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SOCIAL MEDIA AND BRAND PERFORMANCE
If a tree falls in a forest and no one is around to hear it, does it make a sound? 

What about a solitary tweet, fired away in the dead of night? A disgruntled fan 
voices his vexation that his favorite album was out of stock, yet again. “Argh,” 
he grumbled, followed by a slew of emojis that both underscore his love for his 
beloved artist and angst for the store that just couldn’t keep up with demand. 

And while deforestation is outside the scope of this report, the analogy still stands: 
consumer opinions, even the singular one from the curmudgeon Twitter user, 
matter. Consumers are ever vigilant and always ready to extol strong service and 
promote their favorite retail products, as well as vent their frustration on social. 
And the world is listening.

No matter your brand, no matter your business, global technology is bringing 
everyday consumer dynamics right into the hands of business leaders. A never-
ending stream of social information reveals how consumers feel about their 
brands, lives, interests, and everything in between. CEOs and CMOs must 
navigate emerging trends, reputation challenges, brand reviews, and consumer 
connectivity—all at the speed of social.

That’s what this report seeks to accomplish: learn how to straddle the world of 
social listening and retail business imperative. Your consumers are out there, 
pouring emotion into social. What motivates your audience to click and purchase? 
The key is to tie social media to sales – understand your fans wants, dislikes, 
and desires to better cater to their needs and ideally convert retail aspirations 
expressed on social to monetary ROI. 

SCOPE OF THE REPORT
Madonna was right: we are living in a material world. And a turn to social media can 
help elucidate what’s going on in retail world. The conversations are ongoing, but 
are you listening? And if not, what kinds of opportunities are you missing out on?

What drives a consumer to love Tiffany’s and Co. over Zale’s? Purchase decisions 
no longer rest on brand narratives; instead, homespun consumer narratives in the 
form of consumer emotion, experience, and opinion are liberally poured into that 
never ending place called social. As such, the goal of this report will be to translate 
and package these consumer anxieties and passions into actionable industry  
level insights. 

Purchase is no longer predicated on taste: there’s a laundry list of factors that 
influence purchasing behaviors, and one of the goals of this report will be 
to uncover those insights that consumers share on social about their retail 
predilections. It’s important to understand consumers’ interests and passions 
so you can talk to them human to human. And it’s important to know whether 
emotions around your brand, competitors, and industry are positive or negative, 
and how strong those feelings are. Only with this dimensional view can you break 
through the social noise and reach consumers with the authenticity they demand.
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METHODOLOGY
Our analysis of brand performance looked at volume of conversation, awareness 
(as a measure of earned impressions), reach (a measure of owned impressions), 
net sentiment, and brand passion. Given that retail is in and of itself a vast category, 
we opted for a selection of specific stores across multiple retail categories rather 
than an exhaustive list, allowing for retail industry comparisons focusing on July 28, 
2015 through July 27, 2016. Indexing and social ranking is an average measure of 
actual position for each metric, with the largest, most positive, or most passionate 
brands ranking first. The analysis was English only but country agnostic. Given the 
origin of retail stores discussed, however, the majority of conversation 
occurred in the USA. The following report examines top trends and 
overall performance of selected retail stores as discussed across social 
channels. Our analysis focused on an assortment of top retail brands, 
represented by 60 brands across the following categories:

■ Pharmacy and convenience stores
■ Discount 
■ Big Box 
■ eCommerce
■ Clothing
■ Luxury 
■ Shoes
■ Athletic
■ Department Store
■ Grocery
■ Office Supply
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SUMMARY METRICS

Aggregated Key Metrics Used in Report

Mentions
434 MM 

Reach // Awareness
1 trillion reach//3 trillion awareness

Net Sentiment
58%

Passion Intensity 
69%

SEGMENTATION OF ANALYZED PRODUCTS BY MENTION VOLUME

Other* [1%]

Pharmacy/Convenience [2%]

Shoes[2%]

Office Supply [2%]

Grocery [3%]

eCommerce[4%]

Athletic [12%]

Big Box [35%]

Department Store [39%]

*Other includes Luxury, Clothing and Discount
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Luxury Retail 80%

Net Sentiment
Not every post on social media is dripping with passion, but every post is arguably 
inspired by emotion on some level. Every social post falls into one of two categories: 
users sharing their own feelings, or inspiring others to feel something. The range of 
emotions represented on social runs the gamut—with some being stronger than others, 
naturally. Strong emotions on the positive side are great—especially if any of that 
sentiment is directed toward your brand.

NET SENTIMENT AND PASSION INTENSITY:

Athletic 57%

Shoes 57%

Grocery 55%

Clothing 51%

Pharmacy/Convenience 50%

Department Store 48%

Big Box 44%

Office Supply 44%

eCommerce 75%

Discount 68%

Athletic [12%]
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Big Box 85%

Passion Intensity

Pharmacy/Convenience 82%

eCommerce 74%

Clothing 73%

Luxury Retail 72%

Shoes 66%

Athletic 66%

Department Store 65%

Grocery 59%

Office Supply 59%

Discount 82%

Using NetBase, we are able to go beyond emotion to understand the intensity of  
language within each post. How passionate are social media users towards the retail 
industry and how it is tied to successful brand performance? We broke down millions of 
consumer conversations by store aisle to see how positive and passionate customers 
are about each attribute.
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Brand Passion Index: 

Net Sentiment and Passion Intensity tell a compelling story when looked at together, 
so we’ve delivered a metric that indexes overall favorability. Think about it this way, 
if a brand has a low Net Sentiment, but a very high Passion Intensity, this tells us a 
brand is hated, which should be given a lower score than a brand with the same 
Passion, but a high Net Sentiment score.

Luxury Retail 61%

Shoes 45%

Pharmacy/Convenience 45%

Athletic 44%

Big Box 44%

Clothing 42%

Department Store 37%

Grocery 36%

Office Supply 30%

Discount 60%

eCommerce 59%

Interpreting BPI Scores

■ 57–100 Love
■ 45–56 Like
■ 25–44 Dislike  
■ 1–24 Hate     
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Amazon eCommerce 1 4 1 28 1

Nike Athletic 3 9 3 20 2

Best Buy Big Box 6 18 5 6 2

Louis Vuitton Luxury Retail 9 17 9 4 4

Chanel Luxury Retail 5 21 6 12 5

Burberry Luxury Retail 15 14 12 5 6

Target Big Box 2 8 2 41 7

Neiman Marcus Department Store 20 2 23 11 8

Nordstrom Department Store 16 1 10 30 9

Whole Foods Grocery 14 3 8 36 10

Kohl’s Department Store 8 15 7 34 11

Walmart Big Box 4 6 4 51 12

Hot Topic Clothing 7 19 13 27 13

Tiffany and Co. Luxury Retail 24 24 29 1 14

Lululemon Athletic 29 5 30 14 14

Prada Luxury Retail 12 39 20 9 16

CVS
Pharmacy/ 

Convenience
10 23 15 35 17

Walgreens
Pharmacy/ 

Convenience
18 16 14 40 18

Staples Office Supply 22 12 16 42 19

Coach Luxury Retail 17 43 17 17 20

Saks Department Store 36 7 36 15 20

REI Athletic 28 11 35 24 22

The North Face Clothing 30 34 24 13 23

Zappos eCommerce 38 30 32 2 24

A
is

le

To
pi

c

M
en

tio
ns

 R
an

k

R
ea

ch
 R

an
k

A
w

ar
en

es
s 

 
R

an
k

B
ra

nd
 P

as
si

on
 

In
de

x 
R

an
k

S
oc

ia
l R

an
k

RANKING OF RETAIL BRANDS

Glossary of terms
Volume—overall volume of conversation.
Reach—Impressions from original tweets posted by a brand, such as @Starburst, and any replies to or 

retweets of the brand. This is a measure of “owned” impressions.
Awareness—Impressions from all tweets that mention a brand, excluding those that are classified as 

owned tweets. This is a measure of “earned” impressions.
Owned Impressions—Impressions originating from posts submitted by the brand itself. See “Reach.”
Earned Impressions—Impressions including mentions of a brand that originate from other sources than  

the brand organization itself.
Brand Passion Index (BPI)—weighted average of Passion Intensity and Net Sentiment to represent  

overall favorability.
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Oakley Athletic 25 29 22 31 25

Footlocker Shoes 26 10 31 48 26

ZARA Clothing 13 40 19 44 27

Kroger Grocery 21 25 26 46 28

Publix Grocery 27 20 41 32 29

Sears Department Store 23 27 18 55 30

Banana Republic Clothing 39 32 27 26 31

QVC eCommerce 32 28 37 29 32

Urban Outfitters Clothing 19 22 33 59 33

Sam’s Club Grocery 33 36 25 43 34

Costco Grocery 11 58 11 58 35

Macy’s Department Store 35 35 21 52 36

Lord & Taylor Department Store 47 13 47 37 37

Rite Aid
Pharmacy/ 

Convenience
37 46 40 22 38

Food Lion Grocery 44 44 52 7 39

Charlotte Russe Clothing 43 41 54 18 40

Trader Joes Grocery 31 60 28 39 41

Wegmans Grocery 49 31 49 33 42

Bloomingdales Department Store 45 26 43 50 43

Office Depot Office Supply 40 37 38 49 43

L.L. Bean eCommerce 54 45 55 10 43

Aldo Shoes 58 48 56 3 46

Safeway Grocery 34 33 42 60 47

Dollar Tree Discount 48 51 48 23 48

Note: Some awareness and reach scores are due to an inactivity and/or lack of social presence 
by the brand itself. Consumers are more involved when a brand has an active and engaging 
social strategy. It should come as no surprise, then, that a consumer might not be as motivated 
to post about a product experience when said brand has been inactive for several years!
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JC Penny Department Store 46 38 34 54 49

DSW Shoes 51 50 51 21 50

New York & Co. Clothing 57 42 58 24 51

Zales Luxury Retail 53 52 57 19 51

Ross Dress for Less Discount 56 59 59 8 53

Bonobos eCommerce 59 55 53 16 54

Meijer’s Grocery 42 49 45 47 54

Sports Authority Athletic 50 47 39 56 56

Dillards Department Store 55 53 50 38 57

Express Clothing 52 56 44 45 58

Kate Spade Luxury Retail 41 57 46 57 59

Payless Shoes 60 54 60 53 60
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Department Store 1,480,915 61.3 10.8 37

Big Box 33,729,028 27.6 254.6 44

Athletic 11,055,355 19.6 72.3 44

eCommerce 37,480,433 11.3 296.3 59

Grocery 1,486,038 10.2 7.4 36

Office Supply 1,202,953 9.3 8.9 30

Shoes 448,307 6.2 1.7 45

Pharmacy/ 
Convenience

2,703,315 3.6 10.5 45

Luxury Retail 4,223,327 2.7 16.0 61

Clothing 1,736,834 1.2 6.2 42

Discount 223,445 0.0 0.85 60

Average metrics by category. 
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eCommerce  
Holds the largest share of voice overall, primarily driven by the success of Amazon. 
However, Amazon falls short of Zappos in our Brand Passion Index Rank, suggesting 
that smaller, niche brands can have a more engaged and passionate audience than a 
bigger brand. You’ll read more about how Amazon measures up against its competitors 
later on in the report.

Luxury 
Louis Vuitton leads in luxury conversation, edging out Chanel by one spot. Tiffany’s and 
Co. was the most passionately and positively discussed brand according to our Brand 
Passion Index Rank, which just goes to show that conversation about an aspirational 
purchase contributes to positive brand image and reputation.

■ Burberry performed well in net sentiment in the categories of store feedback and  
    selection. We will later see what conversation trends surface around the   
    ingredients for this category. 

Department Stores
Overall, Kohl’s, Nordstrom, Neiman Marcus, and Sears are the most discussed department 
store brands on social, representing 83% of the share of voice. With strong awareness, 
reach, mention volume, brand passion, and net sentiment, Kohls was the clear winner 
of the department store category. Contributing to brand success were conversations on 
strong customer service as well as customer loyalty.

Pharmacy/Convenience
Why are people so passionate about Pharmacy and Convenience retailers? Taking a look 
at CVS, Net Sentiment with strong language had a significant increase during the winter 
months. Could cold sufferers be taking their ailments out on pharmacy retailers? Probably. 
As people are irritated with their cold symptoms, they are even more irritated with their 
customer service experiences. Unfortunately, Pharmacies are one of the only retailers 
that have to deal with this seasonality in a negative manner.  

EXECUTIVE SUMMARY

Strong Negative Sentiment Drivers
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Discount
Discount retailers almost make it to the most loved retailer category, as there’s no doubt 
that people love deals. However, Social Rank remains low for these brands, because they 
don’t have the reach or awareness to compete with other retailers outside of their category. 
In fact, this category doesn’t lend itself to billions of impressions like other retailers; 
discount retailers have an average reach of 9 million and awareness of 849 million.

Average Reach and Awareness for retailer categories

Big Box
Big Box retailers find themselves at the top of the list in terms of reach and awareness, but 
falling short where Brand Passion is concerned; the opposite problem of our Discount retailers. 
The only exception in this category is Best Buy, which places second in Social Ranking. So what 
is it that sets Best Buy apart from its peers? For starters, Best Buy is a retailer that focuses on 
technology products. In other words, whether you are making a purchase at the store or online, 
there’s no concern that the product you are purchasing is going to make you look fat. And 
because Best Buy has a niche, it can market to a more targeted demographic of, for example, 
“TV Ninjas,” “Incurable Thinkers,” and “Music Fanatics.”

Index of Best Buy fans Twitter Bio Terms, 
as compared to Walmart
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The index analysis allows a 
user to view data in a couple of  
different ways:

• See how often Top Terms occur 
in your Main Topic in a list format

• Compare the percent share of 
top terms across your Main Topic 
vs. Comparison Topic to help you 
visualize what terms are over or 
under-indexing.
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Clothing
Clothing retailers sit in the middle of the spectrum for most metric rankings. Taking a look 
at important brand attributes for retailers, online experience, customer service, sales, and 
selection consist of 12% of all conversations for this category, enough share of voice SOV 
for a bad review to affect Social Ranking. While the smallest SOV of all four conversation 
topics, poor customer service is a good inclination the Clothing category falls into the 
“Dislike” range for Brand Passion.

Clothing retailers share of voice by conversation topic.

Hot Topic

The North Face

ZARA

Banana Republic

Urban Outfitters

Charlotte Russe

New York and Company

Express
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As the the brand with the highest awareness and volume of mentions, it should come as no 
surprise that Amazon outshines the rest in this year’s Retail Report. And while Amazon may 
not elicit the same devotion and passion as, say, Tiffany and Co. does in the Brand Passion 
Index Rank, the brand is clearly doing something right.

Apparently, America still reads! Or at the very least, Amazon 
fans are interested in literature, sharing stories about 
books they have purchased, and thanking others for book 
suggestions. The majority of book conversation revolved 
around purchase intent—Amazon shoppers were thanking 
others for ideas and talking about what they loved the most 
about the brand. While many consumers did discuss recent 
purchases (complete with accolades and the occasional 
disgruntled voice), much of the overall conversation centered 
on investigative searches. 

It might not come as a surprise that Tumblr 
and Twitter are the top performing channels 
for Amazon by volume. 

eCommerce overall summary metrics.

Amazon top terms by sentiment.

Amazon top domains by mention.

INSIGHTS: ECOMMERCE
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INSIGHTS: ECOMMERCE, CONT’D

eCommerce share of voice 
by conversation topic. 

eCommerce Net Sentiment 
by conversation topic.

When your only opportunity for a sale is through eCommerce, it’s important to have a positive 
Net Sentiment score in that category. And while Bonobos may be on the lower rung of the 
overall rank, its commitment to strong online experience is appreciated by fans, as shown by 
the positive net sentiment score.
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It’s hard to compete with the big guns, but as Lululemon demonstrates, maybe you don’t have 
to. Nike owns the share of voice conversation, representing 92% of all mentions, dwarfing 
Lululemon’s 2%. Still, when Net Sentiment and Passion Intensity are examined, Lululemon 
holds its own. Fans are nearly as positive about the brand and are even more passionate 
about it than Nike shoppers. I’d call that a big win!

Brands like Nike have lots of people talking. Whether sponsored or organically-acquired 
influencers, these conversations drive brand awareness. 

Influencer engagement is a great strategy to drive more awareness to your brand, and you 
don’t have to be Nike to do it. Social listening can help unearth those individuals who both 
have brand passion and/or product awareness, and successful leveraging of these individuals 
can boost your brand’s awareness and catapult you higher in the ranks of social. 

INSIGHTS: ATHLETIC

Athletic overall summary metrics.

Top athletes associated with Nike. Michael J. Fox video with Nike popular on social.
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The hashtags above show the power of hashtag campaigns in user generated content. Brands 
can encourage their fans to share their own story around a product. This could be in the form 
of a “throwback Thursday” or #TBT, where users post a memory as cued by the hashtag. 
Whatever the hashtag is, consumer generated content adds more of a genuine touch to your 
brand’s overarching narrative, ideally furthering your brand’s mission to forge a meaningful 
and individualized connection to your audience. Social really can be tied to ROI.

INSIGHTS: ATHLETIC, CONT’D

Nike Instagram and YouTube Top Hashtags from 6/5/2016–8/4/2016 
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Diamonds are girl’s best friend, or so Marilyn Monroe tells us. And social seems to agree! While they 
lack the might of big box brands, luxury retail is still beloved by consumers, boasting the highest 
overall Net Sentiment of all categories. And as you can see below, Tiffany’s and Co. in particular 
shined the brightest, ranking in the top spot in our Brand Passion Index Rank.

So, what is catapulting luxury brands like Tiffany’s and Co. to such great heights? A look at 
Brand Passion and net sentiment with some of the top twenty might help add more context to 
what motivates consumers to share their luxury love on social. 

It doesn’t really get much more lovely-dovey than this. Luxury, it seems, might be the gold standard 
for brand love and passion. While Chanel commands almost 48% of the overall luxury conversation, all 
brand success across the board is largely driven by strong Net Sentiment and Passion Intensity scores. 

And though love might be in the air, consumers are still vetting their favorite brands. Chanel, Prada, and 
Burberry fans are not just interested in bags or particular product lines—they are also interested in the 
“authentic” products, as evidenced by the word clouds below. While much of authenticity conversation 
is driven by second hand sales, it doesn’t change that fans are interested in the real deal. 

INSIGHTS: LUXURY GOODS

Overview of Tiffany and Co. Metrics

Topics: Luxury overall summary metrics.

Sound Bites from  
Tiffany’s and Co. Conversation
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INSIGHTS: LUXURY GOODS, CONT’D

Luxury share of voice by conversation topic.

Twitter Net Sentiment by conversation topic.

Attribute Sentiment Drivers for Chanel, Prada and Burberry.

Chanel, Louis Vuitton, Prada, and Burberry are generally equally positioned when their share 
of voice is examined by category. Chanel has a slightly higher volume of conversations about 
product selection. However, when examined from a Net Sentiment perspective, Burberry 
takes the lead with high scores in store feedback and overall selection.

Lo
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Kohls, Nordstom, Neiman Marcus, and Sears are the most discussed brands on social, representing 83% of 
the share of voice. A deeper dive shows us what our some of our higher end department store shoppers 
care the most about.  

INSIGHTS: DEPARTMENT STORES

Department store overall summary metrics. 

Department store share of voice by category.

The Neiman Marcus shopper cares the most about selection, as that represents a significant chunk of online 
conversation. Kohl’s, Bloomingdales, and Nordstrom shoppers, however, are more attuned to sales and 
discount conversation. Arguably, these stores target different audiences and cater to different price points 
and aesthetics. Still, what works well for one brand can easily convert to a success for another. 

Bloomingdale shoppers provide lots of positive store feedback on fitting rooms and lighting. Individual stores 
could coast on this positive energy by launching hashtag campaigns to encourage more consumer love. For 
example, what are consumers trying on? Yay or nay? Share your Bloomingdale’s style with the world to see 
and comment on. 

Bloomingdale’s

Neiman Marcus

Nordstrom

Kohl’s
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INSIGHTS: DEPARTMENT STORES, CONT’D

Comparison of Net Sentiment for full line stores to outlet stores.

Mentions and Net Sentiment in customer loyalty.

Sentiment for outlet stores tend to be higher than department store Net Sentiment.

Top terms for Neiman Marcus, Saks Fifth Avenue, and Nordstrom.

Not only do Kohl’s and Nordstrom, the highest ranked stores in our department store analysis, 
have the highest sentiment in customer service, shoppers love to talk about it on social. 
Both brands can boast of more mentions of customer service than any other store. Fans also 
extol the brand’s great digital services and best return policy. Nordstrom love is really felt by 
all: employees also love working at Nordstrom and discuss wearing their favorite clothing 
purchased from the store on social. Way to go! 

Share of Voice by Conversation from Last Quarter
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The convenience and pharmacy store space is dominated by a neck and neck competition between big 
players CVS and Walgreens; CVS owns overall mentions, representing 58% of the share of voice. And while 
Walgreens may not boast of the same command over pharmacy and convenience store conversation, the 
brand still achieves a high Net Sentiment and awareness (in Potential Impressions). Rite Aid represents the 
smallest of the three analyzed stores but the minimal conversation outshines both CVS and Walgreens in 
Net Sentiment. It just goes to show that size does not necessarily matter nor contribute to overall brand 
success. Not all conversation is good conversation, and the key to success is to engage with your consumer 
to make sure they are satisfied and advocating for your product and brand image on social. 

Pharmacy and convenience store conversation focuses on sales and discounts, with Rite Aid slightly 
edging out its competitors with the proportion of sale conversation. CVS consumers, however, provide 
more store feedback on social than Walgreen and Rite Aid shoppers.

INSIGHTS: PHARMACY AND  
                    CONVENIENCE STORES

Pharmacy and convenience store overall summary metrics.

Pharmacy and convenience store share of voice by conversation topic.
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A deeper look showcases how Rite Aid out performs CVS and Walgreens across five categories.  
Though CVS fans chat more about store feedback, Rite Aid fans are more positive. 

INSIGHTS: PHARMACY AND  
                    CONVENIENCE STORES, CONT’D

Pharmacy and convenience store Net Sentiment by conversation topic.

Pharmacy and convenience store mentions by loyalty.
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NetBase is the social analytics platform that global 
companies use to run brands, build businesses, and 
connect with consumers every second. Its platform 
processes millions of social media posts daily for 
actionable business insights for marketing, research, 
customer service, sales, PR and product innovation. 

NetBase is recognized by analysts and customers as the 
leader in Social Analytics. NetBase was rated a category 
leader by Forrester in the “Forrester Wave: Enterprise 
Social Listening Platforms, Q1 2016” report.  NetBase 
was also named a top rated social media management 
platform by software users on TrustRadius and a market 
leader by G2 Crowd.

Trusted by the World’s Top Brands

@NetBase

NetBase Solutions, Inc

NetBase

NETBASE HEADQUARTERS

3960 Freedom Circle, Suite 201

Santa Clara, CA 95054

P: 855-762-6764

E: info@netbase.com

www.netbase.com

https://www.linkedin.com/company/netbase-solutions-inc-
https://www.facebook.com/NetBaseInc/

