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WHAT DO YOU STAND TO LOSE?  

Source: ThinkJar Research 
 

67% 
of customers cite a bad 

experience as the number 

one reason for churn 

@LithiumTech  #PRNews  #shakeupshow 



71% 
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 

Businesses losing 

@LithiumTech  #PRNews  #shakeupshow 



THE GOOD NEWS?  

Source: Lithium/Nielsen 
 

73% 
consumers would spend 

more on a product if it was 

from a brand they loved 

@LithiumTech  #PRNews  #shakeupshow 



WHAT DO YOU STAND TO WIN? 

140%↑   

Those who have the 

best experiences  

spend 

WHY 

CUSTOMERS 

STOP USING 

YOUR 

SERVICE 

more than those  

who have the  

poorest experiences 

Source: Harvard Business Review ‘The Value of Customer Experience, Quantified’ 

 

@LithiumTech  #PRNews  #shakeupshow 



“As we opened our doors to the Beauty Talk community, it was 

flooded with clients dying to talk beauty with each other.” 

33 hours 

Beauty Talk 

superfans spend 

an average of 

per month on 

Beauty Talk 

average customer 

community user 

superfan 10x 

2.5x 

customer spending 



live chats with celebrity 

and beauty experts 

weekly beauty 

challenges to increase 

engagement 



SOCIAL VOLUME 

HAS  

QUADRUPLED 

SINCE 2015 

4x 

Deliver outstanding customer 

experience through  

the integration of  

Facebook Messenger 

Leverage Lithium Response  

to support their  

first-on-the-market launch  

of customer support via 

Facebook Messenger  

Goal Solution 

72% 
PARTNER CHANNEL 

CSAT INCREASE  

SINCE LAUNCHING 

SUPPORT  

VIA FACEBOOK 

MESSENGER 

REDUCED 

RESPONSE TIME 

FROM 45 MIN IN 

2015 TO UNDER  

15 
min in 

2016 



“Our Lithium-powered community has provided peer support, 

product reviews, and questions answered by experts– all of which 

have enriched  our consumers’ shopping experience. “  

24 min 
average time on site 

15,000 
registered users in  

first 3 months 

+85 
in-store employees  

active in community 



“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 

community marketing initiative.” 

 

+31k 
This marketing campaign drove over 

new registrations 

+26k Dream Trip submissions 
by community members 

430k page views during sweepstakes 
versus 230k average per month 



"Barclaycard Ring’s innovative levels of simplicity, transparency,  

and service are impacting the way we do business…we believe this  

is the way all companies will engage with customers in the future.” 

$10M 

Along with other customer 

experience initiatives, Barclaycard 

Ring contributed to 

customer retention 

improved by 25% 
decreased customer  
complaints by 50% 



“We have an ideas section in the community where we ask 

members, ‘Tell us how we can make the program better.’ In most 

banks, they never give their customers a forum or encouragement 

to give them that feedback and that’s what this community is all 

about. It’s engaging your customers in a different way.“ 

giveback 

program 

voting on 

product features 

community + servicing site = 

seamless customer service 

annual 

reports 

monthly 

financial stats 

Goals for Barclaycard Ring:  

1. strengthen trust between bank and card member  

2. provide transparency and open dialogue 

Means for achieving these goals: 



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 

60% of Barclaycard Ring customers 

visit servicing site as least once per 

month 



Reduced social customer care internal 

documentation from 24 hours to 1 hour; time on 

task savings of 95% 

Established an enterprise social 

customer care SLA <30 minutes 

Reduced social acknowledgement   

time by 20%, 5% over goal 



“This is a bold move for us since it puts great power in the hands of 

our customers. By allowing this open and public feedback from 

existing customers on our own platform, we provide absolute 

transparency into our strengths and weaknesses.” 

150 
COMMUNITY 

INNOVATION IDEAS 

IN TWO MONTHS 

UNIQUE 

VISITORS 

300% 

30% 
CONVERSION RATE: 

1,500 CUSTOMERS  

PER WEEK 

COMMUNITY  

MEMBERS: 14K 



Lithium - Confidential 


