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About The American Diabetes Association
The American Diabetes Association is a national non-profit organization whose 
mission is to prevent and cure diabetes and improve the lives of those affected 
by diabetes. The Association leads the fight against the deadly consequences of 
diabetes and advocates for the nearly 26 million Americans with diabetes by funding 
research, delivering services to hundreds of communities, providing objective 
and credible information and giving voice to those denied their rights because of 
diabetes. The Association employs about 850 staff members between its Home Office 
in Alexandria, Va., and 90 local offices across the country. In 2011 it raised more than 
$208 million to Stop Diabetes® through education, research and advocacy. 

Business Challenge   
Every 17 seconds, someone in the United 
States is diagnosed with diabetes, a 
disease that kills more Americans 
each year than breast cancer and AIDS 
combined. The Association recognizes that 
it takes a strong and passionate network 
of individuals to change the trajectory 
of this disease. As the premier diabetes 
organization leading the fight to stop 
diabetes, “the challenge we face is always 
to balance supporting our growing patient 
community, providing credible information 
and at the same time raising awareness 
among the general public about  
the seriousness of diabetes and  
this very timely cause,” says  
Lois A. Witkop, Senior Vice President, 
Marketing Communications. 

Solution
In 2011, the Association committed 
to revamping its 10-year-old online 
community by selecting the Lithium 
solution to improve the experience for 
their members and community moderation 
team, to deepen user engagement levels 

and attract new users. The team leveraged 
the growing population of technologically 
savvy people with diabetes who were 
looking to understand more about the 
disease and opened up the community 
for these passionate advocates to share 
their knowledge and support with others. 
The Association needed to ensure that 
its community is recognized as the go-to 
destination for people with diabetes and 
those trying to get more information for 
their family and friends. 

Integrated Social Experience
Right from the September 2011 re-launch, 
the Association experienced significant 
growth in members and engagement in 
the Lithium-powered community—from  
an average of 29,000 visitors per month  
to more than 52,000, and from 160 daily  
posts to 233. Subsequent integration 
with the Association’s flagship website, 
diabetes.org, and expansion of the 
Ideas Exchange for members to provide 
feedback on the digital properties have 
given the team even greater insights  
to continuously improve the online  
user experience.   

To help members find answers on the 
go and ensure that their superfans can 
stay engaged throughout the day, the 
Association launched a mobile-optimized 
community that is also integrated with their 
mobile diabetes.org site. The Association 
was pleased by the quick adoption of their 
first mobile-optimized platform—16% of 
their traffic to the community now comes 
from mobile devices. Members commented 
that they “love being able to access the 
community via the iPad and stay connected 
any time of the day.” 

Success is About Mutual Value  
The community is thriving with passionate 
members and the Association has 
experienced measurable business  
benefits. The organization has seen a 
remarkable increase in community traffic, 
more returning visitors and growth in new 
visitors introduced to the community via 
organic search.  

Most of all, the Association knows that they 
can turn to the community members to drive 
awareness about this fast growing epidemic.
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Community increases peer-to-peer engagement

6% of diabetes.org visitors have  
visited the community over 10 times

 
whereas 30% of community 
visitors visit the community  
over 10 times.

10x

“So I luckily found the American 
Diabetes Association’s online 
community and began reading 
as much as I could... I was lucky 
to have caught it early and to 
have found the community at 
the right time. Reading others’ 
stories gave me the motivation 
and knowledge I needed to take 
control of my type 2 diabetes.”

Community members are 
5x more likely to take  
an additional advocacy  
action than non- 
community visitors.

Community increases 
engagement and participation

5x

1,733 visitors per day, 
compared to 955 with the  
previous platform.

955 1,733

Community increases outreach and engagement

of community traffic  
arrives through organic 
search results.

Lithium’s platform,  
with built-in SEO 
enhancements, improved 
organic search traffic by

48%

8x

Community increases loyalty  
and return frequency

Users find the new platform easy 
to use and are so engaged their 
input has increased the number of 
topics posted per day by 35%



3

Lithium
lithium.com | 6121 Hollis Street, Suite 4, Emeryville, CA 94608 | tel 510.653.6800 | fax 510.653.6801
© 2012 Lithium Technologies, Inc. All Rights Reserved.

The American Diabetes Association Case Study
Driving Support and Knowledge Through Social Community 

We have a completely revitalized community. What was once a community lacking 
in visual appeal and ease of use is now a vibrant online intersection for thousands 
of people with diabetes seeking support, advice and encouragement. We have 
reaffirmed our commitment to providing the diabetes community with a premier 
online forum that meets their wants and needs.

Anna S. Baker 
Manager, Communications and Social Media, American Diabetes Association

About Lithium 
Lithium helps companies unlock the passion of their customers. Lithium software powers amazing Social Customer Experiences for 
more than 350 iconic brands including AT&T, BT, Best Buy, Indosat, Sephora, Skype and Telstra. Lithium helps companies grow brand 
advocacy, drive sales, reduce costs and accelerate innovation to create a brand nation that refines the customer experience. For more 
information, visit lithium.com, or connect with us on Twitter, Facebook, and on our own brand nation – the Lithosphere. Lithium is 
privately held with corporate headquarters in Emeryville, CA and offices in Europe and Asia.  
 
For more customer case studies, visit lithium.com/customers

The long-term benefits of the social 
community go beyond advocacy on 
the digital channels. The Association 
conducted an analysis of cross-
channel member participation and 
found that “community members are 
5 times more likely to take an action, 
whether it’s making an advocacy call, 
making a donation or attending a 
fundraising event,” says Mike Bolino, 

Managing Director, Digital Marketing. 
For example, a father has been an 
active member of the community by 
posting about his family’s journey with 
treating his daughter diagnosed with 
type 1 diabetes. Not only is he able to 
share his experiences online with other 
parents who are caring for children with 
diabetes, his 10-year-old daughter also 
participated in one of the Association’s 
Tour de Cure® cycling events and  
raised $1000.

Using social community, the American 
Diabetes Association offers a powerful and 
open platform for members to share their 
personal experiences and triumphs as 
they manage diabetes. In return, members 
are coming together to deliver a stronger 
message to the general public and increase 
awareness to Stop Diabetes. 

Visit the American Diabetes Association 
community: community.diabetes.org

 
 

Benefits Go Beyond Community Support
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