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Introduction to Lightspeed 
 

 Lightspeed Financial is one of the largest providers of direct market access trading technology to 
retail active traders, small to mid-sized hedge funds and institutions. 

 

 Founded in 2006 when Lightspeed’s management team acquired E*Trade Professional Trading LLC. 

 

 Headquartered in New York City with offices in Houston, TX, Chicago, IL and Sacramento, CA. 

 

 Lightspeed maintains an active presence on Facebook, YouTube and Twitter and also manages its 
own online community, Lightspeed Spotlight, which provides exclusive trading webinars and 
educational events for customers. 
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Prediction: 2011 Will Be to Social Media What 1998 Was to Websites 

– Not being engaged on social media will set a company back 

– Customers will seek out companies that engage in social media 

– The people who “didn’t get” the web back in the 90’s are the ones who do not “get” the 
social web in 2011 

– Why? The web has become the social web 

• The social web is an evolution that resulted from the original success of the web 
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Today’s social customer 

• Today’s consumer is more tech savvy and has more influence/reach than ever before 

• Customers are more likely to reach out on social media than ever before 

• The average Facebook users has 130 friends and creates 90 pieces of content a month 

• The average Facebook user is connected to at least 80 different groups/brands/events 

• 30 billion pieces of content is shared every month on Facebook 

• Americans are slowly beginning to adopt Twitter 

• Twitter is no longer “early adopters”, over 13% of all Online Americans now use it 

• Twitter can no longer be ignored from a customer service perspective 

• More than 12 million adults maintain a blog 

• Another avenue to spread customer complaints  

• Negative news/complaints can affect SEO 

• 22% of users comment  or like someone’s Facebook post or status every day 

• Social network used has decreased among 18-22 year olds and 23-35 year olds, but increased for 36-49 year olds and 50-
65 year olds 

• Your core customers/spenders are integrating social media/networking more in their lives 
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The customer service challenge 

• Lightspeed Research completed a study showing how users who complain to brands on Facebook/Twitter expect a response 
within an hour 

•  25% expect a response within the hour 

• 6% expect a response within 10 minutes 

• 50% of customers who made the same complaint via a website were  happy to receive a response within a day, and 27% 
within 3 days 

• 15% of 18-34 year olds used an official Facebook page to complain about a brand, compared to 5% of 35-54 year olds 

• Could this be trending up? 

• How is a brand’s image affected by its ability or inability to respond to a complaint? 

• Having a social media presence now goes beyond creating a profile and content. Constant monitoring and customer service is 
now required. 
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The Brand Challenge 

“Social media has become such a part of our lives that people 
rarely even consider just how extreme their social behaviour 
has become – we log in as soon as we wake up, before we go to 
bed and even during mealtimes. Even this simple phenomenon 
offers a fantastic opportunity for brands, who should tap into 
the routine and habitual nature of social media activity to 
enhance consumers’ lives and become just as essential as the 
platforms they’re communicating on.” 

–Amy Kearn, head of IAB Social media council 
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The Brand Challenge 

Question: How is your brand using social media to integrate into 
the daily lives of your customers? 

 
Ask yourself these questions: 

• How is this addressed in your social media strategy? 

• Is your content promotional or informational in nature? 

• How are you measuring your engagement? 
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How Lightspeed integrates itself into its customers daily lives 

Our customers use social media every day for trading ideas and financial 
news. We provide that on our social media profiles 

• Customers follow Lightspeed to get ahead on latest market news 

• Customers/leads see the Lightspeed brand every day 

• Engaging with Lightspeed’s social media content becomes part of our customer’s daily social media experience 
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The customer service challenge 

“With social media now becoming a mainstay in people’s lives, it 
is important for companies to understand the motivations and 
expectations of their customers. While only a small proportion 
of people currently use social media channels to complain, the 
impact can be greater with more people witnessing the 
exchange. While this provides companies with a potential risk it 
also gives them a huge opportunity to highlight their excellent 
service, and the brands that embrace this successfully are likely 
to reap the rewards.” 

–Ralph Risk, Lightspeed Research Marketing Director EMEA 
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Customer Service Challenge 

Are the people/team who run your social media profiles 
equipped and ready to answer technical, sales questions or 
customer support inquiries? 

 

Ask yourself: 

• Who determines what is posted? 

• Who is the designated contact authorized to reply? 

• How quickly does it take to get the authorized person to reply? 
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How is Lightspeed dealing with complaints today 

Respond to complaints, inform leads and clarify comments/misinformation 

• Identify stakeholders / those internally with access to information 

• Have more than one person review a technical answer 

• Ensure at least two eyes reviewed a tweet providing technical or regulatory information 

• Encourage customers to call or email 

• Do not engage in multiple tweets, especially if customer is being difficult 

• Look for a quick resolution 
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Seriously, look for a quick resolution 

12 



How Lightspeed leverages Social Media for finding new customers 

• Today’s social customer wants to be contacted by brands – provided they asked for help in the beginning 

• Constantly monitor the social web for brand mentions 

• Monitor conversations revolving around competitor’s brand 

• Follow Twitter users who mention your brand/competitor’s brand, engage when necessary 
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How are other brands dealing with customers 

• Starbucks 

• Alec Baldwin tweets, his entire audience reads it, Starbucks responds 

• JetBlue 

• They try to respond to almost every question/comment on Twitter 

• Selling New York 

• Found my tweet about the show, kept my further engaged 
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General Guidelines for Facebook and Twitter 

Facebook: 
• You have 450 characters. 

• You have more space for a detailed response/conversation 

• Responses can be used to generate conversation / contact customer support 

• Customers feel more natural having a conversation on Facebook 

• Do not be argumentative 

• “Customer is always right”… except for when they are wrong 

 

Twitter: 
• You are more limited with 140 characters  

• Responses should be more geared towards contacting customer support 

• Send links to help provide more information / clarity 

• Understand that more people are going to publicly see an @ reply 

• Your @ replies/responses become a matter of public record and indexed by Google 

• Yes – even if you deleted that Tweet quickly, someone, somewhere, saved it 

• Just ask Anthony Weiner 
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What about Youtube? 

- Ask yourself: how much effort and resources are you spending on SEO? 

• Are you putting the same amount of effort into optimizing video 

- Best practices:  

• Targeted keywords in title and tags.  

• Make sure description mentions keywords 

- Create video content that is both informative and interesting to users. Use “interesting” videos to lead to 
“informative” videos on product 

- Promote videos on YouTube first, other social platforms second 
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Creating content to support social media 

• Have positive news articles/stories written about brand accessible 

• Provide third party validation to answer sales questions or comments on business practices 

• Gain agreement among internal social media team on appropriate stories/articles 

• Answer most frequently asked questions on website 

• Helps to make a better FAQ/Help section on website 

• Allows social media team to quickly respond to questions/comments 

• Create internal “cheat sheet” providing company approved responses to most frequently asked questions 

• Involve all parties – marketing, sales, PR, compliance, etc etc 

• For tweets, limit content to no more than 100/110 characters, allowing space for Re-Tweets and @twittername 
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A summary of best practices 

• Constant monitoring 

• Address negative concerns – do not let them linger 

• Unanswered complaints can lead to multiple people complaining 

• Ask yourself: Do you really want your brand’s social media presence to be defined by negative comments? 

• Have default replies available 

• Pre approved by compliance, marketing, sales or other internal teams 

• Make sure others are equipped internally to answer pressing questions 

• Respond positively – do not be aggressive in a reply 

• Do not get into a shouting match, unless you want to be featured on TechCrunch 

• Any requests for detailed information should be deferred to private message, email or phone support 
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Looking Ahead – Google + 

• Google’s latest attempt at social networking 

• Initial stats are very positive 

• 1 billion “shares” a day 

• Twitter is at 300 billion requests a day 

• Initial audience is mainly male 

• How are customers expecting to receive information on G+ 

• To be determined 

• Content is posted in a Twitter like format, but with the same functionality as Facebook 

• How are businesses supposed to use G+ 

• Business profiles coming soon 

• +1 button on a website 

• Technical info: http://code.google.com/apis/analytics/docs/tracking/gaTrackingSocial.html  

• Integrate new content strategies 

• Post existing content – wait and see impact on audience / website traffic 

• Jason Calacanis, a well known tech entrepreneur, says G+ is the leading referral source of traffic for his projects 
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Thanks! 

Stay in touch via email, Linkedin or Twitter 

 

http://www.linkedin.com/in/bencathers 

http://www.twitter.com/bencathers/ 

bcathers@lightspeed.com  
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