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A Day In the Life of Brands on Twitter

In this report, we delve into the business-critical 
conversations taking place outside the ‘@’.
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During a 24 hour period in January of 2013, how were four large retail brands being talked about 
on Twitter? The findings, which considered over 11,000 individual tweets, demonstrate that brands 
need to proactively manage their reputations on Twitter.

What’s out there in the mentions of your brand online? 
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Customer Service, are you listening?

It’s business-critical that companies reach out to tweets where a customer is clearly dissatisfied. 
This is a moment where you could lose them. 

In October, the Twitter CEO reported that there are now 500m tweets posted every day. With the 
growth of conversations around companies online; 3% is a significant volume. For a company like 
Costco, this represents over 100 visible brand detractors every day. For many these numbers will 
be far in excess of that; with some major brands getting 200,000 mentions a day - representing 
6000 unhappy customers.

Proactively reaching out to these customers on Twitter offers the chance to not only hold onto 
them, but turn them into an advocate.

These four brands saw traffic that would make an individual Twitter user’s head spin. The 
takeaway for brands? Over 37% of tweets were customer service related, with 3% expressing 
clear customer dissatisfaction with the brand in question.
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What customers want
Looking at your customers’ most frequently asked questions is key to understanding what’s 
important to them, their common problems, and how they choose to interact with you on Twitter. 
But our sample of leading American retailers show some common trends in what can be expected 
from consumers online, and what business opportunities lie out there.

Costco Kroger

Safeway Walgreens

Actionable tweets from our brands’ mentions



A Day In the Life of Brands on Twitter

Page 5

The value beyond the ‘@’
 
On average, only 3% of tweets referencing companies carry the “@” symbol that allows Twitter 
users to know that someone has mentioned them. Many companies’ social engagement relies on 
this minority of conversations alone.

Only those companies carrying out sophisticated Proactive Customer Service programs will be 
catching the 97% of conversations surrounding their brand - and the vast majority of business 
opportunities for improved customer experience, customer retention and sales. 

“There is an overwhelming amount of customer service-related Tweets — a 
significant amount sent without an @mention. Brands who can’t effectively 
find and respond to them are putting themselves at risk of major public brand 
damage, and missing a huge opportunity to help customers before they phone - or 
go to a competitor instead.”

- Joshua March, CEO and Co-Founder, Conversocial
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Twitter’s white noise
Opening up your team to the 97% means fighting through the noise to reach those important 
customer conversations.

Mentions of all of our 4 retailers over a 24 hour period
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Lessons to be learned from a day in 
the life of brands on Twitter
• Relying on the ‘@’ isn’t enough if you want to really make a difference through social customer 

service. Most of your customers don’t come to you first.

• Proactive customer service on Twitter is not just nice to have. It’s clear that monitoring 
for conversations requires efficient action to rescue customer relationships and provide a 
differential customer experience. 37% can’t be ignored, and it’s essential to have the right team 
in place to seize these opportunities as they arise.  

• The diversity of these opportunities means that you need to match your social customer service 
program with a diverse team. Opportunities lie out there for sales and customer service, and 
essential information needs to be fed back into marketing and product teams. 

• There’s a goldmine of data available through feedback on products, customer experience 
and service & facilities which can help companies understand and improve their offering. 
Companies spending vast sums on customer feedback programs have a huge supply of data 
already shared by their customers - they just need to find it and tap into it. 

• Trying to wade through the noise and general mentions is the least productive way to find your 
business-critical third. Setting up the right processes to filter and prioritize social conversation 
data is the only way to reach customers’ issues fast. And it’s fast or never on Twitter.



Contact: 
www.conversocial.com

sales@conversocial.com 
@conversocial

Powering Social Customer Service


