
Three Key Measures
You’re Probably Not Watching

(But Should Be)



Social Sentiment
Social sentiment is capturing the volume and 
the tone – be it positive, negative or neutral – 
of what people are saying about your company 

on Twitter, Facebook, Google+, Glassdoor, LinkedIn 
and other social media sites. Never underestimate the 
importance of such chatter. 

Netflix learned this the hard way in the summer of 2011 
when it raised the prices of its online streaming and 
DVD-by-mail services. “Downright bruising,” is how 
CNET categorized the immediate outpouring of unhappy 
customers. It went on to note, “The company is getting 
battered by irate users taking to social media to vent 
their red-envelope-tinged fury.” Not long after the price 
announcement, the company said it would split into two 
companies, only to reverse this plan when its customer 

base again expressed its anger. The New York Post 
reported that “Netflix investors went postal” regarding the 
company’s moves and that its market capitalization lost 
$10.1 billion, or 65 percent of its value, within 10 weeks of 
the price-change announcement. 

Sometimes watching social sentiment helps protect 
a company. The well-known purveyor of magazine 
subscriptions, Publishers Clearing House, carefully 
monitors customer comments, according to 
Computerworld, because the company’s famous 
sweepstakes attracts scammers who can damage its 
brand. In one month, the company found 73 blog posts that 
mentioned scammers who pretended to be from Publishers 
Clearing House. The article quoted a company executive 
saying, “We look at social sentiment very aggressively, 
because we have a sensitive brand to protect.”
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Customers’ opinions of a company were, until recently, largely known only to the company. What 
employees and investors thought about an organization was also largely private. And how much 
media coverage a company received versus the competition was difficult to gauge by anyone, 
including the company and its competition. 

As a result, ignoring such data rarely placed a company at a competitive disadvantage. 

Today we all operate in a different world. Customers easily find each other on the Internet 
and attack or praise a company in ways everyone can see. Employees say things publicly, and 
anonymously, about their employers using media unimagined a few years ago. And the amount 
being said about an organization – and the number of media outlets where such public chatter 
takes place – is far more numerous than ever and more difficult to track. 

For this reason, companies must continually listen to the public conversation and respond almost 
instantly. Waiting days, let alone weeks, is today totally ineffective. The well-worded press release, 
the packaged customer or employee survey, the annual report and annual meeting are no longer 
enough. Social networks, blogs and other online outlets have become the communication channel 
of choice for millions around the world. 

Virtually all of your constituencies, including customers, employees, vendors, bankers and 
investors, as well as competitors, now have direct access to essentially everyone else, making it 
more critical than ever to keep tabs on what is said.

Ignore such data and you place yourself at a competitive disadvantage, because if you are not 
monitoring your market, certainly some – or all – of your competitors are.

Your choice: Leverage the new media to your advantage or be knocked around by it. To remain a 
leader, here are three critical measures you may not be watching but should:



No company today can afford to ignore social sentiment, 
nor wait to respond.

According to an analyst quoted in Computerworld, 
“Companies used to believe a 24-to-48-hour response 
time was sufficient, but the clock has been reset.” Now 
when a company doesn’t respond in real time, customers 
think they are being ignored.

And the information gleaned from monitoring social 
sentiment is not just invaluable for damage control; it 
provides actionable information. Social Media Today 
reports, “By evaluating the opinions that have been 
expressed – from the very positive to the very negative 
to every other relevant feeling or statement in-between – 
businesses can identify trends and specific examples that 
can be turned into insight for decision-making.”

To measure social sentiment, you need tools that 
automatically find, read and monitor all relevant sources, 
including blogs, message boards, Twitter tweets, 
Facebook pages and the like. And you should be alerted 
when something new is discovered. Then, the system 
should be capable of sentiment analysis, which tags 
comments or documents as positive, negative or neutral. 
All of this information should be delivered in real time 
from one browser-based view and accessible across any 
device, including mobile platforms such as the iPhone, 
iPad, Blackberry and Android.

Employee Sentiment
Employees are a business’s best or worst 
ambassadors, and what they are thinking 
and saying – their sentiment – is essential 

information for every business. In fact, the toll 
disgruntled employees are taking on their employers is 
getting scary.

In the summer of 2010, an unhappy JetBlue flight attendant 
generated headlines around the world when he berated the 
company and exited an airplane via an emergency chute. A 
JetBlue blog commented, “Perhaps you heard a little story 
about one of our flight attendants? While we can’t discuss 
the details of what is an ongoing investigation, plenty of 
others have already formed opinions on the matter. Like, 
the entire Internet.” The New York Daily News said his 
antics “turned him into a working class hero.” “Hero” is 
probably not how JetBlue would like him referred to.

In the summer of 2011, a disgruntled Whole Foods 
employee in Toronto tattered the grocer’s carefully crafted 
image of being eco- and worker-friendly by claiming in a 
resignation letter (which he sent to many in the company) 
that the company mistreated its workers and disregarded 
rules relating to recycling, among other grievances. The 
Toronto Star reported the letter had been viewed 140,000 
times on one particular website within two or three days of 
being posted. 

And don’t forget the Army private who gave hundreds of 
thousands of confidential State Department cables and 
other documents to WikiLeaks, causing an international 
diplomatic furor that even strained American relations with 
some countries. 

While these are well-known examples of unhappy 
employees, almost every company is subject to employees 
who publicly complain or compliment their employer. A 
recent look at Glassdoor found the following comments 
about various companies:

• “Never know when you will be terminated because they are 

not making their quarterly numbers.”

• “Fun… competent people, exciting, interesting work.”

• “Management has a great need for GREED and many 

families are now paying the price. Very little given back to the 

employees who really make the company run. Benefit and 

compensation packages are the worst in the industry.”

• “Great people, almost everybody is willing to help you out. 

Good compensation. Access to the best technology and 

information.”

• “…is an extremely political environment with lots of intrigue, 

bureaucracy and favoritism.”

Employee sentiment no longer stays on the company 
grapevine or within shouting distance of the water cooler. 
Their comments now go internationally viral at the speed 
rumors used to spread around offices. Employees have 
access to customers and investors in ways unimaginable 
just a few years ago. More than ever, you must make sure 
your employees are all on the same page. Which means 
you must know what’s being said and be able to respond 
almost instantly. 
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To monitor employee sentiment, you need real-time 
insights into a variety of data sources, including turnover 
rates, results from exit interviews and employee surveys, 
and relevant comments on sites like Glassdoor. 

Share of Voice
Share of voice is the number and sentiment 
of conversations about you versus those of 
your competitors.

Think of these conversations as a 24/7 focus group 
that you monitor on an ongoing basis. Instead of using 
a one-way mirror to listen and watch, you use various 
technology tools to do the same thing automatically and 
online. If the members of the focus group talk more about 
your competitors than about you, you need to listen and 
decide how to respond. Over time, business tends to move 
towards those who garner the greatest share of voice. 

The Nielson Company, famous for its Nielson television 
ratings, reported in a blog, “All things being equal, a brand 
whose share of voice (SOV) is greater than its share of 
market (SOM) is more likely to gain market share. Excess 
share of voice (ESOV = SOV – SOM) is an important 
contributor to the level of [a company’s] growth.” 

It goes on to report that on average, a 10-point difference 
between SOV and SOM produces 0.5% extra market 
share. For example, a brand with a market share of 20.5% 
that has an ESOV of 10 points, could expect to grow to a 
21% market share in a year. 

If you are only getting your fair share of what’s being said 
in your marketplace, be prepared to find your market share 
shrinking. And if you hope to boost your market share, be 
sure to implement a program that will boost your SOV.

To measure share of voice, you need access to such 
metrics as the amount of traffic and page views your 
website generates, the number of followers and 
subscribers you have, and the number of content views 
you experience. 

In Conclusion
View the monitoring of social sentiment, employee 
sentiment and share of voice as an early warning system 
akin to the tsunami alert system that rings the Pacific 
Ocean. You need to know early, accurately and completely 

when a tsunami of bad press, angry customers, strong 
competitor performance or disgruntled employees 
is heading your way. Likewise, you can capitalize on 
opportunities when you gather information about positive 
customer feedback, appreciative employees and upbeat 
media coverage.

Wait too long and you risk being inundated, thrown off 
course or otherwise limited in your response. The sooner 
you know, the more effectively you can respond. Do 
not ignore social media nor monitor it using an ad hoc 
strategy. Be thorough in your approach and make it an 
essential part of your public, customer and employee 
relations.

What Now?
Knowing what metrics you need is only half the battle. The 
other half is collecting and analyzing these metrics. Sure, 
dozens of tools are available in the marketplace to collect 
and analyze data. But getting a comprehensive, accurate 
look at your business, its market and its competitors from 
so many sources is practically impossible.

Domo provides an executive management platform that 
brings together the business intelligence data you need to 
know in an easy-to-digest, easy-to-analyze way. Let Domo 
aggregate all the information you need to make effective 
decisions in one place. No more searching. No more asking. 
No more doubt. To learn more, visit www.domo.com, follow 
@domotalk or call 1-800-899-1000. 


