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WHAT DO YOU STAND TO LOSE?

of customers cite a bad

experience as the number
one reason for churn

Source: ThinkJar Research

@LithiumTech #PRNews #shakeupshow



1%

Of consumers who stop using a brand
because of a bad experience are unlikely

to ever use them again.

Source: Nielsen/Lithium

@LithiumTech #PRNews #shakeupshow



$62bn

Per year through

a poor customer
service
experience.

Source: New Voice Media, 2016

@LithiumTech #PRNews #shakeupshow



THE GOOD NEWS?

consumers would spend

73% more on a product if it was

from a brand they loved

Source: Lithium/Nielsen

@LithiumTech #PRNews #shakeupshow
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WHAT DO YOU STAND TO WIN?

Those who have the
best experiences
spend

140%

more than those
who have the
poorest experiences

o

Source: Harvard Business Review ‘The Value of Customer Experience, Quantified’ @ LItthmTeCh #PR NeWS #ShakeUpShO\
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weekly beauty
challenges to increase
engagement
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Goal Solution

Deliver outstanding customer Leverage Lithium Response
experience through to support their
the integration of first-on-the-market launch
Facebook Messenger of customer support via
Facebook Messenger

12%

PARTNER CHANNEL 4X
CSAT INCREASE

SINCE LAUNCHING SOCIAL VOLUME
SUPPORT HAS
VIA FACEBOOK QUADRUPLED
MESSENGER SINCE 2015

REDUCED
RESPONSE TIME
FROM 45 MIN IN
2015 TO UNDER

152016

HEOD



yﬁf, Comunidad

“Our Lithium-powered community has provided peer support,
product reviews, and questions answered by experts— all of which
have enriched our consumers’ shopping experience. “

Francisco Campos Dominguez

Social Media Manager, Leroy Merlin Spain

+85

in-store employees
active in community

Foros de b comunidad

Bafios y cocinas

24 min 15,000

average time on site registered users in
first 3 months

£~

Trucos para ahorrar
en casa

Bienvenidos a
Leroy Merlin
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THE GREAT

“BarclaycardTravel.com is a one of a kind travel community where
Barclaycard card members and non-card members can share travel

experiences and earn miles towards travel rewards. Lithium’s
community platform was the driving force behind our successful G E TAWAY

community marketing initiative.”

Jennifer Hitchens =G IVEAWAY=—=

Community Manager, Barclaycard US

s,  This marketing campaign drove over Dream up a journey for a chance to liveit.

'V 4 +3 1 k new registrations
+ 2 6 k Dream Trip submissions
by community members
430k page views during sweepstakes E—— R A
versus 230k average per month g4




9 barclaycard

"Barclaycard Ring’s innovative levels of simplicity, transparenc
and service are impacting the way we do business...we believe this
is the way all companies will engage with customers in the future.”

Paul Wilmore
General Manager Consumer Markets, Barclaycard

customer retention
improved by 250

decreased customer

complaints by 50%

Along with other customer
experience initiatives, Barclaycard

Ring contributed to $1O M

WEICOTT'IE, Juniper Last login 05/29 4:43 p.m. ET via web

KaelaC | SignoOut | My Settings | Help | Switch User

- Mew Messages
€ Account Summary

Your community activity

Your achievements

Your achievements

What's new

Connect Track

Your subscription options

Db

Influence Blog

e e

Your email subscriptions

Think of your achievements page as your trophy case: it shows all of the stuff you‘ve accomplished with Barclaycard Ring. The more
you do, the more badges and status you earn. The things that get acknowledged as achievements are activities that help make
Bardaycard Ring more profitable and successful. This is good news for you, because the more estimated profits Bardaycard Ring makes,

the more you get through Giveback™.

Your ring

B

KaelaC

Community Manager

Badges

OMMUNITY HEALTH

COMMUNITY ENGAGEMENT

Active Helper
(coming soon)

Things you can do

9 Refer a friend

For every new member we get,
we'll add another $20 to the
community Giveback.

Give a kudo

Check out the community
discussions and add kudos to
what you like

Things you've done this month

You're an active member
Here's a little shout-out just for
paying on time and using your
Barclaycard Ring MasterCard®.

@ Participated in the community
This is what Barclaycard Ring is 2l
about. Keep the contributions
coming!

SPECIALTY

Gold Star
(coming soon)

Traiblazer

Join a discussion
Chime in on a conversation or
start your own.

Answer a question
Help a fellow member in the Ask
B Answer area.

Went papetless

Thanks for making the switch
and helping us cut costs, not
trees.

How achievements work

You can get more achievements,
badges and status by doing activities
like replying to discussions and

Your Profile | Contact U
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Bg print blog | Log

9 barclaycard

All posts (82)

Barclaycard Ring's Annual Report

Attachments:
g Annual-Report_13_links.pdf 499kb

“We have an ideas section in the community where we ask _— ]2
members, ‘Tell us how we can make the program better.’ In most
banks they never give their customers a forum or encouragement Report is another effort to show transparency and information in a simple manner. Take a
) ! y . ) ) look! (To obtain an easy-to-read version of the Annual Report dlick the Attachments link
to give them that feedback and that’s what this community is all above to view as a PDF.)
about. It's engaging your customers in a different way.“

Annua

We're happy to share Barclaycard Ring’s 2012-2013 Annual Report with you. This Annual

s - Analysss (10)

Paul Wilmore &) barclaycard Football)
General Manager Consumer Markets, Barclaycard Giveback (7
Guest Bkx )

Barclaycard Ring infographic (

Goals for Barclaycard Ring: 2012-2013 Annual Report s

1. strengthen trust between bank and card member [t St ey tosde et Y Latest posts
. . term value, offer oy and card boers, like you, a say in how the
2. provide transparency and open dialogue proya vk, Wee s tese ks coms 1o e n e Gy i ol rd Ring Fancel tas A

community over the past year—from sharing our financial stats each month to having

URS...

community members vote on card features. This Annual Report is ancther effort to show
transparency and information in a simple manner. So, we thought an infographic would be
- Al e M bk b i o e (e b e

ng the Card Design: Creative

n T s B o o s A B b b b sl

How t

Means for achieving these goals:

darclaycard Ring's Annual Report

12,000

Cumulative Accounts
community + servicing site = voting on ot soances (RIS

seamless customer service product features

10,000
8,000

6,000 4
4,000 /
2,000 .~

giveback annual monthly
program reports financial stats

Income Statement
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60% of Barclaycard Ring customers

Visit servicing site as least once per
month

Super users and engaged community members
are the most loyal customers:

late payments account closings

Super Users

community
engaged

read-only
not engaged

Generated $500K in

revenue in the first 10 months

<), barclaycard

ne Year Anniversary!

Here's a look at some of the milestones that helped
shape who we are today!

pmay 30 20m)

The idea:

“Create a credit card that is
built on transparency,
authenticity and a community.”

pec+az0m  oec 1s20m

Our test community
. . Barclaycard
0 innovation 1ab | innovationLab.com
Variable oEEie

Our first blog post:
"Welcome to the
Big Print Blog”

Recent Kudos from:

Sﬂmkeﬁﬁs L _J
-

B 2 vaikar S0l -

Woo Hoo!

Our first Expert user
in the Innovation Lab
community: Mikef365

€he New York Times
THE WALL STREET JOURNAL.
FSTGMPANY

Barclaycard Ring




Reduced social acknowledgement
time by 20%, 5% over goal

Reduced social customer care internal
documentation from 24 hours to 1 hour; time on
task savings of 95%

* Ranked #4 in the Harris Poll 2016
Reputation Quotient

Committed to
Delivering Excellent
Customer Service

» Ranked #2 in Industry Fortune;
Worlds Most Admired Company
2014 to 2015

« Top ranking in the Forrester
Research Customer Experience
Index 2015

Established an enterprise social
customer care SLA <30 minutes

2015 USAA Social Service - Member Community Ecosystem

Member Community Conversion
22% Eligibility Completes
55.8% Application Completes

- v m

Listening I Discovery

USAA Member

Member Community Traffic
Over 8M Page Views

2564655

-

I
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Page Ve

Member Community Value
Over 37,000 Application Completes

Social Servicing Experience Survey
15% Rate of Return
USAA Board of Directors Deliverable

Servicing

Experience Survey

2.5 FTE Savings
USAA CRM Member Match Technology

e
Member ¥ i ASK USAA vo
— - Community Resolution M
A New Matary Rotere-t §pwm - [

rmEMENT’ =



Service & Berntung | Preise & Zingen | Uber um | 8268

Consorsbank !

by BNP PARIBAS

Community

Letzte Antwort zu:
CHD-Handelsplattform

“This is a bold move for us since it puts great power in the hands of
22.297 MitgSoder, 10,423 Diskussionen, 198 Golcate Fragen

our customers. By allowing this open and public feedback from » Y,
existing customers on our own platform, we provide absolute - =4 \ \' Jetzt mitmachent">
transparency into our strengths and weaknesses.” e % -

Clemens Eckstein,
Social Solutions Architect and Project Head at Consorsbank Uberblick ~ Community  Ideen = Blog = Seminare & Weblnare | Finanzwissen | Hilfe

“ COMMUNITY Diskutieren Sie mit!
L
w

INNOVATION IDEAS Viiklfoso-Zertflkate

Tauschen S sich ma unseren Finanzexpaenten und anceren Aneged sus und profitieren Sle

COMMUNITY IN TWO MONTHS e L v

MEMBERS: 14K

community I N .

VISITORS 0] ‘ sy

2 Rund um die Community 7 Anleger Anlagoldeen und

Sehen Sie sich die Profile andess MIgheoss an, stelen Se uch AR anderer Nutzer nachbilder

CONVERSION RATE' 10 einen Blick in unsere Regein oder erfalven Sie ale Commursty kKann man jet2t die Handel

[ e 1,500 CUSTOMERS tineiond ' i s e o
300% A PER WEEK et e

dite, ZaMungsmoglichkeiten & Co

ghledern Ubar Ihie Fragen zu diesen Themen



CX leaders grow revenue faster than CX laggards.
Revenue growth for individual companies in select industries, 2010 to 2015

B CX leader B CX laggard

29% 28%
1%
o 7%
l 3% 2% 2% 2%
- = T e
Cable Retail Investments Airline

Source: June 21, 2016, “Customer Experience Drives Revenue Growth, 2016” Forrester report

forrester.com/cxindex FORRESTER’

Lithium - Confidential



