with overall
community trends

e Elimination of spam-supporting behavior (e.g., removing points for a
“like” when users are liking every community record they can get to)
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Figure 7-35 shows the Reputation Points menu.

Event Points

UNITY ENGAGEMENT
Write a post +[1
Write a comment +[1
Receive a comment ME
Like sometning [0
Receive a ke +|2
Share a post +[1
Someone shares your post +|2
Mention someone +[1
Receive @ mention +|2

QUESTIONS AND Al VERS

Ask a question +|1
Answer a question +|2

Receive an answer ML

Mark an answer as best +|1
Your answer is marked as best +|s
KNOWLEDGE

Endorsing someone for knowledge on a topic +|o
Being endorsed for knowledge on a topic +|o

Figure 7-35. Reputation Points settings screen

Figure 7-36 shows an example of the standard Leaderboard component once
reputation levels and points have been configured.

COMMUNITY PIONEERS @)
Phil Wein 8
& _,Ec\ Intermediate Points

Miguel Arizona 1

z!a Beginner Point

T e

Figure 7-36. Leaderboard component with reputation levels and points configured
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Rich Publisher Apps

Rich publisher apps are a newer feature that can be used within communities. These
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apps allow for a payload to be accessed from and associated with a specific Chatter post

within the community. Once the Lightning components (Composition and Render) and

the Chatter extension that are part of the rich publisher app have been created, the app

can be associated with a community (see Figure 7-37).

Settings
Preferences
Members

Tabs

Branding

Login & Registration
Emails

Pages

Reputation Levels
Reputation Points

Rich Publisher Apps

Rich Publisher Apps

Select up to five apps to extend feed capabilities in your community.

Available Apps

Rich Publisher Apps were saved.

Selected Apps

Case Attachment

Trailhead Modules

Save

Figure 7-37. Move publisher apps to Selected Apps to enable them within a
community
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Once apps are enabled within a community, the icons will show up within the Feed

Publisher component (see Figure 7-38).

Post Poll  Question

To My Followers

Share an update...

w
~
(=
th
=
i
il
2
®
o

Add Topic /
2 O

Figure 7-38. Two rich publisher apps within the Feed Publisher component

These apps allow for the selection of cases and Trailhead modules, respectively. See
Figure 7-39 and Figure 7-40 for the presented modals when each of the icons is clicked.

Attach a Case

Product Setup Issues

lli

Case Number: 00001164

Customer Service Hours of Operation

Case Number: 00001170

Figure 7-39. Attach a case to a community feed item using a rich publisher app
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Select a module to attach

Salesforce Einstein Features

Discover insights and predict outcomes with this powerful set of Al-enhanced
features.

Duration: 30 mins

Artificial Intelligence Basics

Learn what Al is and how it will transform CRM and the customer experience.

Duration: 30 mins

Figure 7-40. Attach a Trailhead module to a community feed item using a rich
publisher app

When all is said and done, a community user can associate various data/content
with a post within the community. See Figure 7-41 for an example of a post associated
with a case and a Trailhead module.

Phil Wein v
Just now

This trailhead module can help resolve this case!
Customer Service Hours of Operation
Case Number: 00001170

Salesforce Einstein Features
Discover insights and predict outcomes with this powerful set of Al-enhanced features.

Duration: 30 mins

Figure 7-41. View of a feed with an associated case and Trailhead module
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Recap

While I wouldn’t exactly call the world of setup and administration glamorous or
exhilarating, it is an absolute necessity on the path to success with a Salesforce
community. In this chapter, I walked through each of the separate Communities Settings
and Administration menus (and explained the difference between the two), covering

areas such as preferences, email, login, registration, reputation, and more.
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Access, Sharing,
and Visibility

I'would assume all airlines list safety as their first corporate priority. The customer
experience, while important, does not equate to the criticality of customer health. In the
technology world filled with 1s and 0s, data security takes on a role analogous to that of
airline passenger safety. Anyone would agree that user functionality and experience are
of extremely high importance to Salesforce users; yet, the corresponding satisfaction from
those factors will never outweigh the need for a secure system that provides access to those
in need and prevents access from those who should be excluded. In other words, it’s a great
thing to have a powerful, useful application at one’s fingertips, but if that application does
not appropriately guard private or confidential data, its added value is likely eliminated.
Just as access, sharing, and visibility are key considerations in Sales Cloud and
Service Cloud, they are critical factors to consider when building a community. I will
walk through each area that I consider a key factor in establishing a foundation for
appropriate access, sharing, and visibility within a community. I will not rehash the
entire Salesforce security model, however, since there are security-related areas outside
of communities that might warrant a completely separate book. Check out Trailhead
for some relevant modules or my previous book, Practical Salesforce.com Development
Without Code, to learn more about sharing capabilities for the platform as a whole. I will
focus on four specific areas in this chapter.

o Community authentication and access
e Object and field access

e Organizationwide sharing (customer community versus other user
types, external sharing model, communities sharing settings)

o Sharing sets/share groups
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Community Authentication and Access

Before anything else is discussed about a particular user’s object access in a community
or the visibility of a record on a community page, a community administrator must
decide who should even be able to access the community. This is a two-part process,
involving authentication and access settings.

Authentication (Private vs. Public)

By default, communities are private, meaning that authentication is initially required for
any and all access to a community. However, that access can be opened up rather easily
in one of two ways.

e Community-wide publicity
o Page-specific publicity

To modify the default setting, navigate to Settings » General within Community
Builder and select the checkbox shown in Figure 8-1.

Settings General
General View and edit the main properties of your community.
Theme

Community Details

Languages
Community Template
Advanced Customer Service (Napili) Spring '18
CMS Connect Public Access @
Public can access the community
Updates

Figure 8-1. Communitywide Public Access setting
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All page-level default settings are inherited from here. In other words, if this is set to
Public, then each page would, by default, be set to Public unless manually updated in
Page Access, as shown in Figure 8-2.

Page Access @

v Community Default Setting: Public J

Public
Requires Login

-1 -

Figure 8-2. The community-wide setting drives the Page Access values

To make the picture clearer, I will step back and look at multiple communities that
are configured differently. Take a look at Figure 8-3. In this diagram, I lay out three
communities.

e Community I: Private, with page settings all set to default
o Community 2: Private, with some pages manually set to public

e Community 3: Public, with some pages manually set to private

Community Community Community
Page 1 Page 2 Page N Page 1 Page 2 Page N Page 1 Page 2 Page N

,_---_------__---_
e
L

Default Default Default Default Public Public Private Default Private

______________________ FEEmE==——= ittty Bt Bt ittt Attt
Community Setting: Pl;i\fate Community Setting: Prif\/ale Community Setting: Public
l’ : !) ‘\ t’
: 1 . % ’
’ | ; \ f;
f’f ‘\\ ’
7 These two pages have been overridden; These two pages have been
ﬁ!;mreienﬁia?es are prJl\tfate. t?: thefy di(:faiult instead of the default private setting, they overridden; instead of the default public
€ Inftial community setling of private now allow public access setting, they now require authentication

Figure 8-3. Three scenarios involving communitywide publicity setting and
different page-specific settings
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Community Member Access

To access any authenticated page (or functionality) within a community, a user must

be provided access through the provisioning of a user profile or a permission set. I
described the process in detail in Chapter 7 and won’t repeat all of that, but this is a basic
premise that needs to be understood when establishing community access; regardless

of the scope of access and permissions individual users have through their profiles or

a permission set, they will only be considered guest users (i.e., allowing consumption

of public content only) without being added to the community. This goes for system

administrators, too; be careful with removing that profile from a community.

Object and Field Access

The next critical area when establishing the proper security model for a community is
the corresponding object and field access. The great news here is that this a standard
platform activity; there’s nothing community-specific to learn. For those who happen
to have a copy of my 2015 book Practical Salesforce.com Development Without Code, a
chapter is dedicated to this topic in detail.

Iwon’t go through what is a fairly standard topic for the Salesforce platform, but I
will provide a few examples to help illustrate the impact of these settings. First, consider
a community that uses cases with customers for self-service purposes. Within the
community, both a global action and a record list are provided within the navigation
menu. Figure 8-4 shows a case record detail page from the point of view of a community
user with Read, Create, and Edit access to cases and field-level security (FLS) visibility to
all case fields.
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NEW CASE (FROM ACTION)  ALLCASES

Case

Seeking guidance on electrical wiring installation for GC5060 + Follow Edit  ChangeOwmer  Clone
Priority Status Case Number
Low Mew 00001002
Post | Poll

DETAILS RELATED

Share anupdate...

Case Owner Status

g £l Wit oW MestResent st g Search this feed... e
Case Mumber Prioeity v
00001002 Low
Contact Mame Contact Phone
LA TN :
No posts on this record yet.
toget thec tion going!

Account Name Cantact Email Post somethi

Figure 8-4. View of a case for a user with full case object access

There are four aspects to note in Figure 8-4.
e Acase global action in the navigation menu
e A case list in the navigation menu
e Adisplayed case page

o Three available actions at the top right: Edit, Change Owner, and
Clone

If this user no longer has Create or Edit access, the available actions immediately
disappear, as shown in Figure 8-5.
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Figure 8-5. Users may no longer see certain actions at the top right if they do not
have Create or Edit access

In Figure 8-6, I have served up the same page for a user with no case access.

A A JOHNNY N... ~

HOME  TOPICS ~

Invalid Page

Figure 8-6. A user without any case access sees neither the case record nor the
case-related tabs in the navigation menu

In Figure 8-6, I show the following conditions:
e The case global action does not appear in the navigation menu.
o The case list does not appear in the navigation menu.
e The case page does not load.

This is valuable because it’s built completely on the existing Salesforce security model;
administrators can set up the access for community users as they do for internal users,
and all of the object and field permissions will carry through to the community fluidly.

Record Sharing

Object and field permissions are pretty straightforward (for example, whether or not a
particular user can edit/update Case records). Record sharing, however, isn’t so black
and white. Record sharing is essentially the determination of who can see which records
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and in what capacity. In some orgs, it can get pretty complex. I'll cover a few areas
specific to record sharing to help explain how to approach the subject for communities.

To get started, take a look at Figure 8-7. This shows how the layers discussed in this
chapter so far provide access and visibility within a community.

: Community
|
kct:tsiel[ri].tek.:.aaﬁrzny;ou in?) ! : Lo \( —Object 2 ] _Object N
: [ Record 1 ] [ Record 1 ] [ Record 1 ]

2. Object Permissions (i.e., can you I I I

access the data type?)

—_—
[ Record 2 J [ Record 2 J [ Record 2 ]

3. Field Permissions (i.e., can you
access the fields on the data type?)

Fields
Fields
Fields

I
|
I
I
|
4. Record Sharing (i.e., can you access |
specific records of the data type?) ]
|
|
|
|
.

Record 3 ] [ Record 3 J [ Record 3 ]

If
L
[ Record N ] [ Record N ] [ Record N ]

Figure 8-7. A view of multiple visibility-related settings

Like some of the other security-related areas, sharing is a general construct of the
Salesforce platform. Still, although it’s not specific to communities, there are some
communities-specific aspects of sharing to consider.

Organizationwide Sharing and External Users

Just as with an “internal” Salesforce implementation, organizationwide sharing settings
are critical to consider in a community implementation. These settings determine the
base-level visibility to records of different object types. Three settings are available.

o Public Read/Write: All records are shared with all users and can be
viewed and/or edited by those with proper object access.

e Public Read Only: All records are shared with all users and can be
viewed by those with proper object access. The records can be edited
based on additional sharing means.

e Private: Records are not automatically shared with all users. The
records can be viewed and/or edited based on additional sharing
means, depending on user object access.
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Initially, within a Salesforce org, one setting per applicable object exists. However,
an external sharing model can be enabled, allowing more granular sharing capabilities.
Admins should note that access granted to external users cannot exceed that which is
granted to internal users. So, for example, if the User object is shared as Public Read
Only internally, it can only be shared as Public Read Only or Private; Public Read/Write
cannot be selected because it would grant external users more visibility than internal
users. See an example view of external settings in Figure 8-8.

Object Default Internal Access Default External Access

Lead Public Read/Write/Transfer [ Public Read/MWrite/Transfer
Account, Contract and Asset Public Read/Write [ > Public Read/Write [g)

Order Controlled by Parent E Controlled by Parent
Contact Controlled by Parent Controlled by Parent )
Opportunity Public Read/Write [ Public Read/Write [

Case Public Read/Write/Transfer Public Read/Write/Transfer
Campaign Public Full Access Public Full Access

User Public Read Only E * Public Read Only H

Activity Private Private

Figure 8-8. External sharing (organizationwide sharing settings)

It is important to understand that sharing visibility through these settings only goes
as far as an individual user has access. Take accounts from Figure 8-7, for example. They
are Public Read/Write. That does not mean all users can necessarily edit all accounts in
the system; each user must have the appropriate object and field-level access to make
that happen. See Figure 8-9 for a diagram of how this works.
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1A: Can seeledit all
Object 1 records

1B: Can see all
Object 1 records

1C: Cannot see any
Object 1 records

4

Object 1 Read/Write
Object 2 Read/Write
Object 3 Read/Write

User A
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Organization-wide Sharing Settings

Object 1

Public Read/
Write

Object 2

Public Read
Only

Record 3

Record 3

Record N

Object 3

Private

Record 1
Record 2

Record 3

Record N

3A: Object 3 records
hidden by default; can
see/edit those owned or
shared via other means

a

Object 1 Read
Object 2 Read
Object 3 Read

UserB

User Crud Access

2A: Can see all Object 2

-------------------------- records; can edit those owned

or shared via other means

-------------------------- 2B: Can see all Object 2 records

............... 2C: Cannot see any Object 2 records

3B: Object 3 records 6
hidden by default; can Object 1 No Access

hsee thqse °f“” ned or Object 2 No Access
shared via other means Object 3 No Access

User C

3C: Cannot see any
Object 3 records

(Profile or Permission Set)

Figure 8-9. A scenario with three users with varying object access and how
sharing settings impact each of their access/visibility

Customer Community vs. Other Community Licenses

As far as sharing goes, there is really only one community license type that one needs to

be aware of: Customer Community (whether login or named user). Why? Because that

type is considered “high-volume” and does not use the standard sharing model (see

Figure 8-10). That’s a major consideration for building a community solution; do users

need full record sharing or not?
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e A e A e A

4 \

[} - ]

: Sharlng : Customer Customer Partner

' ’ Communit Community Communit

: Sets : y Plus Yy
[} 1

I[ ________________ \I e N\ 4 \ ' N\
! Standard | Customgr Partner Compal?y

i ——» Community Community /
i Sh H ] Community

! aring : Plus Employee

[} 1

. \ J \ J \ J

Figure 8-10. Customer Community users do not use standard Salesforce sharing

The concept here is that “high-volume” users will typically have very transactional
needs that fit into one or a few narrow use cases (i.e., their activity and the corresponding
records needed will be fairly predictable). Additionally, it assumes that the data the
Customer Community license uses falls into one of the following buckets:

o Itisshared directly with the user and no other external users (e.g., the
user is the owner).

e Itisshared with the user’s organization (account).
o Itis public read-only or read-write; all users can access it.

If a solution requires anything more complex for the group of users assigned to the
Customer Community license, a reassessment of the chosen license types needs to be
performed.

Sharing Sets

So, what exactly are change sets? I'll provide an overview and then dive into some examples.

Overview

To help explain sharing sets, let me first provide a hypothetical scenario for reference as I
walk through the configuration options.

o License type of community users (Customer Community)

o The community includes the Case object.
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e A customer-created case is always assigned to an internal user.
o The customer who created a case is set as the contact on the case.

o All contacts from the same account should be able to edit any case
submitted by a colleague.

The first area to address here is organization-wide defaults. Organizationwide
defaults do apply to customer community users. Whether an object’s default is set
to Private, Public Read Only, or Public Read/Write, that sharing model will extend to
customers. Of course, some level of create/read/update/delete (CRUD) access to the
object will need to be provided for it to be relevant; if a user cannot access an object, a
sharing default of Private versus Public Read/Write will have no bearing on that user.

In theory, Public access could be granted to everyone for Cases and Contacts.
However, doing that would almost never make sense for an organization. Think about
it—that would provide each customer with visibility into all contact and case records for
all other customers. Assume the organization-wide default for both objects to be private.
See Figure 8-11 for these settings.

Default Sharing Settings

Organization-Wide Defaults Edit Organization-Wide Defaults Help 7
Object Default Internal Access Default External Access Grant Access Using Hierarchies
Lead Public Read/Write/Transfer Public Read/Write/Transfer v
Account, Contract and Asset Public Read/Write Public Read/Write v
Contact Private Private v
Opportunity Public Read/Write Public Read/Write v
Case Private Private v

Figure 8-11. Organization-wide settings

In an internal org, an administrator can easily create a custom sharing rule based on
ownership or defined criteria to extend the ability to view or edit records to additional users
or groups of users (see Figure 8-12). This is available in communities with Partner licenses.

Step 4: Select the users to share with

Share with g TErm
Roles
Roles and Internal Subordinates

Step 5: Select the level Roles, Internal and Portal Subordinates

Figure 8-12. Standard sharing (not available for Customer Community users)
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However, the administrator cannot create sharing rules in a Customer Community.
Users with Customer Community licenses do not have roles and cannot be added to
public groups. This results in an incompatibility between sharing rules and customer
community users; see Figure 8-13 for an example of this.

Role --None-- 3 || i

User License I Customer Community H

Erofie I Customer Community Profile + | i

Figure 8-13. Role is not accessible on Customer Community user records

To mitigate the deliberate but potentially debilitating gap in the sharing functionality
between customer and partner communities, admins can create one or more sharing
sets. The first key piece to understand about how sharing sets work is that no more than
one sharing set can be created for each available profile. An administrator cannot create
multiple sharing sets that provide different access and apply both to the same profile.

Once admins set the label and description for a sharing set, they will select one or
more applicable profiles for this sharing set (Figure 8-14).

Sharing Set Edit Save  Cancel

Labul I Customer Access

Sharing Set Name ICustomer_Access ] L&

Description  [gparing setto provide specific Case and
Contact sharing access 1o ¢ y
Select Profiles
Available Profiles Selected Profiles
High Volume Customer Portal Customer Community Profile

Authenticated Website

Figure 8-14. Sharing sets can be created for Customer Community users

On to the fun part. Here, the administrator will need to select the applicable object.
In this case, the administrator will want to select Case and move it to Selected Objects.
Once the admin has clicked Set Up next to Case, the access mapping for that object will
appear (Figure 8-15).
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Grant access where

User
Matches

Target Case

Access Level

Access Mapping for Case

Update Cancel

Select Field...

Select Field...

Select Value... *

-

Figure 8-15. Access mapping (part of sharing sets)

As I stated earlier, the assumption is that the admin wants to provide read-write
access to all of the submitting contact’s colleagues. To do this, the admin will want to
share the cases to which all contacts on the submitting user’s account has access. In
other words, the administrator will provide access to all contacts where User.Contact.

Account = Case.Account. See the configuration in Figure 8-16.

Access Mapping for Case

Grant access where

User
Matches

Target Case

Access Level

| contact.Account

| Contact.Account

| Read Only

E) (Account)

B (Account)

Figure 8-16.

Sharing users from an account with all other users on that account
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Figure 8-17 provides a diagram of the finished product.

Account: CoolCo Account: CrazyCo Internal Org
John Lisa Amy Bill Nana Phil Emp1 Emp2 Emp3
¥ & A«
N\ I /
A I /
hY 1 /!
‘.1, Sharing Set based on
Creates ' _ Contact's Account Assigned
"T=~._] Case: 0001

. | Contact: John
~| Account: CoolCo
Owner: Emp1

Figure 8-17. This sharing set allows all external users associated with CoolCo to
see the case created by John

Success! We can see that this sharing set provides access to all of John’s colleagues.

Examples

The following three examples will shed some light on how one might set up sharing sets
to provide a sharing model for community users.

Note As of the Summer '18 release, sharing sets are available to Partner
Community and Customer Community Plus users, in addition to Customer
Community users. This significantly expands the potential reach of sharing sets
and means that anyone building a community with external users should be
familiar with this tool/feature. The examples that follow will assume a Customer
Community user.
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Example 1: Sharing a Custom Object
Here are the scenario details:
e Object: Project (custom object)
o Sharing Settings: Private
e Owner: Customer user associated with an account

o Sharing requirement: Share with all other users who are on the same
account

See Figure 8-18.

User. Contact.Acpolunl = “Partner 1"

Community Sharing Model
for “Project” object mmanuel ™. Sharing Set
. Owner '
------------- Record f======cccsccax
Visibility Visibility
User.Contact. Account= ... User.Contact.Account =
“Partner 2" “Partner 3"
Johnny Bunker
Smithers Jones
Access Mapping for Project
Details: Community Sharing Grant access where
Model to share a private custom
object “Project” with all other User I Account B (Account)
contacts on the same account Matches
Target Project | Account_¢ E (Account)
Access Level | Read Only
Object Default Internal Access Default External Access
Project Private Private

Figure 8-18. Diagram of Example 1
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Example 2: User Visibility Based on Account
Here are the scenario details:
e Object: User

o Sharing Settings: Private

o Sharing requirement: Allow all users on the same account to see each

other (i.e., have access to each other’s user records)

See Figure 8-19.

User.Contact. Account = “Salesfuerza”

Account-Driven
Community Sharing
Model (Users)

Visibility

Philly éein Eric ;lom

(Owner) \ N/":‘”‘;‘"Q’ (Visible)
UserContact.Account= A& A& User.Contact. Account =
“Golf City" “Range City”

Davis Miguel
Schmid Wesala
(Hidden) (Hidden)
Access Mapping for User )
User Visibility Sattings
—
Grant access where ‘._
Other Settings
— | Contact.accourt [ | J Standard Report Visibllity @ Manual User Record Sharing | Manager Groups
Matches.
Target User | Contact.Account B (Account)
Organization-Wide Defaults Edit
Access Level | Readony |
Object Default Internal Access Default External Access
Update Cancel User Public Read Only Private

Figure 8-19. Diagram of Example 2

194




CHAPTER 8

Example 3: User Visibility based on Custom Field

Here are the scenario details:

e Object: User

o Sharing Settings: Private

o Sharing requirement: Allow all designated/flagged users to see each

other (i.e., have access to each other’s user records); do not use the

standard account field, as each user has a different account

See Figure 8-20.

User.Contact.Community_Account__c¢ = "Visible Community Account”

Custom Field-Driven
Community Sharing
Model (Users)

J. Slazenger
(Visible)

Visibility

-

-

G. Moscheles
(Visible)

User.Contact. Community_Account_c
="M. Paradinas”

R. D. James
(Visible)

No Visibility

AN

L. Vibert
(Hidden)

ACCESS, SHARING, AND VISIBILITY

User.Contact. Community_Account__c
= “L. Vibert”

User Visibllity Settings

Portal User /¢
Visitslity

Standard Raport i
Visitslity

Manual Usar =4
Rucerd Sharing

User Visibilzy Settings Halp 7

Wi,

M. Paradinas
(Hidden)
Access Mapping for User
Grant access where
User | Contact.Community_Account_c # | [Account)
Matches
Targel User | | Contact.Community_Account_c 2 | (Account)
Access Level | | Read Qnly
‘Save | Cancel
Figure 8-20. Diagram of Example 3

Default Internal Access
User Public Read Only

Edit

Default External Access
Private
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Share Groups

Since Customer Community users do not use the standard Salesforce sharing model,
they can’t be accessed when building a sharing rule. For example, an administrator
would not be able to create a rule to share a record owned by a customer community
user with a role or group or users who had full licenses.

This scenario is why Salesforce created share groups, which automatically share
all records owned by high-volume portal users (e.g., Customer Community users) with
specified users who are not of the same (e.g., Partner users, full internal users, etc.). To
set up a share group, one must first create a sharing set. Once that is complete, a Share
Group Settings tab appears on the Sharing Set page (see Figure 8-21).

Sharing Set . . Help for this Page 0
Community Sharing

Customize the settings for your Sharing Set.

Sharing Set Settings l Share Group Settings

Deactivate| | Edit

Members of this share group can access any records owned by high-volume portal users in the associated
sharing set. Note that members' access to the records is not restricted to the objects defined in the sharing set.

g _ _ . 3w
% T =

High-Volume Customer Content Salesforce.com Users
Portal Users

The Share Group does not currently contain any members.

Figure 8-21. Use a share group to share records owned by Customer Community
users with internal users
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To add members, an administrator clicks the Edit button and moves the available
members to Selected Members (use the Search drop-down to change the user type). See
Figure 8-22.

Share Group Members

Search: | Partner Users B for: | Find l

Available Members Selected Members

--None-- User: Phil Wein
User: Miguel Arizona
Partner User: Sean Forbes

Add

D

Remove

Save Cancel

Figure 8-22. Add users to a share group

Upon adding the desired members, the users to whom records owned by the
corresponding Customer Community users will be listed (see Figure 8-23).

Action  Name

Remove User: Miguel Arizona

Remove User: Phil Wein

Remove Pariner User: Edge Communications: Sean Forbes

Figure 8-23. Share group members
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Let’s wrap up the share group discussion by looking at an example. Here’s the scenario:

e Customer Community with two profiles: WeinCo Customer and
MeisterCo Customer

e Requirement: Share records owned by users with the WeinCo
Customer profile with the following:

e Partner user: R. D. James
e Public group: Super Clique

Figure 8-24 provides a visual of how this share group would work.

Customer Community Users

WeinCo Customer.__lfr?.fjle Customer Community Users

. “MeisterCo Customer” Profile
Bradlef,f"
Stryder

@
Philly Wein ' Amy Beth

Lot
- Owner

Y

Share Group
From: WeinCo Customers h ’ -
Richard D. Johnny Johnny Bunker
To: Partner User: “Richard James Simes Smithers, Aones

D. James” & Public Group:
“Super Cligue”

Public éroup:

Partne;r User Standérd User “ . "
Super Clique

Figure 8-24. A look at a share group
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Recap

In this chapter, I examined some key considerations for communities that impact
security, access, and visibility. While a significant portion of the security model for
communities leverages standard Salesforce platform mechanisms (e.g., object/field
access), some aspects are specific to communities themselves (e.g., authentication,
community membership, sharing sets, share groups, etc.). Make sure to thoroughly
review and test your community for security requirements before launching to make
sure that all users who need access have appropriate access and any users who should

not have access are correspondingly restricted.
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Topics in Communities

Topics are quite interesting entities in Salesforce. While they have been around for
years, they aren’t extensively used in “internal” Salesforce (e.g., classic or Lightning
Experience) outside of Chatter. In Chatter, users can associate topics with feed items to
tag posts, polls, questions, and more; this helps users to quickly find related discussions.
Figure 9-1 shows a view of a Chatter post in the classic and Lightning Experience

Phil Welnmelster - g Phil Weinmaister
. - st ncw
y Greatest book | have ever read, hands down. A must read for anyone who 4
i "
wants to bulld solutions declaratively on the Salesforce Greatest book | have over read, hands down, A myst read for anvone who wa i solutions declaratively on the
platform! hitp:ffbit.lyfsfdeDev #clicksnoteode #configuration #salesforce Salestorce praviorm! hisp://bit.ly/stdcCevfr Feonfiguration wsalesforoe
Shew More
D
& hitps:iiwww.amazon.com a 0 O 0
hitps:ifwww.amazon.com
. avelon -
[ Topics: Clicksnotoode, Configuraion, Salesforce || -
0 )
Comment Like Share Today at 1.00 PM

Figure 9-1. Topics in classic and Lightning Experience

In communities, however, topics take on much more central roles in the lives of
administrators, community members, and internal users. While not every community
leverages discussion-style chatting, topics apply to a number of other areas, including
questions, articles, and contextually driven experiences. In this chapter, I will cover the
following as related to topics within communities:

e Overview/purpose

o Topic types (standard, navigational, featured)

o Internal versus community topics

e Other considerations for topics within communities
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Overview/Purpose of Topics in Communities

As I said in the introduction, topics apply broadly to communities and can serve as a

central element in overall community interactions. I like to describe topics as the “glue” in
communities because they introduce cohesion between different entities that would otherwise
be disparate, disconnected items. Figure 9-2 shows how this happens, conceptually.

Chatter
Group
Question

Custom
Object

Record

Account
Record

Figure 9-2. Topics are the “glue” to join unrelated items

At their core, topics are all about context. As shown in Figure 9-2, it is a topic that
allows for a connection between an account and an article, a Chatter group question and
a link posted to a lead record, a custom object record and a Chatter post, and so on. For a
closer look at how this works, I will need to dive in to the data model.

Topic Data Model

At the center of a fairly simple data model that drives topics sits the Topic Assignment
object. The Topic Assignment object is a junction object between the Topic and Target
objects (see Figure 9-3).

202



CHAPTER9  TOPICS IN COMMUNITIES

Subtopics

Topic
Assignment

>0 H Object

Topic

Figure 9-3. Topic data model

Let’s take this a step further and make it specific with a real-life scenario. A few years
ago, I helped to design a Salesforce community for a church. Custom objects were used
to capture data such as sermons and church events. In this example, I'll show how topics
can be intertwined with that data to create context and useful associations within the
community. See Figure 9-4 for a visual representation of the following bullet points:

e Community (online church community/website)
o Topic (grace)

e Objects for which grace-related records exist: Sermon (custom),
Event (standard), News (custom)

Sermon: Feed ltem: Event: News:
Jan 2 2019 “God’s #grace March 2019 Youth Trip
is Enough!” Bible Study Baptisms

]

: Standard Ob]eCt \
. : Topic Topic Topic Topic
Custom Object : Assignment Assignment Assignment Assignment

Topic:
Grace

Figure 9-4. An example of how a topic might be used in an online church community
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Note

Topics must be enabled for objects before they can be associated with

that object. In the Setup menu, under Topics for Objects, administrators must
make sure to enable the objects with which topics will be associated within their

communities.

Topic Presentation/Ul

Within communities, a dynamic topic page exists that allows for related records (via

topic assignments) to be displayed. On this page, two object types are displayed out

of the box: discussions (feed items) and knowledge articles. Other object types can be

displayed, but custom components are required. Figure 9-5 shows a topic detail page

with related records from custom objects (via custom Lightning components), along

with a feed item that shares the topic.

ﬂ gawresfmue

Community Cloud Upgrades Its Digital Experience — Phil Wilnmaelster
Ecing Just Now

Larem ipsum doior st amet, consectetur adipiscing elt. Ouse tamen & fe agetur non melior, quam llse Sunt, quas interdum aptines. Si enim ad populuem
mE vocas, eum. Nec were sum nescius osse ublitalom in histona, non modo voluptasem. Plana idem, inquit. of maxima quicem, qua fiesi rulla maor
potes.
Quamguam nea negatis nos iMoflegers quid sit voluptas, sed quid e dicat. Quamquam i quidem licobd & oxistimare, qui legerint. Re mihi non aoque
sa¥isfacit, ot quidem locks pluribus. Appare! statim, guae sint officia, quae actiones. Duo Reges: constructio interrgte. Nos commodius agimus. lig vero,
8i insipiens-guo cerle, quoniam tyrannus -, numguam beatus; lstam voluptater, inqut, Epicurus ignorat?
1. Quid igitur dublitamas in 1ota elus natura quaseens quid 51 effectum?
2. Atqui, inquam, Cailo, $i istud opinuers, traducas me ad te lotum licebit.

Show Morg .4
Community Cloud Saiesforos
& ko i Commant Seon by 1
8 [ o acommen.

+ Folow || Delete

Related News Articles
Astro Finds Commerce

B ronths ago by Pril Weinmeissas

Intraducing Trailmixes

& months ago by Pril Weinmaisser

Salesforce Announces.

& months ago by PRl Woinmolsier

ALL NEWS

Felated Events
Trailhead Live Houston

Oct 27« Oct 31, 2008

Wottin Galria Housion

Dreamforce 2017

Hov 05 - Nov 10, 2018

Merseona Cantae

All Evants

Figure 9-5. Custom components on a topic page showing related content
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Figure 9-6 shows another example of how topics can be applied. In this instance,
topics are used for filtering and categorizing custom records.

w €, Seasch Login

Events Mambers Directory Community Groups IdeaExchange Leadarboand On the Wab

Soarch nows tties

E 4 News Articles —
Refine Results . .

St tems

Maost recant

“r

TRAILHEAD

Topics

Its Digital Experienc

Author COMMUNITIES SQLESFORCE [sALESFCRCE |
- OMmMUNIRY LAoUC ro Finds Commerce Introducing Trailmixes

From Date To Cate TOP[CS

& months ago by Ph Welnmoistor gh 1 & months ago by Pl Welnmolstor g 0 6 months ago by Phil Weinmalster g 0

i3
i}

Claar

Figure 9-6. Topics, as featured within custom components

Topic Types

Within communities, three types of topics exist.
o Standard topics
o Navigational topics
o Featured topics

Each type has a special purpose and a different creation method. I will walk through
each.
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Standard Topics

Standard topics are really just topics; standard is a word I am adding to emphasise that
they are not referencing navigational or featured topics. Standard topics are created
through the Topic Management section of the Content Targeting workspace, as shown in
Figure 9-7.

# Content Targeting

. Topics  Recommendations
Lightning Pages and Components

Topic Management Click New to create topics or Merge to combine them. To rename or delete a

topic, click the pencil icon.
Navigational Topics

The options you see depend upon your permissions. To access more features,

Featured Topics talk to your administrator.
New Merge Q. Type topic name and press Enter...
Events
MNews
Salesforce

Figure 9-7. Topic Management menu within content targeting

Here, administrators can create a new topic or merge topics. For this example, I will
create a new topic, as shown in Figure 9-8.

New Topic
*Name
Scranton

Description

The home of Michael Scott

Figure 9-8. New topic creation
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Creation is fairly straightforward. If an existing topic is too close to the new topic to
warrant distinction, the two topics can be merged. In this case, I am going to merge the
existing topic Scranton PA with my new topic, Scranton. Any feed item or record with the

topic Scranton PA will now show Scranton. See Figure 9-9.
Merge Topics

Enter up to 5 existing topics you want to merge.

Scranton PA
QUICKLY ADD SEVERAL BY USING COMMAS

Merge the selected topics into the following existing topic.

Scranton

Figure 9-9. Merge Topics page
Once the new topic is created, I will see it as an option (depending on my
permissions) when creating a new feed item. See Figure 9-10.
Post Poll  Question
To My Followers

Share an update...

B I VU & I, = 3 B O %
SCR
SCRANTON
Figure 9-10. Adding an existing topic to a feed item
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Navigational Topics

Navigational topics have additional, separate purposes on top of what standard topics
bring to the table. First, navigational topics are, as one might expect, a part of the
navigation menu. The Topics tab is, by default, included in the navigation menu and
displays all navigational topics. See Figure 9-11 for an example of a community that has
Products and Services as navigational topics.

sst  HOME TOPICS v  NEWCASE(FROMACTION)  ALLCASES

LL LS

PRODUCTS
FEATURED

SERVICES

Figure 9-11. Navigational topics in the navigation menu

Additionally, when a user searches in a community and can’t find what they want,
they have the option of “asking the community.” See Figure 9-12.

Where can | find out more about the Employee Digital Workspace?

Q, "Where can | find out more about the Employee Digital Workspace?" in Lightning Pages and Components

Don't see it? | Ask the community b—

Figure 9-12. Asking the community will leverage navigational topics

Upon clicking “Ask the community,” the community member will have to select one
of the two navigational topics when the question is submitted. See Figure 9-13.
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* Post To

+/ Choose... J
Products
Services

What would you like to know?

> Details

Cancel

Figure 9-13. Navigational topics within the ask modal

With navigational topics, community administrators can configure a different
header image to be displayed. Administrators can click to upload an image, as shown in
Figure 9-14.

Products

Remove All Assigned Articles

Close Remove

Figure 9-14. Adding an image to a navigational topic
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Figure 9-15 shows what the updated topic page looks like.

—

Tl . Where can | find out more about the Employee Digital Workspace? Search
2 4AL

HOME  TOPICS ~ NEW CASE (FROM ACTION)  ALL CASES

N

DISCUSSIONS Different background

Mo related lists to display

Top Questions v b 4

Figure 9-15. Navigational topic page with a background image

Navigational topics can go to an even deeper level with subtopics. This allows for a
robust navigation experience based on areas of interest or relevance. I've put together
an example of what a topic catalog might look like for a company that is building online
communities products in Figure 9-16.

Top-Level
Topics Products
Child Topics:
Product Groups
Bolts Apps. Components Other
Grandchild
e T S e e e e e :
1 [ Employee ! H ! i 1 1 "
il - . ' [ Video ' | Knowledge Product "
Digital PartnerFirst | 1 ! News Evenls Ideas ' 1| Twitter Feed " I "
Workspace ! i E ! Gallery ! i Filter Enablement '
1 ! ' i } I ]
' H ; ' ' ! "
' H p ' " ' "
i 1 i ' i "
i Alumni P ool socal Leadetboard | | | 1
i
Connect ! ! Members Groups i Share E E Group SMS E
1 H ! P ' I W
_________________________ b U L ] L _______{]

Figure 9-16. A potential topic catalog design, with subtopics

By creating subtopics, the overall community experience can be enhanced by
guiding community users intuitively. See Figure 9-17 for an example of a topic that has
subtopics associated with it.
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i

BOLTS

EMPLOYEE DIGITALWORKSPACE | PARTNERFIRST | ALUMNICONNECT

Figure 9-17. A topic page for a topic that has subtopics

Featured Topics

Featured topics are basically standard topics that are identified or flagged as featured.
Once identified as featured, they can be dynamically showcased to community members
to promote collaboration or interaction around those particular topics. To create a
featured topic, an admin must first create a standard or navigation topic. See Figure 9-18
for an overview of topic creation prerequisites and dependencies.

Standard Navigational Featured

1 Create a
Standard Topic

A featured topic must be selected
from a standard topic (which can be
created automatically from a

Standard Topic Create a navigational topic - see #2)
2 Automatically |[#----------=---+ Navigational
Created Topic
3 Createa | __ _ __ _ _ _ o _______ Create a

Standard Topic Featured Topic

Create a
eate Create a
4 Navigational Featured Topic
Topic

Figure 9-18. An overview of topic creation dependencies and prerequisites
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Once a topic exists, it can be selected on the Featured Topics menu page during
the creation process. In Figure 9-19, examples of existing topics are shown when a new
featured topic is being configured.

# (?ontfant Targeting Topics  Recommendations
Lightning Pages and Components

Topic Management

Featured topics are displayed prominently on your site's home page. You can

Navigational Topics have a maximum of 25,

Featured Topics

News
Events

Bolts

[ Belect a topic Q Add

a AlumniConnect
> B

Figure 9-19. Examples of existing topics when a new featured topic is being configured

Similar to navigational topics, images can be associated with featured topics.
However, instead of an image showing up in a header, it appears in the Featured Topics
component that is available within Community Builder. Figure 9-20 shows an example

community with three featured topics with one of the three having an image.

.‘. ‘3‘. PHIL WEIN ~ -‘_\

— -
COMMUNITY PIONEERS o
1 Phal Wein 59
: Emaﬂnd Paints
Jehany MoCaseFields 1
% ’E&g;mcr Poirt
Miguel Arizona 1
&= r.,.__:Bc:gin"cr Foint
e

Figure 9-20. Featured Topics component on the Home page
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Other Topic Areas

A few other areas exist in the world of topics that community administrators need to
understand. I will walk through each at a high level.

Internal vs. Community Topics

For communities that expose records, it is important for administrators to understand
that a topic applied to a record in classic or Lightning Experience is automatically
exposed within a community that shows that record. Each topic assignment (the
junction object between the Topic and Target objects) has a NetworkID field. For
internal use, this field is blank. However, for a community, this field is populated with
the network ID of the community; this creates a unique topic assignment that will not
appear in classic or Lightning Experience. Sure, topic assignments can be cloned or
duplicated to ensure that the same topics are leveraged across the community and the
internal org, but there is nothing out of the box to make that happen.

In Figure 9-21, I provide an example where the same topic of Products is applied an
Account record in both a community and the internal org.

_ TN
Topic: Account:
Products ® WeinCo
Topic Assignment 1 Topic Assignment 2
Networkld: <blank> Networkld: [populated]

Figure 9-21. Two topic assignments for the same topic

Unlisted Chatter Groups

Currently, topics are not supported within unlisted Chatter groups. The Salesforce platform
does not currently have a way to handle topics for these ultra-secure collaboration
groups that would not potentially expose some data to unauthorized users.
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Topics and Articles

Articles and topics overlap within communities quite a bit. I will go into more detail on
how topics work with articles in the next chapter.

Management within Community Builder

There is an option to directly access Community Builder. Navigate to Settings (via the
tabs on the left), click General, and scroll down. See Figure 9-22.

i Home *  Home - c

. Community Details
n Settings ty
Community Template
General )
Customer Service
— Theme
— Public Access @
Languages Public can access the community
Advanced Community Title
CMS Connect Lightning Pages and Components
Updates Published Status
Developer Published: https://pwgs06-developer-edition.gus.force.com/Ipc/s/

Guest User Profile
Lightning Pages and Components Profile

Topics

Navigational Topics

Create and edit the topics that appear in your community’s navigation menu. Then select topic banner images.

* Set Navigational Topics &

Featured Topics

Choose navigational or member-created topics to feature prominently on your home page. Then select topic
thumbnail images.

Set Featured Topics o

Figure 9-22. Managing topics from Community Builder
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Recap

In this chapter, I focused on topics within communities and how they can be leveraged
to enhance the community user experience. I dove into some of the nuances around
topics that are critical for administrators to understand when managing a Salesforce
community and explained the different types of topics—standard, navigational, and

featured—and their purposes.
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Community Knowledge
(Articles)

Since the inception of Community Cloud, Salesforce Knowledge has been a cornerstone
in many of the communities that have been built on the Salesforce platform. Whether
for customers looking for self-service troubleshooting help, partners needing
documentation on a process, or employees seeking information on release notes for
their own product, knowledge articles have often been the means to provide relevant
information to community members.

For those who have managed an internal knowledge base in classic or Lightning
Experience, much can be reapplied to communities. However, it is important to
understand that articles do boast some community-specific functionality and
capabilities (mostly around topics). In addition to covering those items, I will walk
through the Salesforce Knowledge prerequisites and basic setup/administration to
help developers, administrators, and managers get up and running with Salesforce
Knowledge in their communities.

Prerequisites and General Setup

Before a community manager can work with Knowledge in a community, certain
prerequisites must be satisfied, and Knowledge must be properly configured.

Licensing/Permissions

The first step in setting up Knowledge for communities is obtaining one or more
Knowledge licenses for the org that houses the corresponding community. The
Company Information section (in the Setup menu) shows the number of licenses for the
org under Feature Licenses. See Figure 10-1.
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Feature Licenses Feature Licenses Help ?
Feature Type Status Total Licenses Used Licenses Remaining Licenses
Marketing User Active 2 1 1
Apex Mobile User Active 2 1 * 1
Offline User Active 2 1 1

I Knowledge User Active 2 1 1
Service Cloud User Active 2 1 1

Figure 10-1. A Knowledge User license must be available for Knowledge to be
enabled

Once a Knowledge User license is provisioned, it must be applied to a specific user.
Navigate to a user record and select the Knowledge User checkbox to allow a user to
manage Knowledge. See Figure 10-2.

User Edit Save  Save 8 New Cancel
General Information | = Required information
FirstName  prng Rols | ceo B
Last Name | Wein User License  Salesforce
Aliss | pwein Profle  System Adminiiraior
Email | prit weinreister @7 sumi Actve
Username | phil@liow demo Marueiing User
Nickname | philweinmeister-tmsQ | Offline User
T cuo

Figure 10-2. A user who will manage Knowledge articles in any way (i.e., not
simply viewing the articles) will require a Knowledge User license

Once a user has been granted the Knowledge User license, the user can access
the Knowledge-related settings within the Setup menu. After enabling Knowledge, an
administrator will see various settings that can be configured. Those are not specific
to communities and should be examined as an organization rolls out Salesforce
Knowledge. Figure 10-3 shows a sample of Knowledge settings that are available.
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General Settings

v Allow users to create and edit articles from the Articles tab
Activate Validation Status field
v Allow users to add external multimedia content to HTML in the standard editor

Lightning Knowledge Settings

Enable Lightning Knowledge
Enable automatic loading of rich-text editor when editing an article

Article Summaries

Show article summaries in article list views

Internal App

Customer

Partner

Figure 10-3. Knowledge settings

Lightning Knowledge

It is worth noting that Lightning Knowledge now exists, in addition to the standard/
classic Knowledge that has been available for years. The key difference between standard
Knowledge and Lightning Knowledge is that the former employs article types, while the
latter leverages record types (based on one object). See Figure 10-4 for the setting that
enables Lightning Knowledge.

Lightning Knowledge Settings
Enable Lightning Knowledge
Enable automatic loading of rich-text editor when editing an article

Figure 10-4. Lightning Knowledge can be enabled from the standard Knowledge
Settings screen

Note It will be assumed that standard/classic Knowledge (not Lightning
Knowledge) is used throughout the rest of this chapter.

Knowledge Administration

While not specific to communities, article types and data categories are critical to proper
Knowledge administration. I will cover each at a high level to help community managers
get the ball rolling.
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Article Types

Article types help to distinguish knowledge that is fundamentally different in content
and desired presentation. These are some examples of article types:

¢ FAQ
e Troubleshooting Guide
e Tutorial

o Release Notes
e Product Manual

Each of these could have completely different fields and page layouts; as a result,
they are different article types. By default, each org has an article type called Knowledge,
which will suffice if only one article type is needed. See Figure 10-5.

All Article Types

Article Types define the lock and feel of an article, including its fields, layout, and templates.

New Article Type

Action Label Deployed Description
Edit| Del  Knowledge v

Figure 10-5. The default Knowledge article type that exists upon enabling
Knowledge

Data Categories

Data categories are also critical within the world of Salesforce Knowledge. To best
understand their purpose, it’s probably easiest to think of data categories in the context
of searching. When one users want to find one or more articles, data categories will
help users to categorize, group, or filter article search results. Data categories can be set
up hierarchically, with child data categories; Figure 10-6 shows a data category called
Location with two subcategories.
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Data Categories
Keyboard Shortcuts Help for this Page &

Category groups are hierarchies of data categories. For example, a category group named Location might contain a geographical
hierarchy of continents, countries, regions, and states. Use this page to manage category groups and the categories they contain.

Category Groups Categories in Location
o Save £\ Undo | | 7 Redo Expand Al Collapse All
Active Category Groups = All

Location -~ East

Product 5---Wast

Inactive Category Groups

Figure 10-6. Data category setup menu

I will use the structure shown in Figure 10-7 for the examples in this chapter. This
diagram shows two “top-level” data categories and multiple “child” data categories that
roll up to the top-level categories.

Data Category: Data Category:
Location Product
/ \ / v \.
. . Data Category: Data Category: Data Category:
Data E:::gory. Dataﬁ:t:;go’y' Community Community Community
News Events Ideas

Figure 10-7. An example of data category setup. Community News, Community

Events, and Community Ideas are apps that are available for use within Lightning
communities

Note Profiles and permission sets can be used to control the visibility of articles
based on data categories.
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Articles in Communities

A few items must be considered within the context of communities regarding articles.
e Article visibility
e Articles and topics

e Articles in global search (for communities)

Article Visibility

When creating articles, a Knowledge manager or author can associate an article with
zero to many channels. A channel determines whether the article is potentially visible at
all for a particular group of users. The following are the available channels:

o Internal App

e Public Knowledge Base
o Customers

o Partners

Regardless of the permissions of users in these channels, they will not be able to see
articles if the corresponding channel is not enabled. In Figure 10-8, an article is set to be
visible to customers and partners.

Channels ~ Internal App
Partner
Customer
Public Knowledge Base

Figure 10-8. Channels are used to control visibility of articles in communities
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While it may be fairly intuitive, it is critical to note which license types map to the
applicable channels. Figure 10-9 shows the association between the two entities.

License Type Channel

Any Salesforce / Platform
(Internal License)

Partner Community f N
ﬂ Internal App
Customer Community Plus &\ﬂ Partner
ZFI:I Customer
Customer Community @?—VD Public KB

N/A (Guest User)

Figure 10-9. Mapping of license type to Knowledge channel

Articles and Topics

A key area for Knowledge managers to be aware of is the interplay between articles and
topics. This overlap comes into play a few ways, through standard components and
relationships between articles and topics and between data categories and topics.

Topics for Articles

Before topics in communities can be used with articles, topics must be enabled for the
applicable article types from the Topics for Objects settings within the Setup menu.
Figure 10-10 shows the page from which topics are enabled for articles.
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Topics for Object Settings

Help for this Page &

Enable topics for objects so users can add topics to records of that object type on the record detail page. Use topics to organize your records
and discover people and groups knowledgeable in the same topics.

Channel Program Level Disabled Fields in knowledge /

Contact Enabled

Content Document Enabled Save j Cancel Enable Topics

Contract Enabled Your changes have been saved.

Event Enabled Assignment Note Summary
KRowledge S Title URL Name

Figure 10-10. Topics must be enabled on all applicable article types to allow for
full usage of articles in a community

Article Management in Communities

The first method to associate Knowledge articles with community topics is a direct
association of an existing article with an existing topic. Figure 10-11 provides a view of

what happens from a data model/schema perspective.

R

Topic :

Topic

Assignment

Network
(Community)

H Article Type

Figure 10-11. Data model of articles and topics within communities

Within the Content Targeting workspace, the Article Management menu allows

articles to be selected for topic assignment. See Figure 10-12. In this example, an article

is associated with three related topics.
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# Content Targeting
Napili Time

Topics  Recommendations

Topic Management
Navigational Topics
Featured Topics
Article Management

Automatic Topic Assignment

—)

Use topics to organize articles in your community. Search for articles, or filter
by data categories, and assign topics.

Q, Search articles...

Show  All Articles v

Data Category Group Select w Data Category Select w

ARTICLE NAME
Add Topics

Title App Installation: East
Article Number 000001001
Version Number 1
Article Type Knowledge
Created Date Feb 11,2018 1:52:24 PM

Last Published Date Feb 11, 2018 1:53:24 PM

[ News x ] [ Events x ] [ East x ] “ Topic

Figure 10-12. Here, an article named App Installation: East is associated with
three topics: News, Events, and East

Note While this feature absolutely has value in some scenarios, direct
association of topics with articles is not dynamic and will require manual
administration for any changes to corresponding topics.
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Automatic Topic Assignment

A relatively new capability that is extremely handy is the ability to automatically

associate topics with articles. This is done by identifying one or more topics that should
be assigned to topics based on a data category. The function can apply to existing articles

and will automatically associate any newly created article that has the applicable data

category with the selected topics.
Figure 10-13 provides an example. Here, all articles with a parent data category

group of Product and a child data category group of Community Events are associated
with the topic Events. Additionally, the “Add above topic(s) to all existing articles in the

data category” setting means that any existing articles will be updated.

# Content Targeting
Napili Time

Topics  Recommendations

Topic Management
Navigational Topics
Featured Topics
Article Management

Automatic Topic Assignment

Automatically assign topics to an article when it's published within a data
category.

Automate Topic Assignment

Enabled

Data Category Group Product w

Data Category Community Events w
Add above topic(s) to all existing articles in the data category

Save Cancel

Figure 10-13. Articles in communities can automatically be associated with
topics, based on article data categories
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Article Display

Once everything is set up, a community manager can enjoy the display of articles related
to a topic from a topic detail page. In Figure 10-14, two articles are dynamically listed on
the topic detail page for the News topic.

EN -
LL L]

sss HOME TOPICS v

NEWS | —=p Topic

2

ARTICLES

DISCUSSIONS ARTICLES

[App Installation: East | —gp Article name

5Views « Feb11,2018 - * Article type

News Release Notes

1View « Feb11,2018 « Knowledge

Figure 10-14. A topic page showing two related articles, based on associated topic
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Articles in Global Search

By default, articles that are exposed in the community will appear in the type-ahead

results in the global search from the standard header. See Figure 10-15.

Article]

Q, "article"in Aprezz

Article Title
Article « Jun27,2017 « ® 92

Figure 10-15. Articles will show up in the global search type-ahead results by default

The default setting is typically recommended, but there may be scenarios where an

administrator wants to hide those results. To do so, access the property editor settings for

the component and click the X next to Articles in the Objects in Autocomplete Results

section. See Figure 10-16.

Template Header Top

e

e -
# Global Search for Peer-tc-Peer Communities  Shared

Tempiate Header Bottom

Content Header

irticles

Result

fticle Title
$0001002 - Last Modified Jun 27,2017 12:59 PM
rem ipsum dolor sit amet, consectetur adipiscing elit.

Global Search For Peer-
to-Peer Communities

Placeholder Text for Search Field

Search...
w Autocomplete Search

¥ Use autocomplete in searches i}

Maximum Autocomplete Results

]

Limit autocomplete search L]
results to Discussions and
Articles

Objects in Autocomplete Results [ ]

Articles D

Discussions ,
Cases j\<

Groups

Figure 10-16. Articles can be removed from autocomplete results
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Similarly, articles can be repositioned on the full search results page. However, this
is a different setting. This can be accessed on the search page in Community Builder by
clicking the Global Search Result component and modifying the appropriate settings in
the property editor. See Figure 10-17.

¥ Global Search Results

Global Search Results |

i . h T

Articles Search Term
1Result {!searchString}
Article Title « Show the All results tab (i ]
000001002 - Last Modified Jun 27,2017 12:59 PM .
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Ty Discussions

1L Articles

GROUPS
1, Cases /
1ty Groups
Add

Figure 10-17. Removing articles from the search results page

Recap

Salesforce Knowledge is a large, platform-spanning topic. A plethora of documentation
exists to help users become experts in Knowledge. In this chapter, I strictly focused on
the intersection of articles and communities. I covered the basics of Knowledge setup,
walking through prerequisites and “core” Knowledge administration (article types and
data categories). Additionally, I dove into community-specific areas of Knowledge,
including channels, topics for objects, article management, and automatic topic
assignment.
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Process Automation
in Communities

There is significant power and value to be found within the world of Salesforce
communities that isn’t necessarily obvious to those who see Community Cloud as an
isolated, stand-alone product or are relatively new to Salesforce overall. It lies in the
platform, whose inception came almost 15 years before communities were born and
has been rapidly expanding with new features and capabilities ever since. Much of what
has been discussed in this book so far has focused on community-specific functionality.
However, in my opinion, one of the most exciting areas for communities lies in the
intersection between declarative community-building capabilities and innovative
business process automation (BPA).

Salesforce offers three BPA tools: Workflow, Flow (also known as visual workflow),
and Process Builder. While there are few community-specific elements among these
three tools, all three have notable potential overlap with communities. Figure 11-1
shows a diagram similar to the one from Chapter 1 detailing the overlap between the
Salesforce “clouds.” This diagram shows the overlap found in Salesforce BPA tools with
communities.
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___Community Functionality

Process

Visual . . Build
Workflow uraer

(Flow)

Figure 11-1. A large amount of Salesforce community functionality can be
automated with platform tools

In this chapter, I will look at this overlap, giving guidance on how to leverage each
tool and providing specific examples with each tool.

Note This chapter is not intended to provide comprehensive instruction on

Flow, Workflow, and Process Builder for individuals not already familiar with those
tools. For detailed guidance on Workflow, readers can reference my first book on
Salesforce, Practical Salesforce.com Development Without Code. For in-depth
information about Process Builder and Flow, see Salesforce.com Lightning Process
Builder and Visual Workflow. Both books are available at www.apress.com and
WWW.amazon. com.

Workflow

While it no longer receives noteworthy enhancements and definitely isn’t the sexiest
application available to administrators, Workflow is the oldest and most predictable

of the BPA tools on the Salesforce platform. By “predictable,” I mean just that—

admins know what they are going to get when they use it. The premise of Workflow is
straightforward; certain actions can be automated based on the creation of or update to
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arecord of a particular object. Workflow can trigger four types of actions, but two most
directly apply to Salesforce communities: sending email and updating fields. Since many
field update scenarios can be addressed arguably more comprehensively via Process
Builder, I will focus on automated email distribution in this section.

As addressed in Chapter 7, the community Administration page allows some basic
configuration of four emails that can be sent to community members based on certain
actions: member welcome, forgotten password, reset password, and case comment.
However, depending on community context and communication needs, many other
types of emails could come into play. Here are a few examples of email automation
within communities that clearly add value and efficiency:

o Case creation (community-specific emails)

o Community group membership

Community Case Creation Notification

The first example of a common scenario for communities would be case-related email
automation or cases created or modified within a community. In this case, I will show
how to create a custom workflow rule for cases created via a community.

The first step is to update the Case Origin field on the Case object to allow the
identification of the community as the case’s source. See Figure 11-2 for a new picklist
value added to Case Origin.
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Casa Field Help for this Page [7]

Case Origin

Back to Case Fields

Edit | Set Field-Level Security | View Field Accessibility

Field Information

Field Label  Case Origin Field Name  Origin
Data Type  Picklist
Help Text
Field Dependencies Now Field Dependencies Help

No dependencies defined.

Validation Rules Now Validation Rules Help 2

No valication rules defined.

Case Origin Picklist Values _New  |Reorder| Replace |Printable View | Chart Colors ~ Case Origin Pickist Values Help 7
Action Values APl Name Default Chart Colors Modified By
Edit | Del | Deactivate Phone Phone Assigned dynamically  Phil Wein, S/7/2017 8:07 AM
Edit | Del | Deactivate Email Email Assigned dynamically  Phil Wein, 5/7/2017 8:07 AM
Edit | Del | Deactivate Web Web Assigned dynamically  Phil in, 8772017 8:07 AM
Edit | Del | Deactivate Community Se ice Wizard Community Self-Service Wizard Assigned dynamically  Phil Wein, 10/9/2017 8:08 AM
Edit | Del | Deactivate Im Self-Service Community Assigned dynamically  Phil Wein, 2/27/2018 8:15 AM

Figure 11-2. Leverage a new case origin picklist value in a community-specific
workflow

Once the Case Origin field has been updated, the workflow rule can be created. In this

case, the workflow rule will be evaluated upon creation only and will use the Case Origin
field and newly added picklist value for the corresponding criteria. See Figure 11-3.
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Woriflow Rule

Workflow Rule Detail

Self-Service Community Case Created

« Back to List: Workflow Rules

Edit | Delete|  Clone | Activate

Help for this Page @

Rule Name  Self-Service Community Case Created Object  Case
Active I Evaluation Criteria  Evaluate the rule when a record is created I
Description
I Rule Criteria  Case: Case Origin equals Self-Service Community I
Created By  Phil Wein, 2/27/2018 8:19 AM Modified By  Phil Wein, 2/27/2018 8:19 AM
Workflow Actions Edit
Immediate Workflow Actions
Type Description
Email Alent

Send Case Creation Email for Community

Figure 11-3. A workflow rule to be used within a community

For the related actions, I create a new email alert that sends the actual email to the
creator of the case. Figure 11-4 shows an overview of the process.

Workflow rule to send automated email
upon case creation from community

L)

&

Community

Case

Figure 11-4. Overview of the community-related email scenario being

automated
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Note When adding email automation, it is important to step back and assess the
entire suite of emails that are being automated to ensure that existing automation
does not duplicate an alert. In this case, a duplicate would cause two alerts to go
out to the Contact (creator) of the Case record, which is obviously not ideal.

Community Group Membership Notification

The first example of a common scenario for communities involves membership within
a Chatter group. In this case, I will create a custom workflow rule associated with new
members within community groups. Figure 11-5 provides an overview.

: Community Members

& & & & Email Sent to New Group Member

Community Member
Added to ChatterGroup

Chatter Group

G848

Figure 11-5. A basic community process that can be automated

The first step is to determine whether the email should be community-specific
or generic across all communities within the org. Figure 11-6 shows the setup for
one community, and Figure 11-7 shows how a more generic workflow rule should be
structured. The difference is the Network field; either it needs to contain a specific record
ID or needs to be simply be populated.
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Workflow Rule Detail Edit | Delete Clone Activate
Rule Name  Community Group Membership Initiated (Specific Object  Group Member
Community)
Active Evaluation Criteria  Evaluate the rule when a record is created
Description
Rule Criteria [: roup Merber: Network EQUALS 0083000000041"\-’!]
Created By  Phil Wein, 2/27/2018 7:56 AM Modified By  Phil Wein, 2/27/2018 7:56 AM

Figure 11-6. Here the rule looks at a specific network (community)

Workflow Rule Detail Edit Delete Clone Activate
Rule Name  Community Group Membership Initiated Object  Group Member
Active Evaluation Criteria  Evaluate the rule when a record is created
Description
Rule Criteria | Group Member: Networi NOTEQUALTO null |
Created By  Phil Wein, 2/27/2018 7:54 AM Modified By  Phil Wein, 2/27/2018 7:54 AM

Figure 11-7. Here the rule looks for any value in the network field

In this scenario, the workflow rule will be evaluated upon creation only (i.e., not
upon the update of an existing record) and will use the network (community) field for
the corresponding criteria. In Figure 11-6, the workflow rule is “scoped” to a single
community; in Figure 11-7, all communities are impacted.

For the related actions, a variety of activities could be performed. In this case, I
created a new email alert that sends an email to the community member who just joined
the applicable Chatter group.

Note Inthe example shown in Figures 11-6 and 11-7, a Salesforce record ID
is “hard-coded.” It is generally discouraged to include a Salesforce record ID as
criteria or in a formula, as it means that the criteria may no longer be valid in a
different org (in which the network ID could vary). Here we do not have a choice
without further customization since fields cannot be modified or added to the
Group Member object.

Process Builder

Process Builder is the newest of the process automation tools on the platform, and it
was met with widespread acclaim among administrators and business analysts. I would

propose that the reasoning behind this fan following is threefold.
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e Anintuitive, visual interface (see Figure 11-8)

 Significantly expanded capabilities beyond those of Workflow (see

Figure 11-9)

o Power without requiring any knowledge or use of code

START

Caseischanged Y03

FALSE

IMMEDIATE ACTIONS

B Create a record

+ Add Action

® Set Schedule

SCHEDULED ACTIONS

W sTOP

Figure 11-8. Process Builder’s user interface

Action Available in Workflow? Available in Process Builder?
Apex No Yes
Create a Record Partial Yes
Email Alerts Yes Yes
Flows No Yes
Post to Chatter No Yes
Quick Actions No Yes
Submit for Approval No Yes
Update Records Partial Yes
Call a Process No Yes
Outbound Messaging Yes No

Figure 11-9. A side-by-side comparison of Workflow versus Process Builder

functionality

At this time, there are no community-specific aspects built into Process Builder, but
it’s fairly straightforward to create a process from the tool that is specific to a community.

I will look at a few automation scenarios for communities that can benefit from the

power of Process Builder.
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New Community Member Actions

The addition of a new community member is a big deal, as they are the lifeblood of a
community. Many times, it’s important to internal employees to know who these new
members are, but they might not necessarily want to visit the community or navigate to a
report to see the activity each time. With a public Chatter group in the internal org, posts
can be included to let a broad audience know about these community newcomers.

The first step is to create a Chatter group in an internal org to which the new member

notifications will be posted; see Figure 11-10 for an example group.

New Community Members  ~ Ower @ Unmited New Contact 3 tuni

CHATTER ENGAGEMENT Group Details

Description

Post Fol

1] Question

Information

Figure 11-10. Internal Chatter group to be used in the Process Builder
example

Next, [ will create the process and include basic setup information. See Figure 11-11.

New Process

Process Name* APIName* @
New Member Alert for Employees New_Member_Alert_for_Employees
Description

This group will inform internal employees of new community members.

The process starts when™®

A record changes

Figure 11-11. Basic information for new member alert
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Next, I will identify the object that will be initially evaluated to run the process. This
object will be Network Member, which exists for all community members within an org;
see Figure 11-12 for object setup details.

START Choose Object and Specify When to Start the Process
| Object*
4+ Add Otject h—
Metwork Member b

_* Start the process®
o only when a record is created
when a record is created or edited

TRUE IMMEDIATE ACTIONS  TIME. SCHEDULED ACTIONS

> Advanced

FALSE

Figure 11-12. Network Member will be the object to be used in the process

Once the object is identified, I establish the criteria to determine whether an action
will fire. In this case, I considered the following for the criteria:

e The community is live (NetworkMember.Network.Status = “Published”).

¢ The network member is active (NetworkMember.Member.IsActive =
“True”).

Figure 11-13 shows the necessary criteria as configured.

START Define Criteria for this Action Group
Criteria Name* )
Mew Member Alert to Group
Criteria for Executing Actions*
© Conditions are met
Formula evaluates to true

IMMEDIATE ACTIONS [JﬂhsSEE SCHEDULED ACTIONS Mo eriteria—just execute the actions!

Set Conditions

Field* Operator* Type* Value*
[MetworkMem... S, Equals o Picklist v Published v %
STOP ’ a [MetworkhMem,.. &, Equals ¥  Boolean - True v | x
+ Add Row
Conditions*

© AN of the conditions are met (AND)

Any of the conditions are met (OR)

Customize the logic

Figure 11-13. Process criteria to be used in the example
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Once the criteria are set, I may now add an action. In this case, I select the action
type Post to Chatter, select Chatter Group (as opposed to a user), and then identify the
group and craft my message. See Figure 11-14.

Blaw Maombar
Alert to Group

TRUE

+ addcritedia . TRUE

Select and Define Action

Action Type*

Post to Chatter

Action Name* @

New Community Members

Add an exsting topie...

{!NetworkMember] Member FirstName} {1 Networkiember].Member LastNamet {{t
I T MembenCs 1) o

) just joined

Post to Group
IMMEDIATE AcTiONS | TIME SCHEDULED ACTIONS W sTop
Post to* Group®
8 Act Set Schedule
+ At Action <] Chatter Group v
t Message*
—'* Merge Field L=}
. TIME R [NetworkMember] MemberTitiel, {1
IMMEDIATEACTIONS | TIME. SCHEDULED ACTIONS the communityl

Figure 11-14. Post to Chatter action within Process Builder

Once I activate the process, I'm ready to see it in action! First, I navigate to a contact
and enable the customer user. See Figure 11-15.

New User Help for this Pags &)
User Edit Bave  Cancel
General Information | = Required Formation
FirstHame  jne UserLicense | Cystomer Community Plus 8
LastHame | Groy Profile | customer Community Plus User [ i
Alns | cuser Acthe I
Emall | Data.com User Type - Mong-- B i
Usemame | Datz.com Manthly Addition Limit Default Limit (300) W
Mickname I i Quick Accoss Menu g
Title  pirector, RAD
Company Mlgw Malster Industries Saesforco CRM Content User

Figure 11-15. Creation of a new community user to trigger the process
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And...it works! Take a look at Figure 11-16.

Most Recent Activity w Search this feed... Y e

Phil Wein A
Just now
Jane Grey (Director, R&D, Niew Meister Industries) just joined the community!

iy Like @ Comment [} Share 1 view

g Write a comment...

Figure 11-16. A Chatter post resulting from the new community member

Community Member Reputation Point Notification

Let’s continue down the path of driving a flow based on a network or community
member. Here I will show how to create a process that automatically updates the user’s
status as a special “gold” member based on obtaining a certain number of points, but it
also notifies them of this change.

I start with Figure 11-17, where the object is identified (Network Member) and the
process kickoff is defined (record created or edited).

START Choose Object and Specify When to Start the Process

Object”
+ Add Object
! J Metwork Member -

Start the process*®
only when a record is created

o when a record is created or edited
T TIME ) Ei
TRUE IMMEDIATE ACTIONS. LAPSE SCHEDULED ACTIONS
» Advanced

FALSE

STOP

Figure 11-17. Again, Network Member is used as the object

Next, I configure simple criteria to look at when the user exceeds 50,000 Chatter
reputation points. The field in the conditions box is NetworkMember.ReputationPoints.
See Figure 11-18.
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START

MNetwork Member

Reputation
Point Thresho...

Exceeded TRUE
FALSE

+ Add Criteria TRUE
FALSE
STOR

IMMEDIATE ACTIONS

A Status to Gold

Ahcom iy h Set Conditions
+ Acd Action Field® Operator* Type* Value*
[NetworkMem.., €, Greaterthan *  Number * 50,000

IMMEDIATE ACTIONS

W sToP

Define Criteria for this Action Group

Criteria Name*

Reputation Point Threshold Exceec

Criteria for Executing Actions”
© Conditions are met
Formula evaluates to true

Mo criteria-just execute the actions!

+ Add Row

Conditions*
© Al of the conditions are met (AND)
Any of the conditions are met (OR)

Customize the logic

v Advanced
Do you want to execute the actions only when specified changes are made to the record? @

« oS

Figure 11-18. Criteria added: more than 50,000 community members

Next, I establish the record update action that, I update a custom field on the contact
record that is related to the network member. Figure 11-19 shows how to select that
record (NetworkMember.User.Contact).

Select a Record to Update

© select a record related to the NetworkMember

UserID p ContactID

You have selected the following field:

O

Contact ID
Type: String
API Name: Contact

Figure 11-19. Select the contact record related to the community user record
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In Figure 11-20, I show the corresponding update record action.

START

Feputation
Point Threshal TRUE IMMEDIATE ACTIONS [_Raled
Excoaded
A Status to Geld &
FALSE + 2 action
+ Add Criteria TRUE IMMEDIATE ACTICNS

Update Records (%]

Action Name* @

Status to Gold

Recond*

[MNetworkMember] User 10.Contact 1D

Criteria for Updating Records®

Updated records meet all conditions

QMo eriteria-just update the records!

Set new fledd values for the records you update

Field* Type* Value®
Status - Picklist v Gold v
+ Add Row

Figure 11-20. Update the record action on the network member object

Once that is done, I add an email action to alert the member, as shown in Figure 11-21.

START

Network Member

TRUE IMMEDIATE ACTIONS

J Status to Gold

show fewer -

=+ Add Action

Email Member *
FALSE

Email Alerts

Action Name* @

’ Email Member

Email Alert*

Email_Community_Member_Ne...

Figure 11-21. Email an alert to notify the community member

After activation, it’s time to try this. Once Jane hit her 50,000 points, I pulled up her
contact record. See Figure 11-22 for the result. Spoiler alert...it worked!
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Gold

T T T =TT T BTy TUThT T

Reports To Assistant
Lead Source Asst. Phone
Word of mouth

Status

o~

Figure 11-22. The community member’s status was updated to “gold”

Other Examples/General Approach

In general, the suggested approach here is to focus on a change that happens in or as a

result of the community and then drive the automated actions from that. The following

are a few more ways to leverage Process Builder within communities.

Case Notification Automation

Follow these steps:

1.

Add a new picklist value for the Case Origin field that is specific to
the community.

Create a global action for the Case object and prepopulate the
case origin with the Case Origin value that was created for the

community.

Create a process that looks at the Case object and, specifically,
the Case Origin field value for the new value that was added.
Configure the desired action.

Drop the global action into the community (this can be done
directly from the navigation menu).

Success! A case created with the custom action in this community
will automatically kick off the process.
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Custom Object Automation

Follow these steps:

1. Create a field on the custom object called NetworkID that takes
in the Salesforce record ID of the related community in which the
record was created.

2. Ensure that the NetworkID field is set properly through
configuration or code whenever a record is created in that
community.

3. Create a process that looks at the custom object and, specifically,
the NetworkID field for a specific value. Associate some actions
with the process.

4. Success! A record of the specific object that is created and/or
modified and meets the criteria will trigger the process actions.

Flow

Flow, also known as visual workflow, is by far the most powerful of the available tools
to automate business processes on the Salesforce platform. And, as of the Winter '18
release, it is available in Lightning communities without the use of code.

So, what makes Flow so useful? Sure, there are aspects like dynamic picklists based
on record values, looping capabilities, and decision points. In my opinion, more than
anything else, it’s the Flow screens that set this tool apart. At least as of Summer '18,
Process Builder has no concept of screens or screen interaction; with Process Builder, it’s
all about the data. However, with Flow, an administrator or developer can construct a
multiscreen, automated process flow that handles user interaction, user interface details,
and all the back-end logic.

In the Winter '18 release, the Lightning Flow component was introduced to both
Lightning Experience and Lightning communities. Spring '18 followed soon after with the
capability of embedding a Lightning component into a flow. By combining these major
enhancements, admins can deliver a powerful flow within a Lightning community and,
if the custom component already exists, do so without code. I would like to share a few
example of flows I've built for communities that highlight the value of Lightning Flow.
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Warranty Status Check

Many organizations leverage Salesforce as the system of interaction for customer
support related to a particular product. One scenario that Flow handles beautifully
is user interaction to drive a simple query, followed by displaying the resulting
information. A warranty status check scenario is great to highlight how this works.

Here’s the scenario: An organization tracks purchase info by serial number but
doesn’t offer a full order history for all customers. As a result, customers call in quite a bit
to find out whether their product is covered. The organization wants to deflect some of
these calls and let customers find out about coverage themselves. The organization uses
all standard objects, including Product and Asset. Figure 11-23 shows the flow itself as a

reference.
©
Screen Record Lookup Record Lookup
[:J Product Search ['d Asset Lookup ;_-;d Product
— Lookup
Screen Decision Screen
Product Not DefaultResult J» Lookup Result Product Not Found Lookup
Found Confirmation

Figure 11-23. Warranty status check flow

The first step is allowing a user to provide a serial number to look up an asset. See
Figure 11-24.

Check Your Warranty Status

Please enter the serial number of your product in the field below. This will be a 10-12
character string of letters and numbers.

* Product S/N

Figure 11-24. Initial screen, where customers enter a serial number
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The user will then enter a serial number. See Figure 11-25.

*Product S/N

UF12345678

Figure 11-25. The serial number will be queried to see whether the warranty is
still valid

Once the data is submitted, a few things occur:

1. An assetlookup occurs to determine whether there is any record
of the asset itself.

2. A productlookup occurs based on the product referenced on
the asset to grab additional info about the product (e.g., product
image).

3. Itis determined whether a valid asset was identified.

4. Ifavalid asset was identified, the warranty lookup results are
shown.

Figure 11-26 shows what gets displayed on the final screen.
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Check Your Warranty Status

Thank you. We were able to successfully locate the product you purchased.

Product Name: uFone 8

Product Code: UF8

Purchase Date: 2017-09-13

We have determined that your warranty status is:

Under Warranty

You can find quite a bit of support information about your product here. Email us at

support@phil.co if you have any questions. Thanks!
Previous -

Figure 11-26. Warranty status check results

What if the product is not found? Then a different screen is shown, as displayed in
Figure 11-27.

Check Your Warranty Status

We are sorry. We were nol able to successiully look up your product. Please try again

:k’ll‘ll(w.ﬁ -

Figure 11-27. Information shown if an asset is not found

with a different serial number

Community Engagement Wizard

The process of “activating” a new community member is key for adoption and long-term
success. It’s great to have a bunch of people initially access a community, but the real key
is whether they continue to come back and get value out of it on an ongoing basis.
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To help with this, I created a Community Engagement flow to assist new users after
first joining a community. They might want to know what they should do, where they
should explore, or who they should chat with. This flow covers those bases by providing
a guided wizard for onboarding. First, take a look at the overall Flow component in
Figure 11-28.

©
Recard Laokup Decision Screen Record Update
[, User Lookup 1 J» Has Watched WL [ Learn about £} Update
Video the Community Watched Video
No

Screen Screen Screen

[ Recommend (] Follow [[] GetStarted

~ Groups Members

Figure 11-28. Community engagement wizard flow

Note It’s important to understand that this example is fundamentally different
from the first (warranty status check) because | am using Lightning components
embedded in my flow. I am not going to dive into Lightning component
development in this book, so it is assumed that you could have these components
built or would have one or more custom components to work with already to make
this flow a reality.

On the first screen, I welcome users and help introduce them to the community
and the company by displaying a related video. This is done via a Lightning component
that shows a configured video from YouTube or Vimeo in the middle of the Flow screen.
Members can communicate that they don’t want to see the video again next time but can
leave the box unchecked, if desired; see Figure 11-29.
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Employee Onboarding - Community Engagement

Before you dive in and start collaborating and engaging within the community, it's
imporant to learn a little more about 7Summits and why online communities are so
important to us.

Featured Video

Why 7Summits?

Learn more about our organization and culture.

| watched the video! Don't show it next time.

Embedded Lightning

Component -

Figure 11-29. First screen of the community engagement wizard flow

On the next screen, another Lightning component is used, this time to introduce
the new member to various Chatter groups in the community. With just a click, the new
member can join a group, which will immediately result in that individual receiving
aregular email digest from the group (and increasing the likelihood of a successful
activation). See Figure 11-30.
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Employee Onboarding - Community Engagement

Community groups are at the center of the collaborative process within our community.
Take a look at some of the public groups in our community and join them!

Recommended Community Groups

A

Tech Tools Collaboration Team
Tech tools to get you up and running. Work together within the online
Lorem ipsum dolor sit amet,... community. Lorem ipsum dolor sit...
+ Join + Join .

281 l 281

Figure 11-30. The second screen of the community engagement wizard allows
users to join existing Chatter groups

Next, I move the member to look at other members of the community who are active
and seen as influencers. With one click, members can follow those individuals. See
Figure 11-31.
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Employee Onboarding - Community Engagement

We wouldn't have a community without our people! Take a look at a few leaders in the
community. Click on the follow button to stay on top of what they are doing

Recommended Community Members

&

Admin S. Trader Miguel Arizona
/ VP, Sales
+ Foliow + Foliow

Figure 11-31. The third screen of the onboarding wizard suggests popular
community members to follow

Once that’s done, the member is equipped and ready to hit the ground running! See

Figure 11-32.

Employee Onboarding - Community Engagement

You are ready to go! Click finish and start browsing the community now!

Figure 11-32. Final screen of the community engagement wizard flow

Placement of Lightning Flows in Communities

Building a flow is the first step, but an administrator will still need to place the flow
somewhere within a community. I'll walk through this process and show how easy it is to
enable a community with the Flow component.

Everything starts in Community Builder. An admin will take the Flow Lightning
component and drop it where they want it on the page. See Figure 11-33.
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Jg% This page is visible only to the Admin audience.

¥ AMALYTICS (0)

Featured Admin Video Tweets from @salesforceadmns

* CASES (0)

¥ CONTENT(0)

BOE

S admins

E1Webinar

* FEEDS (0)
¥ FILES (0}
¥ GAMIFICATION (0}

* MESSAGES (0)

EEROLER AL ting Started With

* RECORDS (0)
¥ SALES (0)
* SUPPORT (00

* TORICS (0)

¥ CUSTOM COMPONENTS (0)

Get more on the AppExchange

Figure 11-33. Drop the Flow component onto a Lightning page

Once the Flow component is dropped onto the page, a few options become visible;
see Figure 11-34.

Flow v

Flows don't run in the canvas so that they
don't accidentally do something in your
org, like create or delete records.

Flow o a Flow Component:
Active Community Role o Active Community Role
This is a placeholder. Flows don't run in the
Layout i ] canvas.
One Column v

Figure 11-34. Once placed, the property editor becomes available

Once the component is in place, a flow needs to be selected. In this case, the
Employee Onboarding - Community Engagement flow is the desired choice. Figure 11-35
shows the component once a flow has been selected.
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*Flow o Flow Component:

Employee Onboarding - Commu...w Employee Onboarding -
Community Engagement

Layout o This is a placeholder. Flows don't runin the

canvas.
One Column v

Figure 11-35. Select the appropriate flow from the property editor

When a component is selected, optional input values may appear in the property
editor. This all depends on how the flow itself is built. See Figure 11-36; the selected
component has an optional input called CurrentMembershipStatus.

m_m

Flow ° Flow Component:
Employee Onboarding - Commu...w Employee Onboarding -
Community Engagement
Layout L This is a placeholder. Flows don't run in the
One Column v canvas.

Optionally, enter values for these flow
variables. Only variables that allow input Tweets from @salesforceadmns

access are supported.

CurrentMembershipStatus

Figure 11-36. Selecting a flow potentially opens up new configuration
settings

Note The one-column and two-column layouts do have some application,
lending themselves to narrow and wide page sections, respectively. However,
administrators and developers should know that there is no control over which
fields display in which column when using the two-column layout, sometimes
causing less-than-desirable UX. Always test first.
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Once the flow is in place, it’s time to publish the community and see the results.
Figure 11-37 shows how everything looks with a Lightning flow positioned, configured,

and published in a Lightning community.

HOME  TOPICS v  WELCOME PAGE

Featured Admin Video Employee Onboarding - Community

Engagement

S admins Before you dive in and start collaborating and engaging
within the community, it's imporant to learn a little more

~ l We bl nar abeut 7Summits and why enline communities are so

impaortant tous,

Featured Video

———

Getting Started With ~ p s . ==

UNLEASH .\:Lu‘. POTENTIAL

Why 7Summits?

Learn more about our organization and culture,

;:fSt Vlljin — _a Iwatched the video! Don't show it next time.
me great first content!

Builder

Figure 11-37. The community engagement wizard in action

Paused Flows

As of the Summer "18 release, an additional flow-related component called Paused

Flows is available in Lightning communities. This component will display flows that are
paused by community members. Members can pause, view, and resume flows via this
component, while service agents can resume or delete the flows, as well. See Figure 11-38.
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Components Paused Flows -

Titke
Search,
Paused Flows

w MESSAGES (2)
= Show numbor of flows in tile

GROUPS. STREAMS

B mesage Notifcation

B ew Message sutton 331 HOME TOPICS »  NEWCAS™* . aCTION)  ALLCASES Wisdmean Pnrmed Flevrs Dicplayed

v PROCESS AUTOMATION (2) 2
Template Header Bottom
= _ # Show pause reason
[ Poses Fiews - Show pause time T
~ RECOADS (6) ‘ © Nopaused flows yet + Show paused step
B Creote Recors Button .
Shom ownar
B ucort garmer FEATURED  FEED Delete buan
Rocoed Datail
Resume button lsbel
[ recoes inteemation Tavs
Resume
Foscord List
m e
Right v
* le=d

Figure 11-38. The Paused Flows component

Recap

In this chapter, I covered the world of business process automation on the Salesforce
platform and explored the relevance to communities. I walked through Workflow,
Process Builder, and Flow, providing use cases that could appropriately be met by

each and then providing a lower level of detail to explain how the automation can be
developed (without code). This area of the platform is extremely exciting; I would expect
to see even more great capabilities for communities down the road!
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CHAPTER 12

Audience Targeting
and Personalization

Regardless of whether a community’s audience is primarily made up of customers,
partners, or employees, its members want to feel like they are known. Often, they desire
a personalized experience that is tailored to them, cringing at the idea of a one-size-fits-
all site (or even page) that fails to take their purpose and needs into consideration. Enter
audience targeting functionality for communities from Salesforce.

In the past, any notion of a personalized experience in a Salesforce community
had to be custom; there was just no way around that. Sure, some of the data would be
dynamic, but the actual look and feel itself could not vary unless it was buried within
Visualforce and Apex, far from the reach of nontechnical resources.

However, all that changed when page variations and audiences were first introduced
to Lightning communities. Now, an array of weapons is available to declaratively
manage unique experiences for specific community users, empowering administrators,
business analysts, and community managers to get more involved and help drive this
personalization. In this chapter, I'll cover the following audience targeting topics:

e Audience definition and management
e Branding sets
o Page variations

o Component audiences
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Overview

Before I dive into specific elements of audience targeting, I think it’s important to ensure
that the concept of personalization is clear. The premise for this chapter lies in the
notion that users want to have unique, personalized experiences and the organization
that owns the community wants to manage it without enduring an extreme burden

in doing so (i.e., they want to avoid a time-consuming change that requires extremely
technical resources). At the end of the day, it’s as simple as what is shown in Figure 12-1;
what one user sees may differ from what another sees.

Figure 12-1. Two users, two different experiences

Everyone understands the basic concept of unique experiences; one can simply
navigate to two different websites. However, there is much more to consider. First, the
multiple experiences I am talking about within Community Cloud occur within the same
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site and sometimes even the page or same component. Additionally, the maintenance/

management piece makes this scenario typically very tricky. With Salesforce
communities, administrators can set up a community to provide personalization without

using code or making frequent changes to keep everything functioning properly.

Figure 12-2 goes a bit deeper. In this example, I show an example of how a community
page is represented to two unique audiences (differentiated by authentication)
differently. The page contains additional content and is branded for the customer, while
the guest version has a subset of the page content and is shown generically.

Dat

a / Content
Customner 1
Customer 2

Customer N

m Yk Dynamic Data / Personalized
Page Variation A: Assigned to Page Variation B: Assigned to
Guest/ Unauthenticated Users . . Authenticated Community Users
Customer Community Page \ e\stoh{r‘hﬂmmunity Page
[ Component: Utility / Navigation ] | \ Com\)nent. tility / Navigation ]
. 3 A |
Component: Custom Header CompoRent: Custom Header
(Logo ) ( Product Search ) (My Profile ) ((Logo ) (. \__Prodyct Search ) (My Profile )
. \\ \‘
Comp Popular Products Colmponent: My Products
[ Thumbnail ] l Thumbnail I ‘ Thumbnail } Thumbnail ’ Thumbnail Thumbnail
( Title / Caption ) ( Title/Caption ) [ Title / Caption ) (_ Title / Caption ) [i\percmuon] (_Title / Caption )
3\
LY
Component: Footer F* Oombpnml: Q&A
Link 1 Link 2 Link 3 Link 4 Link 5§
( Chatler Feed ]
V\‘ ¥
N Component: Footer
‘\\ Link 1 Link 2 Link 3 Link 4 Link 5
\\

-

»

8848

Customers

Figure 12-2. Different audience-based experiences of the same page
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Audiences

Audience targeting within online communities is essentially a definition of who and
what, as applied to a visual and functional experience. The first area to examine when
one is looking at audience targeting is the who, or the audiences themselves. Fortunately
for community administrators, Salesforce has created a logical system that allows for
central management of audiences and application of experiences to those audiences.

Note Audiences for audience targeting within Salesforce communities are
completely separate from and not related to community “recommendation
audiences” in any way.

The first priority when tackling audiences is to clearly understand the concept. At
its most basic level, a community audience is simply the identification of a group of
individuals that may be accessing the community. Figure 12-3 shows a simple example
of two different audiences.

---------------------------------------------

Audience A

8\6&8}6&&&&;66&66

Figure 12-3. Audiences can overlap. In this case, Audience B is a subset of
Audience A

After seeing Figure 12-2, the critical question must be asked: how is each audience
constructed/defined? Within Salesforce communities, as of Summer ‘18, audiences can
be defined by using one or more of the following as criteria:

e Profile
e Location

¢ Domain
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e User (fields; includes related objects)

e Record type (this is considered advanced)

Profile

One or more profiles can be assigned to an audience. See Figure 12-4 for a view of an
audience with two selected profiles; note the drop-down list from which additional
profiles can be selected.

Profile

Set visibility based on profiles.

Filter profiles by  All v

Custom: Sales Profile X = System Administrator X F_-nter profile name...

Admin Profile
Authenticated Website
BA User

Chatter Free User
Chatter Moderator User
Contract Manager

Cross Org Data Proxy User

Figure 12-4. Profiles can be added to an audience
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To expedite the profile search, profiles can be filtered; see Figure 12-5.

Profile

Set visibility based on profiles.

Filter profiles byt

Customer

Internal f
Custom: Salg Partner ;rai

Figure 12-5. Group profiles by type to find the desired profile faster

Location

Locations can be added to an audience, as well. A location is a user’s physical location,
determined by his or her IP address. An administrator can start to type in a city, state/
subdivision, or country and select from a displayed list of results. See Figure 12-6 for
example of the search.

Location

Set visibility based on users’ locations. The locations are determined by the users’ IP addresses.

Search by city, state or subdivision, or country

[ Powder Sprinl

Powder Springs
GA, USA

° Powder Springs
TN, USA

powered by Google

Figure 12-6. Type-ahead feature to find city, state/subdivision, or country as a
location within an audience

Once all locations are selected, the list will be displayed below the search (and to the
right, as well, as part of the overall summary). See Figure 12-7.
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Pocation Audience Summary @
Location

Davenport lowa United States, Awassa
Search by city, state or subdivisicn, or country Ethiopia, Marietta Georgia United
States, Rochester New York United
States

Set visibility based on users' locations. The locations are determined by the users’ IP addresses.

Enter city, state, or country...

powered by Google

Selected Locations - AorBorC

Davenport, lowa, United States X = Awassa, Ethiopia ¥ Marietta, Georgia, United States x

Rochester, New York, United States x

Figure 12-7. Selected audience locations

Domain

While not the most commonly applied criteria type, a domain can be valuable as a
means to define an audience. Through the standard Salesforce setup, organizations can
establish custom domains. Let’s say an organization (WeinCo Industries) sets up the
following domains for its partners:

e partnerl.weinco-industries.com
e partner2.weinco-industries.com
e partner3.weinco-industries.com

These domains can then be used as part of the overall audience criteria definition to
target users based on the domain they are accessing.

User Object

Of course, profile and location have clear applications when it comes to audience

targeting. However, the power and flexibility of the User object as audience criteria must

not be ignored. While the scope of profile and location is extremely straightforward (and
limited), the User object opens up limitless options for audience definition. Community
administrators can leverage any text or picklist field of the following as part of the User object:

o User object
e Contact
e Account

e Profile
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e Manager

o Profile

e Role

e Many more standard lookups through the previous objects

e Other custom lookups

Note The Contact and Account objects are identified via a lookup on a
community member’s user record (User.Contact.Account).

One subtle detail that requires the attention of every community builder is that
custom fields can be used. That means an administrator can create a custom picklist
and use that to define an audience. The administrator could even allow a user to update
the field him or herself! Translation: with this functionality, a community could be
configured to allow a user to change his or own experience by giving a user access to a
custom field that impacts the experience.

Figure 12-8 shows the view when creating User object criteria for an audience.

User Object

Set visibility based on user object fields.

user > RIET T

Contact >
Manager >

+ Ad  Profile >
Role >
@deprecated

Show AboutMePopulated

Active
Alias
City
Community Role

Company Name
Completion Graphic
h 4

Figure 12-8. User fields (including fields on lookup objects) can be added to an
audience
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See Figure 12-9 for an audience with multiple criteria related to the User object, two

based on object lookups.

User Object
Set visibility based on user object fields.

User Contact Account Industry

User Title

CEQ X Enter criteria...

User Profile Name

Customer Community User X Enter criteria...

+ Add

Agriculture X | Energy X Environmental X Enter criteria...

Audience Summary @

User Object
Contact > Account > Industry

Agriculture, Energy, Environmental

Title
CEQ

Profile > Name
Customer Community User

Figure 12-9. This audience includes multiple fields from different objects related

to (and including) the User object

Record Type

A final criteria type that can be used to determine an audience is record type. An

administrator can define an object-specific record type to drive visibility for the

audience. See Figure 12-10 for a view of the configuration process for the Email Send

object.

267



CHAPTER 12 AUDIENCE TARGETING AND PERSONALIZATION

RECORD TYPE
Set visibility based on record types.

Object  Email Send v

Enter record type...

Queued Send Definition
Send Definition

Trackable Send Definition

Figure 12-10. Adding a record type to an audience

Why are record types considered advanced? They are inherently different from
other audience criteria. Other audience criteria simply defines the who; the record type
inclusion also contributes to the what. In the example in Figure 12-11, two different
audiences each have a record type. This audience may impact the look, feel, and content
of the page, just like all other audiences. However, because of record type, the page
layout is impacted, as well.

Record Types

Audiences Page Layouts

Audience 1

Figure 12-11. Record types are advanced audience criteria, as they can impact the
experience beyond what is possible with other criteria types
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The end result is that an admin can control which fields display for particular users
by leveraging audiences with record types (of course, assuming that unique page layouts
are properly configured).

Audience Criteria Logic

To make sure the “filter logic” (to use a common declarative phrase on the Salesforce
platform) is clear, I want to break down an audience and explain exactly how a user is
applied to it. The logic is OR within a specific criterion and AND between criteria. In
other words, it looks like this:

e Criteria 1 = (Criteria 1A OR Criteria 1B) AND
e Criteria 2 = (Criteria 2A OR Criteria 2B) AND

I will take two hypothetical audiences and four users to bring this concept to life.
e Audience 1l

e User » Title = SVP, EVP, AVP (SVP, EVP, AVP are unique
selections)

e User » Department = Sales, Support (Sales and Support are
unique selections)

e Audience 2

e User » Title = SVP, EVP (SVP and EVP are unique selections)
I'll consider a few users and convey the whether a user is part of the audience or not:

e Userl

o Title=VP

o Department = Sales

e Result: Not in either audience
o User2

o Title=SVP

e Department = Marketing

e Result: Audience 2
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o User3
o Title=AVP
e Department = Marketing
e Result: Audience 1
o User4
e Title=SVP
e Department = Sales

¢ Result: Audience 1 and Audience 2*

Note *User 4 in the previous example is part of Audience 1 and Audience 2.
Which audience applies if each audience is associated with different elements
(e.g., page variations)? The audience with the most criteria does; in this case, that
would be Audience 1. If similar criteria exist, the criteria types themselves are
assessed in this order of priority: profile, record type, and location (going from most
specific to most general).

Bringing It Together

Once audience criteria have been established, a picture that can vary dramatically from
Figure 12-2 comes into focus. Figure 12-12 shows a couple examples of how audiences
could be constructed.
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Figure 12-12. Examples of possible audiences

When I add in record types, it adds another layer of detail; see Figure 12-13. In this
case, I will take a closer look at one of these users.

Audience Audience  Audience Audience

Record Record B Record C H

Rec Type: 1 Rec Type: 2 Rec Type: 3 Rec Type: 4

Type
o New : e T
Location | York | London :: Tokyo 1 Leeds ¥ Vancouver !
. ‘ Community [~| Community |~ System Standard [~ I
Profile User 1 User 2 ” Admin User Support

Figure 12-13. Audiences with record types, locations, and profiles
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Audience Targeting Types

Now that I've walked through the who, it’s time to discuss the what. Audiences are pretty
interesting, but, by themselves, they are not terribly useful. The assignment of audiences
to a particular experience to drive personalization is the real power of audience targeting
within Salesforce communities. As of the Spring '18 release, audiences can be associated
with three types of targeting entities.

e Branding sets
o Components
o Page variations

I will walk through each in detail, provide an explanation of how each works, and
provide an example of how it can be appropriately applied.

Branding Sets

With branding sets, community administrators and builders can tailor unique branding
experiences to different audiences. Partner communities, in particular, are a great fit for
this powerful feature because it allows an organization to present a unique experience
for each partner.

So, what exactly is a branding set? A branding set is a combination of the following:

e Community branding colors
e Headerimage
o Companylogo

Figure 12-14 shows an example of multiple branding sets.
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Figure 12-14. With branding sets, an organization can display the same content
and layout but a different header to multiple audiences

To create a branding set, a community administrator clicks the Theme tab on the
left, then the downward arrow at the top right, and finally Manage Branding Sets. See
Figure 12-15.
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Customer Service ' Manage Branding Sets H

/> Edit CSS

Images

Conde

-

Colors NElCs - NEWCAS

*

Figure 12-15. Navigation to Manage Branding Sets

This will cause the branding set menu to be displayed. Without any branding sets

having been created, the administrator will only see the current branding settings

displayed as the first branding set. To create a new branding set, the administrator will

need to click New Branding Set at the top right; see Figure 12-16.

Theme bl

Branding Sets

Create branding sets to dynamically style your community based on the
audience. One community, many different looks.

Customer Service -
Colors
Images Loga Colors
Fonts WeinCo
DEFAULT
Theme Settings

® oW o=

+ New Branding Set

Figure 12-16. Creating a new branding set

In this scenario, I'll create two additional branding sets, one for Partner A and one for

Partner B. See Figure 12-17.
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Branding Sets

Create branding sets to dynamically style your community based on the

i . ' i m = + New Branding Set
audience. One community, many different looks.
Customer Service v Partner A v Partner B v
Logo Colors Logo Colors Logo Colors
WeinCo
DEFAULT

Figure 12-17. Two additional branding sets, one for Partner A and one for
Partner B (once completed, the logos and colors will differ for each)

To edit a branding set, an administrator clicks the arrow at the top right of the
applicable branding set and selects Edit; see Figure 12-18.

Partner A v ‘ Partne

BRANDING SET
Logo Colors

9P [ it

/ # Rename

Figure 12-18. Editing a branding set

Once selected, an administrator can change the branding settings in the same way
that the “original” branding was configured. See Figure 12-19.
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Theme M
Branding Sets

Customer Service ‘
Create branding sets to dynamically style your community based on the

I
audience. One community, many different looks.

[HHANU]NG SET: PARTNER A ] E Customer Service v Partner A v
Colors
Logo Colors Logo Colors
Images L ) ) ) ) L ) ) )
WeinCo
Fonts i DEFAULT

Theme Settings

Figure 12-19. Making changes to a branding set

In Figure 12-20, the branding set is configured for Partner A with a company logo
and a header image. Figure 12-21 shows how this branding set and two others appear on
a mobile device.

< Images v

BRANDING SET: PARTNER A
GEMERAL

Company Logo

WeinCo

Partner A

Clear

Header Image

Clear

Figure 12-20. The new Partner A branding set
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FEATURED  FEED FEATURED  FEED FEATURED FEED

Figure 12-21. Three branding sets for the same community (mobile view):
WeinCo, WeinCo Partner A, WeinCo Partner B. Note the header and logo

To create or apply an audience, an administrator can click the arrow to the right of
Status and then select from the Audience section at the bottom. The options will vary
depending on the context (e.g., Edit Audience will appear if an audience has already
been assigned). See Figure 12-22.

Branding Sets

Crea.te branding sets to cliynammallylr style your community based on the mom o= + New Branding Set
audience. One community, many different looks.

Customer Service v Partner A = Partner B v
Logo Colors Logo Colors BRANDING SET
= .'.’ WeinCo .". B Edit ..
WeinCo einCo
DEFAULT B # Rename
&l Duplicate

' i Delete i
ED FEED

s Assign Audience

Al SetAudience to Default

COMMUNIT

Figure 12-22. Applying an audience to a branding set
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Page Variations

Page variations are the next step in audience targeting and allow community builders
and administrators to create different experiences through the same page for different

users. A page variation enables two different users to navigate to the same page and have

a personalized view. See Figure 12-23.

Audience A

Figure 12-23. Two variations of the same community page
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Some scenarios for page variations include the following:

» Showing completely different content to different audiences on the
same common page (e.g., the Home page)

o Displaying similar content, but with a different layout, to different
audiences

Note If the desired variation is at the component level (e.g., show/hide one
specific component), component audiences should be considered. I'll cover
that next.

To create a page variation, an administrator must navigate to the page setup screen
first. From there, New Page Variation can be selected. See Figure 12-24.

Pages PROPERTIES PAGE VARIATIONS

Q, Find a page...

Page variations let y\:l,.l quic.kly create alt.ematiu; versions of a page. Try out different page layouts and P + New Page Variation
styles or create variations aimed at specific audience.
MY PAGES

*ou can start with a blank page variation or duplicate an existing one to jump-start the process.
Component Positioning

My Example Page NAME AUDIENCE @ STATUS
TEMPLATE PAGES Home DEFAULT Published (changes pe... -
Home see

Contact Support

Create Record

Eonr

Figure 12-24. Creating a new page variation

When a new page is created, the administrator has the option to create a new
page from scratch or to select an existing page (see Figure 12-25). To learn more about
creating and exporting a page for reuse, check out Chapter 6. Here, I will go ahead and
create a new page.
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New Page Variation

Choose a preconfigured page or start with a blank page layout.

Q) Search + New Blank Page

. 4

E

Figure 12-25. A new page variation can be created from an existing page or made
Jfrom a new blank page

Next, the layout is selected; see Figure 12-26.

New Page Variation

Choose a blank content layout that defines the regions of your page.

1 full-width column 2 columns, 1:2 ratio 2 columns, 1:1 ratio 2 columns, 2:1 ratio

L

Figure 12-26. The layout of a page variation can differ from the original page’s
layout

Finally, a name is selected, and the page variation is all set. The administrator is
pushed right to the new page, from which he or she can place and configure components,
as desired. See Figure 12-27 and Figure 12-28 for an example of Home page variations.
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Search.. Search A (&) osvionn. v
ikcs

HOME TOPICS ~ WELCOME PAGE

Tweets from @salesforcedevs Featured Dev Video

&> SalesforceDevelop... @& ©
TODAY is the last day to secure a discounted
hotel room for #TDX18. Register for your pass
and lock in your reservation belfore it's loo late!
7 X & sforce.co2FAUNXD

&> SalesforceDevelop... & “cake
Calling all Boston-area .vSalesrorceDevs do
you have an amazing m you wnnl 1o speak

Figure 12-27. Variation A

ik &

HOME TOFICS WELCOME PAGE

Employee Onboarding - Community

Engagement

Before you dive in and start collaborating and engaging

within the ity it's i tolearn a little more
[~ 1 bout 7Summi line ities are
£1Webinar g Wieeoniee =

important to us.

Featured Video

Getting Started With = ). s
Builder

e

UNLEASH -INCn‘S POTENTIAL

Why 7Summits?

Learn more abgut our organization and culture.

First Video
Some great first content!

I watched the video! Don't show it next time.

Figure 12-28. Variation B
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To create or apply an audience, an administrator can click the arrow to the right of
Status and then select from the Audience section at the bottom. The options will vary
depending on the context (e.g., Assign Audience will appear if no audience has been
assigned). See Figure 12-29.

PROPERTIES PAGE VARIATIONS
T e o i e e o 3o Ty UGN e o300y || New Pge Vo
You can start with a blank page variation or duplicate an existing one to jump-start the process.
NAME AUDIENCE @ PRIORITY @ STATUS
Admin Home Admin 1 Published v
BA Home BA 2 PAGE VARIATION
Dev Home Dev 3 B Edit
Home DEFAULT # Rename
gl Duplicate
@ Preview
w Delete
AUDIENCE
it Edit Audience
ﬁ @ Unassign Audience
A Set Audience to Default

Figure 12-29. Editing an audience of a page variation

Page variation application can be fairly straightforward. See Figure 12-30.
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Page Page Variations Audiences

Figure 12-30. Here a single page is shown in two different ways to Audience 1 and
Audience 2

The complexity increases when record types are brought into the picture. Take a look
at Figure 12-31.
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Audience Profile: Location: Location: Rec Type: Rec Type: Rec Type:
Standard User  London Japan Typel Type 2 Type 3
Default

Page Variation % %
] <
e
,
‘/'
K4
S
.,I
S N - .\'““\\".\/
Record T Record A Record B [ Record C Record D
eco ype Rec Type: 1| |Rec Type: 2| |Rec Type: 3| |Rec Type: 4
" ‘ — .~ 9
!
! \‘\
N ~,
“J \\
‘#\ -\-
T New T AT TN R T )
. I 1 [} NI.~ \‘ ., :
Location i York | E AN ."I E: NN Vancouver‘\ :
(668 (8ab] (868] (Bas) (888
Profile Community Community System Standard Support

Userl User 2 Admin User

Figure 12-31. Page variation application can get a bit complex because the
number of variations, audiences, and audience criteria all grow

Component Audiences

The last piece of audience targeting as of Spring '18 is Component Audiences. With this
new capability, an individual component can be displayed to a specific audience. This
allows an administrator to avoid managing multiple page variations (which adds extra
overhead), instead of allowing the management of the content at the component level.
At a high level, there are a couple different approaches to this functionality.

e Show or hide a component for specific audiences

o Configure a nondynamic component uniquely per audience to
drive dynamic-like experiences (i.e., show a component to multiple
audiences but configure it differently)
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Configuring component audiences are really all about the audience; the component
aspect really doesn’t change. An admin would place and configure the component as
would be done for a non-audience-specific component, with a couple exceptions.

o The component for an audience needs to be configured for that
specific audience.

o Ifthe component will be shown to multiple audiences, the
component needs to be placed and configured multiple times.

See Figure 12-32. Here, I've placed a custom 7S Banner component and configured
it for three different audiences. Note that, as an admin, I see the component three times
since, technically, three components are present on the page.

il My Content Page - o o ©  Publish

J3} This page contains components that ane visible only to spedific audsences.

Welcome, Admins!

Welcome, BAS!

Welcome, Devs!

Figure 12-32. Three versions of one audience-specific component

When an audience member navigates to the page shown in Figure 12-31, the
member will only see the component as configured for their specific audience. See
Figure 12-33.
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Welcome, Admins! Welcome, Devs!

Figure 12-33. Same page (not a page variation), but two users are not seeing the
same thing; this is a result of component audiences

To create or apply an audience to a component, an administrator can click the arrow
at the top right of the property editor and then select from the Audience section at the
bottom. The options will vary, depending on the context (e.g., Assign Audience will
appear if no audience has been assigned). See Figure 12-34.

75 Banner —+ v
oy OMPONENT
. I Columt @ puplicate o
1
Welcome, Admins! o e

Backgr oience o

433 )
a Edit Audience
S8 o) Unassign Audience °

Figure 12-34. Adding an audience to a component

Other Considerations

As a best practice, a couple other items should be considered when leveraging audience
targeting for Salesforce communities.

Testing

Having a detailed, thorough test approach is critical for success with audience targeting.
Since the nature of this capability requires specific definition of the audience, verifying
expected functionality should not (and cannot) be properly executed by one logged-in
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user, even a system administrator. At a minimum, the following users should be created

for effective testing:

Users who correspond to each of the defined audiences
Users who correspond to more than one audience (to verify priority)

Users who do not correspond to any of the defined audiences (i.e.,
these users would be part of a default audience)

Additionally, consider audiences that include location-based criteria. Either an IP

emulator will be needed or the location of users conducting tests will need to match the

defined criteria, based on IP address.

Suitability/Application

Audience targeting does not address all UX personalization scenarios that can be

envisioned within a Salesforce community. Simply put, it is the wrong solution in some

cases. [ will capture those conditions next, along with a possible alternative approach:

Significant volume of audiences: At a point, audiences will become
unwieldy and hard to manage. I won't personally define a cutoff
point (the threshold for each organization may differ), but audience
targeting works best with a reasonable number of audiences.

Frequently changing audience criteria: The current Ul and
corresponding process to manage an audience makes this scenario
less than ideal. Audience criteria should be relatively static.

Hybrid customization and configuration: As of the Summer '18
release, a custom theme has limited options for being used with
audience tools, specifically branding sets.

Extreme dynamic branding: As of the Summer '18 release, branding
sets have a fairly limited scope. While I wouldn’t be shocked to see
dynamic themes come out at some point, they are not available at
this point.
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So, what are the alternatives?

o Dynamic custom components: This is the best solution for creating
personalized experiences when criteria is changing or audience
volume is high. Build out the front end to handle back-end criteria/
logic to show different content or branding on the fly.

e Dynamic theme components: This is the same idea as the last bullet
point but specifically applied to custom theme components.

o Separate communities: This doesn’t solve a scenario with a large
number of audiences, but it allows for extreme differences. A
decision to consider separate communities, however, is much larger
than just a personalization topic. This typically wouldn’t be the first
recommended option, although it is definitely an option.

Recap

Audience targeting is a key area of communities, and it’s sure to expand further in future
releases. In this chapter, I provided an overview of audiences, both conceptually and
practically, and then explored the targeting types that can be used with audiences.

e Branding sets
o Page variations
e Components

With a solid understanding of how audiences work and the tools to configure them,
community administrators can create dynamic, personalized experiences within a

community.
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Lightning Bolt
for Communities

One of the most significant (and most misunderstood) features to come out of Community
Cloud in the past few years is the Lightning Bolt. With the introduction of Lightning Bolts,
declarative app builders and programmatic developers alike have been, once again,
empowered immensely on the Salesforce platform. In this chapter, I will clearly explain
what Lightning Bolts are and demonstrate how to build and distribute them.

At least through the Spring '18 Salesforce release that hit orgs in early 2018, Lightning
Bolts have equated to community templates; the terms are essentially interchangeable.
As with a template, a bolt provides the means to define, deliver, and implement a specific
starting point for a community that differs from one of the other, currently existing
templates. See Figure 13-1 for a visual of this concept.

Finished Product

Starting Point Live Community
(Company 1)

:
bS]
Satetetetetes %
LRSS E S0

Community Template
(Lightning Bolt)

| Live Community
(Company 2)

Figure 13-1. A Lightning Bolt serves as a starting point for a variety of different
communities that have some overlapping requirements or use cases
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While this may evolve over time, a bolt currently has no specific scope; it could be
a fairly simple, straightforward community use case or could entail a highly complex
solution. Figure 13-2 shows a basic example of two templates. Template A has two pages,
while Template B has three. The components on page 2 in both communities are laid out
similarly, but the other pages are unique to each template.

____________________________________

.....................................................

Figure 13-2. Two different bolts, or templates, could include a different number of
Lightning pages

The pages and components in Figure 13-2 are for clarification but don'’t fully capture
the complete contents of a bolt. A bolt contains a variety of community content and
metadata to allow for a complete solution for the recipient on the installing end. See
Figure 13-3 for a list of items that are included.

Q 9 ~ A~
| %i@ 5O if?m?
B ] G ; CU\/E KQ?J

Theme Layouts Pages Components
Overall Site Look and Feel Page-specific UI Component “Containers” Standard and Custom

Figure 13-3. Bolt elements range from communitywide to component-specific
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To get more specific, here are the likely candidates for inclusion in a bolt:
o Custom theme (including configuration)
e Custom Lightning pages
e Custom content layouts (including application to certain pages)
e Additional standard components (e.g., Survey, Tile Menu, etc.)
e Custom components (e.g., geolocation app, Twitter feed, etc.)

The best way I can describe a Lightning Bolt is as a means to deliver a templated,
packaged communities solution that includes a branding and marketing layer for
a complete picture of the business challenges being addressed. Although system
integrators (SIs) in the communities space are primed to deliver bolts, anyone with
appropriate access can create one. The Salesforce AppExchange even has a new Bolt

Solutions section; see Figure 13-4.

AppExchange Heroku Elements HubExchange LINK Marketplace

Home Listings by Type  Product Collections  Industry Collections 4% Ohana

I 1. Search AppExchange Loglny

Bolt Solutions
13 Bolt Selutions - Sorted By Popularity

Launch Faster with Lightning Bolt.

Salesforce Lightning Bolts are Industry sclution templates built by an
ecosystem of partners, helping you get to market faster. Lightning Bolts contain

industry process flows, Apps, Lightning Components, and Communities, all
integrated seamlessly with the Salesforce platform and CRM.

Figure 13-4. Bolt Solutions page within the Salesforce AppExchange

From a Salesforce perspective, bolts are ideal ways to deliver foundations for specific
horizontal or vertical solutions. Horizontally, broad solutions such as the following are
prime candidates:

« Employee communities

e Partner communities
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Additionally, a large number of vertical use cases lend themselves well to the bolt
framework. Look for some of the following industries to have a series of bolts over the
next few years:

e Healthcare and life sciences
e Manufacturing
¢ Retail

o Financial services

Building a Bolt

At a high level, the concept of building a bolt is pretty simple. An organization starts with,
ironically, a bolt. It then builds a community through adding, removing, and modifying
the initial bolt contents. Finally, the ultimate end state of the community is captured,
becoming a new bolt. Figure 13-5 provides a basic overview of the process.

To make sure the concept is clear, I'll walk through a more detailed theoretical
example of the process. It’s time to build a bolt!

Customer Service (Napili) 4 Employee Digital Worksp... f €3
by Salesforce by PEummiy

Intelligence

CIRIE & FRIPOAE COMMUAITY T2 TS MamBens post WOIRADaCH Trorm COmmunity Bapens. THum
GO, SEORSS Rland CONLENS Snd FICONDS, v

Start with a Bolt Add / Remove / Modify Create a Bolt (Export)

Figure 13-5. High-level overview of the bolt-building process

292



CHAPTER 13 LIGHTNING BOLT FOR COMMUNITIES

Step 1

Creating a community from an available bolt is the starting point. In this case, the
community has the following details:

o Pagel
e Component 1
e Component 2
o Page?2
¢ Component 1
e Component 3
o Page3
¢ Component 1

o Component 4

Figure 13-6 shows this starting point.

Compopent 1

-

) = H:H ==~

*\Pagél-. ~~-Page 2 Page 3

Component 2 \\g \ s ks -~ -
T e

Component3 ---------- B {‘é} @ D

phialviniliniy e T - ————— —

—--"‘-‘——-i—-‘— !

Component 4 Original Bolt

Figure 13-6. Bolt building, step 1
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Step 2

In this step, the change process is initiated (see Figure 13-7). The following changes are

made:
e The page 1 layout is changed.
o Page 2isremoved.
e The component 1 configuration is changed.

o Component4 is removed.

Page 2 Component 4
Removed Removed
Component 1 R \
Configuration - s X <
Changed  -__ Pagel *. Page2 “Page 3
Page 1 - -
Layout ------- - S0 2ot
Changed Ny 0{6}
\ v,

Figure 13-7. Bolt building, step 2

Step 3

Here, some additional components come into play (see Figure 13-8).
o Page4isadded.
o Component5 is added to page 4.

e Component 6 is added to page 3.
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Page 4
L]

77

"""@'

Component 5 Compclment 6
Added Added

Figure 13-8. Bolt building, step 3

Step 4

Now that the new community is ready to go, it can be exported as a bolt. See Figure 13-9.

Page 1 Page 4 Page 3

Community

Export Community Package Bolt for
as a Bolt External Distribution

Figure 13-9. Bolt building, step 4

Bolt Creation in Community Builder

While the conceptual understanding of bolt creation is important, administrators and
community builders will also need to understand the specifics of how a bolt is actually
constructed within Community Builder. Once a community has been updated and

is ready to be “stamped” as a bolt, the community administrator will navigate to the
Settings tab on the left and then click Developer. See Figure 13-10.

295



CHAPTER 13 LIGHTNING BOLT FOR COMMUNITIES

T Home *  Home - C

Settings Developer
General Lightning Community Templates makes it easy to export your customized community and use it to jump-start new
projects, or package and distribute it as a solution for others to use. Save time by building once, then reusing.
Theme
EXPORT A TEMPLATE EXPORT A PAGE <!> Developer Console
Languages
Advanced
Tell us about your Lightning Community Template. This information appears
CMS Connect in the Community Creation wizard. Learn More
Updates

Information

*Name

Figure 13-10. Developer page on the Community Builder Settings tab

Once on the Developer page, Export a Template will be selected. This is where the
branding and marketing layer is created for the bolt. The following will be needed:

¢ Name

o Category

e One to three images (recommended dimensions: 1260px x 820px)

e One to four features (including a feature title and feature description)

Figure 13-11 shows the creation screen with the required fields populated.
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*Name

WeinBolt

* Category
IT

*Images
Add at least one image (used as thumbnail). Recommended dimensions: 1260px X 820px

]

* Summary

The last Lightning Bolt your organization will ever need.

198
Features
Add up to four key features for your Lightning Community Template.
* Feature 1
Responsive 6

Mobile-friendly and full responsive!

Click Export, and the bolt creation is finalized. See Figure 13-12, Figure 13-13, and

Figure 13-14.
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Export

Figure 13-12. Click the Export button to kick off the final bolt creation step

Exporting your Lightning Community Template...

Figure 13-13. Wait for it...

Your template was exported successfully X

Now you can:

* Create new communities based on your exported Lightning Community
Template by selecting it in the Community Creation wizard.

* Package the Lightning Community Template for distribution.

Got It

Figure 13-14. Success! The template was exported successfully

Bolt Installation

Are you curious what it looks like to walk through new community creation using the
bolt from Figure 13-11? Figure 13-15, Figure 13-16, Figure 13-17, Figure 13-18, and
Figure 13-19 show the corresponding views from the bolt installation process.
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LIGHTNING BOLT FOR COMMUNITIES

Communities

Maximum number of communities: 100 !

All Communities

The list shows all communities in your organization. Clicking on the URL takes you directly to thi

New Community

Figure 13-15. Click New Community

Enter a Name

Name
My New Community

URL

Not sure what to enter? Don't worry-you can always change it later

pwein-developer-edition.nag force.com /

REWCOMM

Figure 13-16. Provide a name and URL. Click Create

 Back to Setup

&

LIGHTNfNG BOLT

BROWSE BY:

All - Sales  Service  Marketing

IT  Installed /

e

Custormner Account Portal ¥

by Salesforce

WeinBolt

By Meister, Inc.

Record g
Streamlined Profile - Knowledge Base

* Thirg-Party

Responsive

The last Lightning Bolt your organization will ever nesd Create a responsive poctal where CUSIOMErs CAn ACCRSS

articles, view and updite their aciounis,

Choose the Experience You Love

Help & Training

Customer Service (Napili) ¥

by Salesforce

Intelligence

Create a respensive community that lets members post

questions, scouss relavant content and records, view

Figure 13-17. Select the desired Lightning Bolt
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@ Help & Training

LIGHTN/fNG BOLT

WeinBolt 4 e )

by Meister, Inc.

B | «—

The last Lightning Bolt your organization will ever need.

Features

Responsive
Mabile-friendly and full responsive!

Figure 13-18. Click Get Started

Community Workspaces
) ty p

—* @ Community was created. X

Figure 13-19. Success! A new community has been created from a bolt

End-to-End Overview

Success! A bolt has been created from scratch, and now it is ready for use (or further
configuration/customization), if desired. For actual distribution of the exported bolt
to be installed in customer orgs, it’s important to understand a few additional steps:
building and installing a corresponding package. The package will be the means to
bundle up the created bolt and ship it off to another Salesforce org for use.

See Figure 13-20 for an overview.
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1 2

Start with a bolt Make changes

=) o
—— = [N
el @ 3
&= | = Export (Create bolt)
.
5 4

6: USE BOLT Install package Build package

Employee Digital Worksp... f G

oy 750 [

Figure 13-20. The bolt creation, packaging, and export process

Lightning Bolt for Salesforce

It is important to know that Lightning Bolts are expanding to other areas of the platform.
As of the Summer '18 release, a feature called Lightning Bolt Solutions (or Lightning Bolt
for Salesforce) is now available. The “for Salesforce” part basically means that apps and
flows can be bundled with (or without) a community template to become a Lightning Bolt
solution. See Figure 13-21, Figure 13-22, Figure 13-23, and Figure 13-24 for a walk-through
of the process.
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LIGHTNING BOLT FOR COMMUNITIES

Get started with Lightning Bolt Solutions

Bolt Solutions address needs of specific industries and functions with tailored apps and business processes. They
include:

» Custom Apps
» Flow Categories
e Community Templates

Create the first one

Figure 13-21. Navigate to Lightning Bolt Solutions in the setup menu

Create Your Bolt Solution.

WeinCo

*Images

Information Features
* Name “Title
Automation Comm\.mn;l Feature 1
* Developer Name Description
Autemation_Community ANESOMEness
* Description
A cust ity with ion built in? *Title
P Feature 2
* Primary Industry Description
High Tech - Radicality

* Partner Name

*Title
Feature 3
Description
Mind-blowing greatness
&, Upload &, Upload
*Title
Feature &
Description

Figure 13-22. Provide details about the solution

302




CHAPTER 13 LIGHTNING BOLT FOR COMMUNITIES

Create Your Bolt Solution.

Solution Highlights

Add the iterns you would like to highlight in your sclution.

CUSTOM APPS FLOW CATEGORIES COMMUNITY TEMPLATES

Process_Driven_Service_Bolt X

1 Community Template selected.

NAME - LAST MODIFIED
+ Automation_Self_Service Nowv 9, 2017
+ Digital_Workspace Mar 13, 2018
+ Digital_Workspace_2 Mar 13, 2018
Process_Driven_Service_Bolt MNov 7, 2017
Back ] (o] Next

Figure 13-23. Add the solution highlights (apps, flows, or community templates)
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SETUP

Lightning Bolt Solutions

Create

2 items - Sorted by Last Modified

¥ -

Community + Process Flow v Automation Community v
WeinCo WeinCo

Figure 13-24. Library of completed Lightning Bolt solutions

Recap

This chapter will arm any community administrator/builder with a solid foundation to
become a bolt builder. In this chapter, I detailed the following:

e Definition of Lightning Bolts (community templates)
e Purposes and suitable use cases for bolts

e Bolt creation process

o Bolt packaging and installation process

o Lightning Bolt for Salesforce
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The Best of the Rest:
Additional Communities
Topics

The breadth of Community Cloud is a microcosm of the Salesforce platform. As new
features and capabilities are introduced with each release, it has become increasingly
difficult to maintain comprehensive expertise on Salesforce overall, let alone this

single “cloud.” As such, there is a significant amount of information that can be covered
within the realm of Salesforce communities, and individual chapters could be written
about a number of additional topics. To balance the need for breadth across common
community areas and the unwieldy and awkward nature of a 600-page book, I've
identified a number of specific topics that I'll be covering in brief throughout this
chapter. My goal is to provide a practical starting point or common reference from which
readers can explore additional detail via Salesforce Help & Training and other resources.
Specifically, I'll cover the following in this chapter:

e Analytics

e Moderation

e Deployment

o Salesforce app (Salesforcel)
e Search

o Messages

o Notifications

e Chatter streams
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e Additional items (Guided Setup, Marketing Cloud, Quip, Einstein,
CMS Connect)

Analytics

The appropriate starting point for any discussion regarding analytics in a Salesforce
community is the Community Management Package for Communities app from
Salesforce. The full name includes the release name, and two versions exist (depending
on whether Chatter is enabled).

o [Release] Salesforce Community Management Package for
Communities without Chatter (e.g., Spring '18 Salesforce Community
Management Package for Communities with Chatter)

o [Release] Salesforce Community Management Package for
Communities with Chatter (e.g., Spring '18 Salesforce Community
Management Package for Communities without Chatter)

Figure 14-1 shows the Winter '18 version of the app.

AppExchange  Heroku Bements  LINK Marketplace

& . A soaen spcrengs oxi 88
Home  Listingsby Type  Product Collections  Industry Collections 4 Ohana
« SEARCH RESULTS | ALL APPS » ANALYTICS Salles
. . e . desfon
Winter '18 Salesforce Community Management Package for Communities with Chatter e
= [
B, RATING LISTED ON LATEST RELEASE
TRk an T30/ 2014 10/16/2017

Analytics

1111 |pes
Dashboards, reports, and actionable Insights for Salesforce

1111 [E==
App by Community Cloud

Latest Release: 10/16/2017

The Comenunity Management package delivers the insights, dashboards,

’ e reparts, and rroderstion controls which community managers need to drive
adoption, monior engagamant, and build a vibrant community.

Figure 14-1. Community Management Package on AppExchange
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This app has some serious meat to it. As of the Winter '18 version, the package
contains the following:

e 61 custom report types
e 26 dashboards
e 396 reports

Once installed, an administrator of the community can navigate to Workspaces »
Dashboards and view a suite of valuable dashboards that bring the community to life.
See Figure 14-2.

Cashboards Y — .
© s et s Compteants Home Dushbossds  Engagement 7 8 erinwein
Svurview
BASHBOARD Rfiash

Members Files 1.0
sty A3 of Mar 18, 2018 437 PM - Viewing as Pl Wein
Group
Togies Upleads " Uploads - By File Type ® Maest Contributed - By File Type

Weekly Teend (Last 90 Days) [Last 90 Days)
Conzont -
Maderatian \‘ ~ ‘

~— \
Selt Serdce. _ -
Search
rs > > o
Settings P &7 &
A S
FleType | @ PNG @ WG FEG @ GIF Other FlaType | @ PG @ PNG

This Passmitsts off aloasts i your eomeunity in the st 90 day. The s of uioods Bor each ke g Tre tyos o Bk yous’ COmmMuity commments on.

“iew Report (C - File Activity L5000 iew Repoet (C - File Uploads Cistribution Oy Typel View Report (C - File Activity By File Type L30D)

Most Uploaded - By File Type " Most Downloaded - By File Type " Most Shared - By File Type

{Last 90 Buays) (Last 50 Biays) [Last 90 Days)

FleType | @ PNG @ IPEG @ PG @ Cther FleType | @ PG @ PNG FioType | @ PNG @ WPEG @ PG @ Cther
The types of files your community upicads the mast. The types of files your community downloads the mast. The types of fes your community shaces the most.
i Borpecet [ - File Activity By Fibe Typse LI0D) i Rt [ » Fily Activity By File Typse LS0D) View Report §C « File Activity By Filie Type LS0D)

Figure 14-2. Content (files) dashboard for communities

Moderation

Moderation is a critical consideration for a community. While the nature of some
communities simply won’t need or benefit from much moderation, others will require
it to be successful. Why? Because community members are people! While members of
most communities will honor the general guidelines and rules of engagement, there are
those who may push the boundaries a bit. Unfortunately, there are also those who are

simply destructive and are bent on stirring up havoc within a community.
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Salesforce has provided a number of tools to help with moderation. To access these,
an administrator can navigate to Workspaces » Moderation. See Figure 14-3 for a view
of the workspaces section with Moderation.

My Workspaces ‘
Builder Moderation Content Targeting
Build, brand, and customize your Monitor posts and comments, create Recommend resources, use topics to
community pages. rules. boost visibility, and target content to
audiences.

Figure 14-3. Moderation in My Workspaces

Moderation is a multistep process in Salesforce communities:

o Establish criteria: Set up content criteria and/or member criteria for
use in moderation rules. For example, content criteria might involve

a keyword list for inappropriate words.

e Create rules: Create content and/or rate rules to enable automated
handling of activities that satisfy the defined criteria. For example,
arule could be created to place a post containing an inappropriate
word into Review status for moderator review and action.

e Activate rules: Turn on the rules.

e Review/manage: Stay on top of flagged discussions, files, messages,
and members by using the provided analytics and dashboards.

o Take action: Unless an action is fully automated, a decision will need
to be made on flagged items, and that decision may require some
action.

Figure 14-4 shows an example of a rule that uses content criteria and automatically
blocks profane words within a community.
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Details | =Required Information

Name | Block Swear Words

Unique Name | Block_Swear Words i

Description A ryle to block swear words within the community

Activate Rule

Rule Conditions

Specify what happens when the rule criteria is matched. Block prevents content from being published. Replace publishes content with the
keywords replaced as asterisks. Flag publishes content and then automatically flags the content as inappropriate. Review hides content
from the general community until it's approved.

Applies To | Post Comment

Moderation Action | © Block Review Replace Flag

Message for Member  [yoy, can't use %BLOCKED_KEYWORD?% or other inappropriate words in this community. Review | *
your content and try again.

s~

Criteria

Select the types of criteria you want to enforce this rule. If you select member criteria and content criteria, the rule applies only when both
criteria are met.

Member Criteria Available Criteria Selected Criteria

--None-- » --None--

Content Criteria
Available Criteria Selected Criteria

--None-- » Swear Words

Save Cancel

Figure 14-4. A community moderation rule that blocks any text strings found in
the defined content criteria (“swear words”)

Note that, in the preferences section within the Administration workspace, file types
and sizes can be moderated, as well. See Figure 14-5 and Figure 14-6 for the settings and
the corresponding result.

309



CHAPTER 14  THE BEST OF THE REST: ADDITIONAL COMMUNITIES TOPICS

Files

Maximum file size inMB 10 i

Allow only these file types  P".JP3.Jpeg,gif,tif,tff i

Figure 14-5. File restrictions within a community

vvhat would you lIKe TO Know?

Details

| Share an update, @mention someone, add a file...

Topics make your question easier to find

Add Topic

gMP3 File (211KB) X

You can only upload these file types: png, jpg. ipeg, gif, tif, tiff.

Cancel

Figure 14-6. Result of a file type restriction

Deployment

Deployment is a critical topic when it comes to Salesforce communities. While
deployment of “standard” platform elements and entities, such as objects, fields,
workflow rules, Apex classes, and so on, has become a fairly well-known and mature
process, communities have required different processes and have not always fit

into standard deployments. In this section,  won't be giving a simple formula for all
deployment scenarios; instead, I'll cover the available options and call out some key
considerations.
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Site.com Export

For Lightning communities only, Site.com allows a method for full site export and
import. To do this, a community administrator will need to navigate to Site.com by going
to Community Workspaces » Administration » Pages » Site.com Studio. From there,
the Settings cog will reveal the Export Site option. See Figure 14-7.

Publish Changes... Preview v £ v | Help [ 7]

o ey

Overwrite This Site

Export Site Assets

Creating Page Templates
Importing Assets
Creating Style Sheets

Figure 14-7. Exporting a Lightning community via Site.com

In the target org, a target community must exist. Following the same path to the Site.
com Settings cog, an administrator will select Overwrite Site and select the exported file
to import the file and update the community. See Figure 14-8.

Overwrite a Site A

= Overwrite this Site's Contents
=9 Overwrite all content in this site with the contents of an imported file.

Warning: The site's existing name, custom URLs, trash can, and user roles will be
2\ preserved, but everything else will be overwritten. Any content in this site that does
not exist in the imported site file will get moved into the trash can.

Name: Lightning Pages and Components
File:l Browse... Lightning_Pages_and_Components.site

(.site file format)

Overwrite Cancel

Figure 14-8. Overwriting a site requires the import of the site file that was
previously exported from the source community
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Overall, the Site.com export/overwrite process is simple and straightforward. This is
a great option for deploying Lightning communities. Figure 14-9 provides an overview of
the entire process.

4. Create “shell”
community
<[ 3. Site.com Export ]

e 2. Make community
!'.." changes

Source Org
(Sandbox)

[ 1. Create community

Figure 14-9. Overview of the Site.com export/overwrite process
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Change Sets

Change Sets are established platform elements in the Salesforce ecosystem and allow the

inclusion of communities for the purpose of deployment. The following are a couple key
items to know about Change Sets, as they relate to communities:

o Change Sets require that a community with the same name as the
source community exists in the target org.

o Change Sets work for both Lightning and Tabs + Visualforce
communities.

As Change Sets are well known on the platform, I won’t go into extreme detail on
the process. However, I will call out the main “gotcha,” which is that communities are
represented as “networks” within Change Sets. See Figure 14-10.

Add to Change Set

Community Change Set

Choose components to add to your change set.

Add To Change Set Cancel

Component Type: Network H

Name +

u W Customer Community
mmm Employee Community
s Success Community

s Support Community

| @ sandboxBoit Export |
\ Add To Change Set Cancel

Figure 14-10. Select a network (community) within a Change Set
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Overall, the Change Set process looks like the diagram shown in Figure 14-11.

_________________ |
‘;:, o { 6. Deploy Change Set ]
’ &

Target Org
(Prod or Sandbgx)

|
|
|
|
|
|
|
|
|
|
|
|

<[ 5. Upload Change Set ]

Set

[ 4, Create “shell” ]
community w/ same name
y Change &

<[ 3. Create Change Set ]
2. Make community
changes

[ 1. Create community

Source Org
(Sandbox)

Figure 14-11. Community deployment via Change Set

IDEs and the Metadata API

Integrated development environments (IDEs) provide a means to save org contents to
the cloud or a local server. An IDE (such as the Force.com IDE, used with Eclipse) uses
the Salesforce Metadata API to extract and save a network (i.e., community) and all
related content and then deploy it to a different org (see Figure 14-12).

Target Org
(Prod or Sandbox)

Source Org
(Sandbox)

\J

Metadata Metadata g’
API API

Figure 14-12. Overview of leveraging an IDE to deploy a community from a
source org to a target org
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Once contents are locally saved, an administrator can deploy the selected contents
to a particular target org. See Figure 14-13 for the Eclipse menu option that allows this

action.

Run As
Debug As
Restore from Local History...

vy

Force.com >

Refresh from Server

Team 3 Save to Server
Compare With [ 3 Synchronize with Server
Source » | Deploy to Server... |
Properties Show in Salesforce Web

381

L

Figure 14-13. Deploy to Server (within Eclipse) allows for specific contents,
including a network, to be moved from one org to another

Packaged Lightning Bolt

Custom Lightning Bolts, covered in Chapter 13, are fairly new and continue to evolve at
the time of this book’s publication. I wouldn’t say that the process for bolt deployment
is mature, so I am not going to say too much about a suggested approach. However,
Lightning Bolt technology does provide a means to export a community in its current
state. The export can then be either packaged (and then installed) or migrated via the
Metadata API. The concept of the Lightning Bolt framework is that it allows the output
of a community starting point (i.e., a template). Ultimately, though, a bolt captures
everything about a community at the point an export is created, and it could absolutely
be used to “move” a community from one org to another.

Again, I don’t recommend this as a standard deployment approach, but there
is value in understanding how Lightning Bolt technology can potentially facilitate
community deployment.

Manual Replication

With all of the other deployment tools available, manual replication is not generally
recommended as an approach; however, it is an option. The only advantage to this
approach is that it does put all the control in the hands of the individual or individuals
doing the deployment, down to each aspect of the community. In other words, if an
individual wants to make sure that everything is moved properly and set up in the same
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way as it was in the source org, this might provide a level of comfort. It does not increase
the likelihood of success, though. Rather, it introduces many potential opportunities for
manual mistakes.

Salesforce App (Previously Salesforce1)

Since Lightning communities provide an out-of-the-box responsive, mobile-friendly
UX, the Salesforce app doesn’t play a prominent role in the mobile experience for
communities. However, there are some use cases I've run into where the app has come
into play. I'd like to share a few tips that could be relevant.

e Usagein a LEX-based employee community: There are times when
it makes sense to build a LEX-based employee community/portal
versus one leveraging Lightning communities (e.g., an HR help desk
because of the nature of case visibility). In these situations, the app
will potentially apply. See Figure 14-14.

o Security/network limitations: I have encountered a situation where
employees are not able to access the community on a mobile browser
on their phone, for security-related reasons. In that situation, the
Salesforce app provides a means to access some elements of the
community that are not prohibited by security configurations.

o Flexible Lightning approach: The Salesforce app provides a great use
case for building Lightning components in a flexible way to be used
via different mediums. Any component that includes implements=
"force:appHostable" in the aura: component tag can be surfaced as
a Lightning component tab in the app.

e Modifying the tab menu: In setting up the Salesforce app to work for
a user of a Lightning community, I found myself struggling to figure
out how to actually manage the app tab menu. The answer was not
obvious; you have make the Tabs menu within Administration visible
and then set up the tabs there. See Figure 14-15 and Figure 14-16 for
the result of a custom tab set for a community within the app.
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Phil Smith
gs0.salesforce.com

Internal

Employee Digital Workspace

Regression Test Central /

I Sales Enablement Community \/l
! Phil Weinmeister
weinmeister-dev-ed. my.salesforce.co
Internal
W

Boston Trails Community

CTT Test

== Custorner Community P
o5t

Figure 14-14. Selection of a community from within the Salesforce app
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Phil Smith
gs0.salesforce.com

Chatter | <umm—

79% .

" People

oy

0 Groups

Contacts

Sales Hub

Opportunities | mmm—

Leads n

7 Files

i

Tasks

Post

Figure 14-15. Configured tabs in the Salesforce app

Available Tabs Selected Tabs

7S Events Chatter
7S News Contacts
Accounts Sales Hub
App Launcher Add Opportunities Up
Assets Leads
Badges \LJ Files QI
Badges Received
Campaigns Y vJ
Cases Remove Down
Channel Program Levels
Channel Programs
Coaching

Console

Content

Figure 14-16. Corresponding tab settings from community administration to
display what is shown in Figure 14-15
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Search

I covered some of the component-specific aspects of search in earlier chapters but
thought it was important to call out a few additional items here. At least as of

Spring '18, out-of-the-box search within communities has yet to blow anyone away;
Figure 14-17 shows an example of some search results on the standard results page
available within communities. The fact that a community admin can prevent an
accessible object from showing up in the search results is a welcome feature, but no
one would call native search capabilities “advanced.” I point this out to set proper
expectations for a community implementation and to show that the options are limited.

£ @ rmwen-

NEW CASE (FROMACTION)  ALLCASES  GROUPS

SEARCH A =
RESULTS Discussions
1Result
|
Top Questions w

DISCUSSIONS
CASES What is a test?

Phil Wein - 1m ago A0 @0
GROUPS

Cases

SResults » Sorted by Relevance w

CASE NUMBER SUBJECT STATUS DATE/TIME OPENED CASE OWNER ALIAS
00001029 Test Case New 9/28/2017 5:19PM PWein
00001027 This isa test New &19/2017 319 PM PWein
00001041 Test Case New 10/13/2017 12:41 PM PWein
00001031 test Working 10792017 9:14 AM PWein
00001026 Test Case New 5/31/2017 3:25PM PWein
Groups
1Result
NAME LAST ACTIVITY MEMBERS OWNER

m Test Group 3/24/2018 2216 PM 1Member Phil Wein

Figure 14-17. Search results using out-of-the-box global search and the standard
search results component
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If the native search features don’t satisfy the needs of a particular organization, a
couple options are available. First, there’s the custom development approach. Custom
search functionality can absolutely be provided, either through Visualforce or through
Lightning. Additionally, admins may want to consider third-party options. AppExchange
has a few community-enabled search apps that can be installed and configured to
override the standard search experience.

Messages

Direct messages through Chatter have been available for some time, but direct
messaging in a Lightning community has not. There does now exist the capability to
directly (and privately) message other users within the community. See Figure 14-18.

NEW CASE (FROMACTION)  ALLCASES  GROUPS

Close this for me
Messages Miguel Arizona Add Pecple Remove People

Miguel Ariz..  Just now

Closet...

Johnry NoCase  dmago

Anewl...

Mar 24,2018
Johnny Case Smago @
Agreat...
Message started with Miguel Arizona

g Phil Wein Just now

Please

Figure 14-18. Direct message home page within a Lightning community

Although the messages page can’t be directly added to the navigation menu without
specifying a message ID (at least through Spring '18), there is a messages home page
that can be referenced. The relative URL is /s/messages/Home and will default to the first
message when the page is loaded.
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Notifications

The need to surface notifications and allow community users to easily manage them was
a feature gap for a while, but that gap was filled in 2017. Now, a setting exists that can
show or hide notifications within the standard header. See Figure 14-19.

Settings Theme

General Customize the appearance of each page in your community with theme layouts. Update the layout of multiple pages
from one place. Learn More

Theme
Theme Layouts

Languages
MNAME THEME LAYOUT COMPONENT @ PAGES ASSIGNED @

Advanced

Default Customer Service 39
CMS Connect
Hide the header region and navigation o
Updates

D Hide Notifications icon in community header

Developer

Figure 14-19. A setting on the Theme page allows the notification icon to be
shown or hidden

If the notification icon is enabled, users will be able to review any event that triggers
a notification. See Figure 14-20 for a view of the Notifications menu with content.

v
&
E Q%) PHIL WEIN

Notifications Markallasread X

@  SeanForbes posted to your profile
-& "ChatterPostfromPhil"

Feb 6, 2018 1:23 PM in Flow Community

Figure 14-20. Notifications menu with an example notification displayed
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Chatter Streams

Chatter streams are a relatively new feature that might be useful for some organizations.
Chatter streams basically allow a user to create a custom feed that provides these two
functions:

o Cuts through the noise that is found in the main community feed

o Allows for an aggregation of individual feeds to allow a user to hand-
select feeds from multiple entities/records

To enable streams, an administrator can simply add the Stream List page to the
navigation menu. Once that’s set up, a user can create a stream by clicking the New
button. See Figure 14-21.

NEW CASE (FROMACTION)  ALLCASES = GROUPS STREAMS

Streams New

NAME RECORDS FOLLOWED f

You don't have any streams yet. Try creating one!

Figure 14-21. Clicking New on the Streams home page allows a community
member to create a new stream
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To assemble the stream, identify the objects and the corresponding records whose
feeds will make up the fully aggregated feed. See Figure 14-22.

New Stream

Create your own flow of feed posts from records, people, and
Broups you choose.
* Stream Mame

Stream of Life

Records to Follow @

v Ecarch Groups...
Public Community Group

E Edge Communications = Test Group *

Notify Me
@ Every Post
Never

Cancel

Figure 14-22. Different records can be selected when creating a stream
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Once the brief setup is done, the feed will start to show the tailored content selected
by the end user. See Figure 14-23 for an example of a live Chatter stream.

Stream of Life Edit Notifications Delete

Latest Posts w Q. Search this feed...

Miguel Arizona reached a new level.
Just now

Level 2: Intermediate (2 - 10 points)

Seenby 1

1dy Like @ Comment

g Write a comment...

Test Group — Phil Wein
Just now

Love this group! Can't believe I'm a part of it!

| COMMUNITY

1y Like @ Comment

Figure 14-23. A completed, active Chatter stream

Other Capabilities

Community builders will continue to find powerful new communities capabilities with
each Salesforce release. In this section, I will call out additional capabilities that will
warrant more research and consideration for many organizations.
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Guided Setup is an additional workspace that corresponds to partner communities,

walking administrators through a series of steps to help set up the community quickly
and thoroughly. Figure 14-24 shows a view of the Guided Setup landing page.

Guided Setup
=1 Lightning Pages and Companents

Home  Set Up Features

? g Phil Wein|

Partner Relationship Management @

Guided Setup
Lead Distribution
Set criteria to distribute leads to partners,
Partners accept leads with cne click.
0% 0of8

Guided Setup - Overview

@ Guided Setup
Channel Programs and Levels

Arrange partners into different programs and
levels. Share assets, manage membership, and
evaluate performance for each of those levels.

0% Oof 7

Guided Setup - Cwverview

Set up features with ease
Add features and integrations in a snap! Let us guide you through it. ﬂ

- Guided Setup
“ Deal Registration

Manage channel conflict and improve pipeline
visibility. Streamline approval processes and
increase partner participation.

0% Oof9

Guided Setup - Overview

5, Guided Setup
= Campaign Marketplace

Enable your channel marketers to promote pre-
approved campaigns. Let partners browse,
signup for, and run campaigns in just a couple of
easy steps.

0% 0of7

Guided Setup - Cverview

>

Guided Setup
Market Development Fund

Create marketing budgets, allecate funds to
partners, and manage fund requests and claims.
0% Oof6

Guided Setup - Overview

S Guided Setup
. Intelligent Sales Enablement

Add content and members, set up libraries, and
create public links so you can share files.

0% Oofé

Guided Setup - Ovarndaw
Google Chr

Figure 14-24. Guided setup landing page

Marketing Cloud

For organizations leveraging Marketing Cloud, Community Cloud now offers built-in

tools for direct integration with a community.

o Distributed marketing allows for the creation of personalized partner

campaigns.

e Journey Builder for communities enables the configuration of

marketing journeys for community members.
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Quip
Incorporate record-specific activity from Quip into a Lightning community with

standard Quip components. Figure 14-25 shows the Quip Lightning component being
dropped onto a Case Detail page.

il Case Detail - CaseDetail - O o

Components Template Header Top

(]

quip

¥ ANALYTICS (0)

¥ CASES (0)

NEW CASE (FROMACTION) ~ ALLCASES ~ GROUPS

¥ CONTENT (D)

¥ FEEDS (D) Template Header Bottom
¥ FILES (2)

I8 Quip

. Content Header
Quip Docs Relatemagt

¥ GAMIFICATION (0)

duct Issue Detected via Self-Service Wizard
w - 00001046

¥ MESSAGES (0)

¥ PROCESS AUTOMATION (0)

¥ RECORDS (0) o

¥ SALES (0) Edit s [Fone
(@ o I
¥ SUPPORT (0) L
v TOPICS (0) DETAILS RELATED FEED
Get more on the AppExchange Case Owner Status
Sean Forbes New
Case Number Priority

Figure 14-25. Dragging the standard Quip component onto a Case Detail page

Einstein for Communities

Einstein functionality, once fully released, will provide an enhanced engine for
recommending responses to questions submitted within a Salesforce community. This
will have significant value for self-service scenarios by increasing the probability that
those following the question will truly find the information that they are looking for. Stay
tuned to this space.
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CMS Connect

CMS Connect is a major addition to the communities platform. It has evolved rapidly
and will likely continue to see significant investment for some time. CMS Connect allows
organizations to connect to HTML, JSON, CSS, and JavaScript from third-party content
management systems to provide consistent branding and UX across multiple sites. As of
Spring '18, the following providers are supported: Adobe Experience Manager, Drupal,
Sitecore, WordPress, and SDL.

Figure 14-26 shows the New CMS Connection page, while Figure 14-27 shows the
standard CMS Connect (HTML) component available within Community Builder.

New CMS Connection
Establish a connection to your content management system,

Connection Details

*Name ) * CMS Source
| AEM

* Cannection Type *Server URL

Public -

HTML @

Root Path @

Use Personalization

Css @

Add CS5

Scripts @

Add Script

JSON @ (BETA

Add JSON

Language Mapping @

Enable language mapping

Cancel m

Figure 14-26. New CMS Connection page
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Components
cMms

¥ ANALYTICS (0) - “" EEL B
¥ CASES (D)

* CONTENT{2)

B cms connect (HTML)

r Bottor

€MS Connect [ISON)

¥ FEEDS (0)
| E3 cM5 Connect (HTML)

* FILES(0)

¥ GAMIFICATION (0}

Figure 14-27. The standard CMS Connect (HTML) component

Recap

In this chapter, I reviewed a number of Community Cloud capabilities that round out the
majority of the full communities feature set available on the Salesforce platform. Topics
covered included analytics, moderation, deployment, search, and more. The information
in this chapter was intended to provide a starting point for understanding these areas.
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CHAPTER 15

Next Steps: Keep
Learning

I hope this book brings significant value to the growing number of individuals looking
to become “community trailblazers.” That being said, this book is only one of many
resources available on the path to becoming an expert on Salesforce communities. In
this final chapter, I'll suggest some supplementary options for forging ahead.

Trailhead

How could any breadth of educational Salesforce material be considered complete
without Trailhead? Trailhead is an online learning management application that

is self-paced and free and has helped thousands of individuals improve their
understanding of and capabilities on the Salesforce platform. While communities
don’t have the same number of modules as some more mature areas of the platform,
lots of educational goodies exist to help learn Community Cloud.

I've selected a series of communities topics for you by creating a trailmix.
Trailmixes are community-sourced groupings of related Trailhead modules and
projects. The first trailmix is “Community Cloud,” and it provides a broad overview
of Salesforce communities. This trailmix can be found at http://bit.ly/trailmix-
community-cloud. My other trailmix is “Process Automation + Communities,” covering
communities, Flow, and Process Builder. It can be found at http://bit.ly/trailmix-
process-communities.

Additionally, the full list of all my trailmixes is at http://bit.ly/mytrailmix.
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WeinBlog

Want to learn about all the latest and greatest Community Cloud features with every new
release? My blog covers key features and functions, providing both my perspective and
Salesforce’s for each item. My blog URL is http://bit.ly/weinforce. Figure 15-1 shows

a snapshot of my blog’s home page.

The WeinBIog ABOUT PHIL CONTACT PHIL

Automate & Ignite Your Community with
Process Builder, Flow, & Lightning Bolt

5 Must-Know Communities
Enhancements in the Salesforce Spring
'18 Release

Trailmixes from Phil

Weinmeister
Phil Weinmeister @ 5 Awesome Communities
Dreamforce 17 #DF17 Enhancements in the
Salesforce Winter 18
Release

Figure 15-1. The WeinBlog
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It's possible that I will release a subsequent version of this book down the road.
However, until that happens (if it does), I will post relevant Community Cloud updates to
my blog as they come up, so visit often!

Release Notes

While the volume of information can be overwhelming, getting to know the release notes
three times a year is critical for those who want to stay ahead of the curve. The official
release notes URL is https://releasenotes.docs.salesforce.com, and the notes are
typically updated a few months before each release. Figure 15-2 shows the Communities
section from Summer '18.

B release notes CEETrET—)

Salesforce Summer '18 Release Notes Bl & Download this PDF
T Show Filters
Note: This release is in preview. Features described here don't become generally available until the latest general availability
date that Salesforce anncunces for this release. Before then, and where features are noted as beta, pilot, or developer preview, Communities _
we can't guarantee general availability within any particular time frame or al all. Make your purchase decisions only on the basis
of generally available products and features. Community Builder +
Community Builder +
Hor e Sur r Components
Security =+
Communities: Pre-Built Themes, Sharing Sets for Everyone, Pinned Posts, S .
and Closed Threads
Community Engagement <+
The Community Cloud makes waves this summer with fabulous new fealures. We're excited to introduce ready-made themes in Chatter in Lightning +
Community Builder, 50 you can change the look and feel of your community with a few clicks. We also expanded suppert for sharing Communities
sets, now avai 1o Ci C ity Plus and Partner Gommunity users. Add some exciting new features on feeds, such as
pinning posts and closing threads. Who needs a summer vacation when there's so much fun in your community? Partner Communities +
Files in Communities +
o Lots of Lightning is striking Salesforce these days—Lightning Experience, Lightning Bolts, Lightning components—and Additional Changes in +
WL/ it can be tricky 1o know how it all applies to communities. Here's the rundown. Communities
Lightning communities use the same underlying technology as Lightning Experience—namely, the Lightning platiorm Chatter
and Lightning components—but you aren't required lo enable Lightning Experience lo use them.
Files
« Li ing Ci ities: Ci ity Builder Imp with Turnkey Themes, Progressive Rendering, and # Rate Our Fillers
Audience Deletion

Figure 15-2. Official release notes from Salesforce
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Twitter

Admittedly, there is a lot of noise in the world of social media, and Twitter is no
exception. Following the right accounts will bring a steady flow of useful communities
information. Here are some recommended accounts to follow:

o Community Cloud: @CommunityCloud is the official Twitter account of
the Salesforce Community Cloud team. It highlights product updates,
event info, and more.

e Arnab Bose: @ArBose heads up the process automation arm at
Salesforce and is quite active with showing examples of how
customers and partners are leveraging process automation with
communities.

e Anna Rosenman: @anna_rosenman is the VP of product marketing
for Community Cloud and provides steady updates on Community
Cloud activity in the ecosystem.

e Yours Truly: @PhilWeinmeister (that’s me!) shares tips, tricks,
updates, and insights on Salesforce communities and a variety of
other Salesforce topics.

Figure 15-3 shows my Twitter home page.
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Tweets Following Followers Likes Lists Momaents a—-\
1,183 187 1,747 695 1 0 (_Edit profile )

Tweets Tweets & replies Media

Phil Weinmeister

@PhilWeinmeister 4 Pinned Tweet

) Phil Weil ter @PhilWeinmeister - Mar 16 e
@Salesforce MVP | 18x SF Certified | Standing room only at #SED18 for an intro to @communitycloud!
@CommunityCloud MVP | Author, ;

bit.ly/sfdcDev | VP, Product Mgmt
@7Summitsinc | Husband | Father of 4 |
Christian

@ Atlanta, GA
¢ weinforce.wordpress.com
Joined May 2013

[5] 380 Photos and videos

Figure 15-3. @PhilWeinmeister on Twitter

Dreamforce, TrailheaDX, and World Tours

For those who want to immerse themselves in the world of Salesforce for a day or an
entire week, a few great options are out there. Dreamforce, TrailheaDX, and even World
Tours offer Community Cloud goodness. Personally, I recommend going to at least one
of the two big events (Dreamforce and TrailheaDX) and seeking out all the Community
Cloud sessions that are available. The following are the relevant event pages:

o General Salesforce events: https://www.salesforce.com/events
o TrailheaDX: https://developer.salesforce.com/trailheadx

o Dreamforce: https://www.salesforce.com/dreamforce
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For those who are lucky, an experience like the one I captured in Figure 15-4 will be
waiting.

salesforce

Figure 15-4. Two Community Cloud product managers running a live demo at
Dreamforce

Salesforce Training and Certification

There is an “official” route to learning communities that is delivered through Salesforce
training. As of 2018, two classes exist.

e CRT-271: Certification Preparation for Community Cloud
Consultants (https://help.salesforce.com/HTTrainingCourse
Detail?id=a230M0000000Q5Y5)

o ADM-271: Get Started with Communities (https://help.
salesforce.com/HTTrainingCourseDetail?id=a2330000000Q0CN)
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As implied in the title of the first course, there is a prestigious honor for those
considered experts on the platform: a shiny certification from Salesforce. The one
communities-related certification is Salesforce Certified Community Cloud Consultant
(Certified Administrator is a required prerequisite). The CRT-271 course is obviously
great prep for the communities certification, but there’s also an official study guide that is
available. This certification is a must for anyone who works with Salesforce communities
on a regular basis.

Pluralsight

I'm excited to announce that I have joined a star-studded lineup of Salesforce authors
on Pluralsight, a video-based technology learning service. Pluralsight has an entire
category of Salesforce-specific courses on topics such as Apex, Lightning components,
Visualforce, data models/architecture, and more. Look for my “play-by-play” focused
on audience targeting within Salesforce communities, coming out in 2018. It will be
titled Crafting Audience Experience with Salesforce Communities and will available at
https://www.pluralsight.com.

Recap

The world of Salesforce is expanding by the day, and the amount of information
available on Salesforce Community Cloud is following suit. I am honored to be part of
this ecosystem, and I hope this chapter (and entire book) provides valuable information
and guidance on your personal career journey.
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