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VALUE = ROI/

A CLARIFICATION



HOW DO YOU VALUE LIFE?

PRICELESS! $2.1M



HOW DO YOU VALUE LIFE?

"One thing I didn't understand in life, I had $100M in the bank & I couldn't 
buy happiness. I had everything, but was depressed. Then I found family 

& friends & I learned the value of life." -Vanilla Ice



TYPES OF BUSINESS VALUE

Hard

Soft

Intangible
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LITHIUM PLATFORM VALUE DRIVERS

Global Platform Value drivers

Satisfaction

Savings Sales

Help customers get ANSWERS rapidly
in the digital channel of their CHOICE

to increase satisfaction, loyalty &
LIFETIME VALUE

ACQUIRE

Explore

Buy

GROW

SERVE

Advocate

Retain



Community Contact Deflection



COMMUNITY RESOLUTION

Casual 
Participation

Active  
Participation

Passive  
Participation

Casual users ask the 
direct questions in 
community

Passive users find and 
consume the content at 
much greater volume 
resulting in scaling value

Super Users answer 
their questions 
resulting in an 
accepted solution



COMMUNITY SUPPORT CONTACT AVOIDANCE

Community
Visitors

Resolution Rate Deflection Rate Cost per Contact

How many visits the 
community

Seeking Support

Of the unique visits, 
how many are in need of 

support

Those seeking 
support found the 

information needed

Visitors that would
have engaged 

support had the 
information not been 

found

Average cost to 
resolve case

X

Survey Data

70% 49% 40%

Method 1

2M $8

Deflection Value: $2.2M

$54M annual deflection savings 



VALUE ANALYTICS BENCHMARKS

Industry Seeking Support Resolution Rate Deflection Rate

CSP 72.6% 32.2% 39.4%

High Tech B2C
71.7% 63.9% 31.1%

High Tech B2B
80.5% 45.8% 33.5%

Financial Services
63.4% 52% 44.6%

Other
60.5% 49.5% 49%

Averages
69.7% 48.7% 39.5%



RESOLUTION & CSAT



COMMUNITY SUPPORT CONTACT AVOIDANCE

Method 2

Community Visits Deflection Rate Cost per Contact

How many  visitors 
did the community 
receive for support

Community visitors 
who did not contact 

support within 2 
weeks

X
The average unit 

cost to engage 
support

Seeking Support

Percentage of visits 
who were seeking 

support

ID Matching

25% of support calls deflected 

2M 70% 25% $8

Deflection Value: $2.8M



Community SEO Value



Community Visits from SEO 
search

CPACommunity Visits SEO Visits

The number of visits to 
community 

COMMUNITY SEO VALUE

Cost per Action through 
Digital initiatives

2M 60% 50c*

*Low estimate. Ranges from 20c- >$10 depending on industry/marketing tactics

SEO Value: $600K
$2.24M from SEO Value



Community Revenue Attribution



Traffic which visits directly 
brand domain to convert 

from community URL*

Transaction Value

DIRECT ATTRIBUTION VALUE

Domain Visits

Value of converting a visitor 
to a product or service*

Conversion Rate

Online conversion rate*

Method 1

*Data obtainable from web  analytics tools

Attributed Revenue Value: $1.8M

$2003%300K

$2.8M additional revenue



Number of conversions 
considered as assisted by 

multiple channels (anywhere 
except last interaction)*

Attribution Value

COMMUNITY ASSISTED ATTRIBUTION VALUE

Total Indirect 
Conversions

Value attributed to the 
assisted conversion*

Attributed 
Conversion

Attributed  conversion rate 
to the Community*

Method 2

*Data obtainable from web  analytics tools such as GA

Attributed Revenue Value: $800K

$204%1M



INCREMENTAL REVENUE FROM MEMBERS

Improved    
Member Spend

Average Annual 
Revenue per 

Member 

Average Annual 
Revenue per 

Customer

Average  
Customer Spend

Community 
Members

Annual active 
community members*

Method 3

*Member who has logged in at least once within period
** Requires customer data matched with community ID

**

Community members 2X spend of non-members
Superusers 10X spend of non-members

Revenue Value from Members: $4M

200K $100 $80



Social Customer Care



VALUE DRIVERS IN SOCIAL CUSTOMER CARE

Reducing the cost 
to serve on Social 

channels

Costs

Telus

300% INCREASE 

AGENT EFFICIENCIES 
AFTER 3 MONTHS

Increasing Team 
efficiency while 
improving SLA 

SLA

IMPROVING TEAM 
EFFICIENCY BY 
3FTEs WITH A SLA 
OF 30 MIN

Responding effectively 
on Social increases 

CSAT

CSAT

Brand Protection, 
Advocacy and 

Reputation

Brand

INCREASE IN 
POSITIVE 
SENTIMENT

250%
72% INCREASE IN 

CHANNEL CSAT AFTER 
LAUNCH



PROCESS OPTIMIZATION

Number of FTE 
required

Increased 
Productivity

How many FTE are 
currently required to 
execute the process

Average cost per 
FTE

Average fully loaded 
cost per FTE

Increased 
productivity in 

the process 
(more volumes)

The automation, routing and workflow capabilities allow SMM users to be more effective in their day to day work, and creates efficiencies in
the global process (Social Care, Campaign publishing, Engagement).

300% INCREASE 
AGENT EFFICIENCIES 
AFTER 3 MONTHS

Post Volume

30%20 $55K

Process Optimization Value: $330K



AGENT CAPACITY VIEW

Retail

Number of Responses per FTE per hour

Travel & Hospitality

Utility

Consumer Electronics

Financial Services

CSPs

0 5 10 15 20 25 30

Bubble size:  Number of Responses per Month
X axis: Average responses per FTE per business hour (Median: 9)



SOCIAL RESPONSE CONTRIBUTING TO ADDITIONAL SPEND

Contribution to additional  Value: $1.5M

Average Income 
per Customer

Incremental 
Uplift

Average Revenue per 
VF EG User*

Response received 
increases willingness 
to spend by 20% to 

40% (Bain study)

Additional Social 
conversations addressed 

(12 replies per hour per FTE and 4 
replies per conversation)

Resolution 
Rate

Social 
Conversations

Percentage of 
Conversations 

Closed within 4min

Leverage Lithium Social Media Management  to deliver fast, easy and personalized customer 
experiences will increase willingness to pay more 30% with a standard SLA. That will be exponentially 
higher for a SLA <4 min.

$4.5M incremental lifetime value

Post Volume

$1001M 5% 30%



TAKE 
AWAYS

DECIDE

DEFINE

MEASURE

Decide what value means to 
your organization and 
executive team

Define your methods and models of 
measurement & identify required data 
and its sources 

Deploy your measurement methodology 
on a regular basis on both hard & soft value 
and iterate as required



Q&A



THANK YOU


