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Today’s consumer is only one tweet, Facebook post or Insta story away from telling the world 
how their experience was with a brand and using their opinion to influence the purchasing 
decisions of others. This opinion rich data represents a unique opportunity for brands to leverage 
customer experience insights in near real-time to capitalize on consumers wants, needs, desires 
and frustrations. These insights, a true crowd-sourced focus group at your fingertips, offer 
businesses unique opportunities for improvement, product innovation, and the chance to engage, 
interact and learn from customers in ways they never had before. 

Why does customer experience matter? Why does engagement matter? Why should a company 
listen to how consumers feel about their brands? Quite simply, consumers have choices. 
Consider how many bad product reviews a person has to read before they exit the product page 
before looking for an alternative with good reviews. If the reviews are highly positive, consider 
how much faster a purchase is made. The digital landscape has only given buyers more choices 
than ever- and their pocket books support their emotional connection to a brand. People feel 
good about supporting brands they connect with and share this sentiment with their circle of 
influence. Social data is the new word of mouth marketing—the opportunity for a brand lies in the 
ability to learn from this data. 

While social data represents the voice of the consumer, the news media narrative shapes the 
perception of your brand. Understanding whether the media’s perception of your brand is 
accurate is the first step in understanding public perception. 

This report seeks to uncover what can be gleaned from this data—what makes people love brands 
versus liking them? What turns them off? How does the news media portray your brand to the 
public? What lessons can be learned looking retrospectively at a years’ worth of social and news 
data to understand emerging trends in the ever-changing landscape of retail; with each retail 
category having its own unique set of challenges competing in a dynamic digital landscape.

PREFACE

SCOPE OF THE REPORT
Unlike the Mad Men era of advertisers and brands creating ads to target their consumers, the 
consumer is the new author of today’s brand story with shoppable Instagram stories, YouTube 
vloggers linking to their favorite products and Reddit users going deep into the attributes of 
what they love or hate about a brand or product.

We’ll also take a dive into what news stories are dominating the headlines to see what narratives 
come through in news versus social, and vice versa to get a holistic understanding of these 
brands including the voice of the consumer in social and the voice of journalists and editorial 
content in news to see how the topics differ based on the channel. This market intelligence 
helps brands understand the pull through in social from news to inform their messaging strategy 
and tone, giving readers a better understanding of the entire media market starting with top 
tier news sources like Forbes and down to the consumer opinion sharing insight on their social 
network of choice.
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EXECUTIVE SUMMARY: 

This report is going to dive into the moments that drive consumers to interact with a brand. 
What makes some brands loved versus liked? What causes people to talk passionately about some 
brands and not others? What attributes fueled their shopping experience? What kind of moments 
or experiences garnered intense feelings, whether positive or negative, towards a brand? 

The NetBase Quid Market Intelligence platform makes it very easy to look granularly at a brand 
and their competitors across a broad spectrum of categories to quickly identify trends and 
identify key performance indicators, adding a layer of understanding that goes deeper than just 
sentiment. This enables the data to quickly tell us where some brands are knocking it out of the 
park in relation to KPIs like customer service, price, quality, trust and value, where others show 
clear room for improvement—all intelligence brands can use to their advantage.

ATHLETIC: While Nike, Adidas and Converse snag the largest share of voice across the Athletic 
retail category, Asics wins in sentiment as runners love their sneakers, while they gain exposure 
and street cred with their influencer and designer collaborations.

BIG BOX: Target and Walmart have the highest share of voice in this category, but Tractor Supply 
rises to the top with its high net sentiment, happy customers, and a bespoke shopping experience 
where you can bring your dog with you.

CLOTHING: Zara, Victoria’s Secret and H&M get the most mentions in this category, but 
Patagonia has the highest net sentiment and passion intensity, with the conversation shared 
among product and climate change discussion.

DEPARTMENT STORES: Marks & Spencer and Nordstrom had the most conversation in the 
category, but Le Bon Marché gets the highest sentiment, as a Paris shopping destination and 
beacon for fashion influence.

ECOMMERCE: While Rakuten, Amazon and Etsy are the behemoths occupying the conversation, 
Magnolia Market is highest in sentiment as it’s eCommerce presence benefits in the excitement 
of their brick and mortar location, which is a growing destination and source of tourism for the 
city of Waco, Texas.

GROCERY: Kroger, Trader Joe’s and Whole foods have the largest share of voice, but Publix has 
the highest net sentiment, as consumers express love for their subs, fried chicken and cakes and 
in the news the narrative is around how Publix is awarded Forbes’ best places to work award for 
the 21st year in a row.

LUXURY: Gucci and Chanel get the most mentions but Dior has the highest net sentiment, with 
consumers expressing love for their makeup and behind the scenes fashion show glimpses, and 
The Dior exhibition breaks a record for the most attended event in Museum history at London’s 
V&A Museum.
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TOP 5 AT A GLANCE:

Amazon comes in at #1 on this year’s list, with their most popular post on social from Lady Gaga, 
who announced her eyeshadow launch available on Amazon and Haus Labs, giving Amazon over 
1.2M impressions with this post.

Amazon eCommerce 1 26,223,358 22,882,053 1,738,007,370,163 75% 53,667,840

Louis Vuitton Luxury 2 4,528,073 4,275,493 386,247,774,545 81% 132,769,856

Etsy eCommerce 3 32,474,111 30,205,824 163,689,823,754 76% 28,002,101

H&M Clothing 4 10,458,220 10,209,840 156,757,676,733 76% 99,146,173

Chanel Luxury 5 10,955,667 10,387,954 125,447,343,975 70% 192,548,239
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In our news network analysis, the conversation themes 
with the biggest traction are around how to stream all the 
2020 Oscar Nominated Movies, while In Quid News the 
conversations getting the most conversation are around 
the coolest products to buy on Amazon, Prime Video, and 
jobs created by new Amazon Distribution centers. 

In social, books still rule Amazon, as much of the 
conversation is about best sellers and authors.

Figure 1: News Network Analysis

Figure 2: Social 
Network Analysis
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Louis Vuitton makes it to #2 in this year’s report, with their most popular post on social 
announcing their new flagship store, the #LVMidisuji opening in Japan, designed by architect 
JunAiki, getting 1M likes on their post.

The article getting the most engagements includes a mention of Louis Vuitton ribbon cutting 
ceremony in Alvarado, Texas where their products will be made in the US.

LOUIS VUITTON
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In the NetBase Quid news network analysis, much of the 
conversation is around Fashion week, new LV bags, and Virgil 
Abloh’s FW20 Show.

Figure 3: Social Network Analysis
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In social, much of the news is around resale of LV goods, celebrities wearing LV, Fashion Week 
News and collaborations.

Etsy benefits as a place to find unique goods as supply doesn’t always keep up with demand in 
mainstream channels like Amazon, while also offering small business owners the opportunity to 
sell their wares, launching them to #3 on this year’s list.

In social, the post with the most engagements involves an Australian “influencer” who says her 
shorts are Vintage, inspiring her next clothing line, when in actuality she bought them from a 
retailer on Etsy, gleaning over 75k likes.

ETSY

Figure 4: Social Network Analysis
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The article getting the most engagements relates to Baby Yoda merchandise, which is also 
evident in Quid News, showing face masks, Baby Yoda Merch and crafting during Quarantining 
as major topics of conversation.

Figure 5: News Network Analysis



11 Social Media Report 2020: Retail Industry

In our analysis social networks prove to be the perfect place for small business owners to market 
their unique offerings. 

Figure 6: Social Network Analysis
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It’s hard to have Kardashians not show up in a report that involves social media, and Kris and 
Kendall make an appearance in this one as Kris Jenner’s post sharing Kendal Jenner’s appearance 
wearing Giambattista Valli Paris collab with H&M gets 538k likes on Instagram.

H&M
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The articles discussing store 
closings, including H&M, get the 
most engagements.

In the news network analysis, much of the social conversation topics center around best clothing 
finds from H&M and their many collaborations.

Figure 7: News Network Analysis
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In our social network analysis, core themes of the conversation are people sharing their outfits 
on their channels and monetizing them on places like “like to know”, in addition to selling them on 
consignment on Poshmark.

CHANEL

Figure 8: Social Network Analysis
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Chanel’s most popular post is with 
Cardi B sharing a photo wearing 
vintage Chanel paired with a Birkin 
bag, getting 3m likes, meanwhile 
in the Attributes and People cloud 
Jennie from K-Pop band Black pink 
gets over 33k mentions. 

One of the news posts with most engagement is related 
to famous people who passed away this year, including 
Karl Lagerfeld, one of Chanel’s most famous designers. 
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The news conversation trends around fall fashion trends, Paris Fashion week, and beauty 
products, while social conversation is around celebrities wearing Chanel, their flap bag, makeup 
and sharing makeup looks.

TOP HASHTAGS ACROSS ALL BRANDS—SOCIAL TOP TERMS ACROSS LEXISNEXIS NEWS

NetBase Quid makes it easy to see which topics are trending for different brands across different data sets.

Figure 9: News Network Analysis

Figure 10: Social Network Analysis
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Twitter Instagram Facebook Blogs & Forums

Amazon 83 91 6 75

Louis Vuitton 82 94 62 59

Etsy 90 94 17 60

H&M 43 89 33 54

Chanel 72 94 70 55

Customer 
Service Price Quality Trust Value

Amazon 61 76 82 58 80

Louis Vuitton 54 47 48 44 61

Etsy 79 37 93 20 -2

H&M 31 58 51 -22 56

Chanel 58 44 75 30 50

Understanding sentiment across various social networks can identify issues and can help inform 
strategy for different social channels.

Looking at sentiment by theme or KPI makes it easy to identify areas where there is risk and room for 
improvement with your brand and competitors. H&M trends negatively for trust, giving indicator there 
may be room for improvement according to consumers.

SENTIMENT BY KPI

SENTIMENT BY SOCIAL NETWORK
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National & 
International Mid Tier News Local News Trade & Research

Amazon 71 78 74 78

Louis Vuitton 68 71 87 63

Etsy 38 52 22 60

H&M 54 63 56 65

Chanel 51 57 42 57

National & 
International Mid Tier News Local News Trade & Research

Amazon 310,589 1,527,695 572,441 511,049

Etsy 25,058 144,452 24,168 108,615

H&M 22,083 81,037 23,300 26,811

Chanel 39,763 125,949 38,772 25,515

Louis Vuitton 33,192 155,840 32,830 61,800

Understanding Sentiment (top) and Share of Voice Across sources can help pin point risk and  
identify opportunities.

Using the Crosstab makes it easy to identify where sentiment is highest across brands and news 
source types.

SENTIMENT ACROSS LEXISNEXIS NEWS TYPES

SHARE OF VOICE BY NEWS SOURCE TYPE
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METHODOLOGY:
Our analysis of brand performance looked at mentions, posts, impressions, sentiment and 
engagements, then given a cumulative social rank. Given that retail is a vast and diverse category, 
we opted for a selection of specific representative global brands across multiple retail categories 
rather than an exhaustive list. This allows for retail industry comparisons focusing on the 365 days 
leading up to September 1, 2020. The analysis was English-language 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 and news sources from LexisNexis. Our analysis focused on 
an assortment of top retail brands, represented by 7 categories across the following 7 “aisles”: 
athletic, big box, clothing, department stores, e-commerce, grocery and luxury. 

SUMMARY METRICS

MENTIONS:
426,970,239

POTENTIAL IMPRESSIONS:
9,714,906,886,435

POSTS:
369,938,234

ENGAGEMENTS:
3,070,043,846

Dates: September 1, 2019–September 1, 2020

Sources: Social Data (Instagram, Facebook, Twitter, forums, consumer and professional review 
sites, online news) + LexisNexis News

[13%] Athletic

[11%] Luxury

[38%] Big Box

[7%] Clothing

[1%] Department
Stores

[27%] eCommerce

[3%] Grocery

CATEGORIES  
BY SHARE OF 

MENTION VOLUME
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[11%] Athletic

[16%] Big Box

[15%] Clothing

[11%] Department
Stores

[16%] eCommerce

[16%] Grocery

CATEGORY SHARE  
OF LIST

[15%] Luxury

Grocery 55

eCommerce 64

Clothing 52

Luxury 68

Big Box 38

Athletic 50

Department Store 48

Luxury, followed by e-commerce lead in sentiment of all the categories. 

Net Sentiment is a score that expresses a ratio of positive to negative sentiment about a brand 
or topic, ranging from +100 to -100. A score of 100 means that all opinions of a brand are 
positive, a score of -100 would mean that all opinions of a brand or topic category are negative. 
One can get a better understanding of sentiment of a brand when comparing to brands in their 
competitive set, for example, industries such as telecom always have lower sentiment than 
brands in the beauty category which trends much higher in sentiment. However, sentiment alone 
doesn’t paint the entire picture about a brand; Passion Intensity can help a better understand 
how passionately people feel about a brand.

AVERAGE NET SENTIMENT PER CATEGORY

NET SENTIMENT:
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RANKING OF RETAIL BRANDS

Amazon eCommerce 1 26,223,358 22,882,053 1,738,007,370,163 75% 53,667,840

Louis Vuitton Luxury 2 4,528,073 4,275,493 386,247,774,545 81% 132,769,856

Etsy eCommerce 3 32,474,111 30,205,824 163,689,823,754 76% 28,002,101

H&M Clothing 4 10,458,220 10,209,840 156,757,676,733 76% 99,146,173

Chanel Luxury 5 10,955,667 10,387,954 125,447,343,975 70% 192,548,239

Adidas Athletic 6 10,695,934 9,903,238 172,482,848,768 63% 259,760,252

Gucci Luxury 7 12,100,453 11,720,735 115,952,921,959 54% 164,085,975

Target Big Box 8 89,631,400 76,432,591 1,363,301,266,597 40% 111,329,867

Prada Luxury 9 6,482,101 6,240,342 110,629,515,639 64% 71,125,445

Nike Athletic 10 27,006,269 24,975,092 316,065,054,094 42% 482,970,368

Burberry Luxury 11 1,824,280 1,697,529 208,162,258,422 82% 70,922,553

Rakuten eCommerce 12 49,323,100 32,706,850 680,276,600,650 63% 2,941,450

TJX Retail Big Box 13 12,593,857 11,488,220 219,051,441,534 48% 50,629,233

ZARA Clothing 14 4,946,189 4,462,042 92,708,071,923 54% 140,242,403

Walmart Big Box 15 28,461,592 25,008,979 880,020,141,075 9% 54,074,832

Converse Athletic 16 6,324,137 6,055,792 47,552,330,691 54% 68,142,632

Puma Athletic 17 3,753,459 3,487,186 59,996,913,926 53% 72,034,496

Victoria’s Secret Clothing 18 3,346,939 2,851,964 329,971,538,206 27% 158,578,671

eBay eCommerce 19 3,344,935 3,110,549 50,068,851,258 77% 5,702,633

IKEA Big Box 20 4,728,636 4,150,149 112,945,567,459 44% 22,714,536

Best Buy Big Box 21 4,061,168 3,418,208 130,393,161,309 54% 3,384,645

Dior Luxury 22 615,382 583,992 48,378,154,987 92% 110,293,913

Cartier Luxury 23 1,819,402 1,739,512 14,080,574,616 88% 21,421,893
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Costco Big Box 24 5,386,003 4,752,299 256,510,268,515 35% 6,278,253

Lowe’s Big Box 25 3,321,225 2,597,638 97,646,460,486 58% 3,442,434

Kohl’s Big Box 26 1,272,219 1,046,854 153,365,483,142 57% 10,709,636

Nordstrom Department 
Store 27 1,196,604 931,845 60,776,039,4114 62% 20,821,631

Rolex Luxury 28 2,416,135 2,163,382 26,903,260,007 52% 29,075,157

REI Athletic 29 1,816,836 1,736,831 39,059,612,862 56% 11,252,802

Walgreens Big Box 30 2,126,449 1,864,183 61,679,934,874 53% 5,731,620

Coach Luxury 31 1,706,196 1,425,883 32,952,663,511 56% 12,871,710

American Eagle Clothing 32 1,517,945 1,262,857 11,132,825,607 68% 33,321,734

Under Armour 
Retail Athletic 33 1,323,376 1,146,027 37,705,491,558 50% 88,178,406

Lululemon Clothing 34 1,272,467 996,544 32,986,893,488 61% 17,497,165

The Home 
Depot Big Box 35 5,400,904 4,293,113 82,212,217,573 8% 5,894,839

Trader Joe’s Grocery 36 2,419,311 2,222,090 32,799,263,068 42% 19,756,661

Marks and 
Spencer Clothing 37 1,652,054 1,537,987 111,813,826,518 44% 7,607,082

Whole Foods Grocery 38 1,243,433 1,090,351 35,350,198,188 51% 22,348,187

Primark Clothing 39 967,285 900,474 39,052,387,878 49% 50,141,398

Tiffany & Co Luxury 40 404,769 346,987 21,216,780,579 80% 25,333,818

Oakley Athletic 41 1,337,102 1,251,836 13,173,759,804 64% 6,293,746

Patagonia Clothing 42 754,373 663,421 14,953,409,401 76% 12,326,263

CVS Big Box 43 3,150,615 2,768,313 58,868,255,860 33% 2,819,037

Hermes Luxury 44 2,246,234 1,908,804 24,529,750,905 22% 18,086,067

Casper eCommerce 45 3,746,814 3,605,410 31,353,051,076 40% 2,294,087

Kroger Grocery 46 2,474,405 2,147,696 57,360,069,758 33% 2,640,445

Footlocker Clothing 47 1,687,608 1,632,486 37,777,189,918 34% 9,191,907

The North Face Clothing 48 740,606 637,192 11,222,448,030 76% 11,151,677
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Reebok Athletic 49 1,170,813 1,030,851 17,839,986,022 47% 24,237,751

QVC eCommerce 50 910,082 798,349 43,777,112,238 45% 9,042,802

Urban 
Outfitters Clothing 51 1,080,959 984,445 24,094,236,931 22% 70,982,311

Forever 21 Clothing 52 251,260 212,349 42,440,519,293 53% 41,454,052

Macy’s Department 
Store 53 442,044 345,896 101,491,625,527 39% 12,349,422

Lidl Grocery 54 1,207,758 1,150,222 23,991,109,463 53% 1,301,052

Asics Athletic 55 464,543 399,376 6,722,730,071 80% 4,179,505

Banana 
Republic Clothing 56 1,347,894 1,108,568 25,511,335,315 34% 2,869,799

Waitrose Grocery 57 978,106 910,840 21,930,634,619 53% 1,884,295

Tesco Grocery 58 502,391 474,419 18,475,153,552 73% 844,483

Tractor Supply Big Box 59 173,210 123,171 100,524,531,866 66% 1,057,805

Pottery Barn Department 
Store 60 266,903 234,743 8,093,003,555 65% 8,989,887

Kate Spade Luxury 61 275,286 183,224 1,699,857,241 84% 5,599,178

Tory Burch Luxury 62 119,842 93,449 7,830,710,479 83% 10,533,477

Bloomingdale’s Department 
Store 63 293,109 266,081 7,465,038,727 72% 2,867,786

Sam’s Club Big Box 64 653,821 578,278 18,590,148,310 47% 1,397,509

Meijer Grocery 65 480,361 409,502 13,321,849,644 62% 792,468

Zappos eCommerce 66 293,360 238,894 27,862,372,462 59% 741,101

Abercrombie & 
Fitch Clothing 67 181,982 128,079 14,372,172,910 53% 14,978,301

Wayfair eCommerce 68 755,063 669,186 34,862,365,903 0% 1,226,116

Zalando eCommerce 69 96,590 70,630 2,668,967,898 76% 6,671,011

JC Penney Department 
Store 70 255,805 170,711 40,522,612,297 22% 3,827,336

Saks  
Fifth Avenue

Department 
Store 71 445,299 397,964 10,682,629,881 40% 5,505,715

Dollar General Big Box 72 919,335 809,657 16,620,935,897 14% 810,748
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Groupon eCommerce 73 502,227 416,441 15,018,223,554 48% 208,897

Warby Parker eCommerce 74 145,353 126,250 2,940,478,994 78% 970,476

Wegmans Grocery 75 412,328 370,995 6,616,129,683 54% 732,652

Safeway Grocery 76 771,111 669,169 13,396,382,678 24% 632,691

Overstock.com eCommerce 77 167,771 137,064 2,622,543,244 79% 639,270

Publix Grocery 78 141,095 128,868 2,605,954,240 85% 266,174

Edeka Grocery 79 241,324 210,385 10,532,127,507 52% 975,306

Charlotte Russe Clothing 80 184,405 138,786 1,387,223,178 76% 631,517

Sprouts 
Farmers Market Grocery 81 56,863 47,600 2,928,355,907 80% 813,102

Dicks Sporting 
Goods Athletic 82 515,956 388,611 11,692,412,861 1% 1,079,306

Neiman Marcus Department 
Store 83 365,640 311,271 12,120,412,858 19% 2,472,128

Yves Saint 
Laurent Luxury 84 155,656 151,673 1,616,273,352 62% 1,257,55

Magnolia 
Market eCommerce 85 11,245 9,533 746,081,671 92% 1,212,280

L.L. Bean eCommerce 86 76,742 67,533 2,423,263,104 71% 1,388,445

Everlane Clothing 87 153,235 114,311 6,590,025,337 37% 4,511,460

Albertson’s Grocery 88 216,381 182,549 5,962,591,755 53% 195,305

Le Bon Marché Department 
Store 89 6,784 4,928 241,564,554 99% 411,570

Rue La La eCommerce 90 8,517 5,395 1,387,550,126 86% 106,788

Zales Jewelers Luxury 91 52,998 42,272 4,078,903,793 49% 423,205

Office Depot Big Box 92 228,785 190,482 7,356,240,462 22% 50,482

Dillards Department 
Store 93 83,069 68,404 3,022,427,732 10% 2,593,007

Columbia 
Sportswear Athletic 94 95,541 65,280 2,472,736,182 43% 530,807

Carrefour Grocery 95 11,573 11,460 139,414,824 57% 40,150

Bonobos eCommerce 96 50,040 42,560 1,347,714,175 36% 415,802
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Galeria Karstadt 
Kaufhof

Department 
Store 97 9,727 8,915 180,927,378 40% 117,075

Intermarche Grocery 98 5,060 4,497 47,001,433 46% 3,569

PetSmart Big Box 99 14,536 13,715 142,860,275 2% 25,608

To receive a detailed report on your brand, please contact NetBase Quid at info@netbasequid.com
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CATEGORY INSIGHTS: ATHLETIC

While Nike dominates mentions with over 50% share of voice, it is Asics that is the clear leader in 
sentiment with a score of 80%, with no other brand coming close to this score. 
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Sentiment Driven word clouds make it easy to understand how 
people feel about any given Brand. 

Digging into the sentiment driven Attributes cloud we see that “Love” is mentioned over 1700 
times, with consumers sharing their love for the brand, and also expressing it’s their “favorite”, 
“best running shoe” and “comfortable” in the emotions cloud. 

Asics’ most popular post on social is with famous photographer Juergen Teller photographing and 
modeling the Gel-Korika campaign.
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In looking at the social data analysis we can see that the most popular post was a funny post 
from HypeBeast about the collab between Bulgarian Designer Kiko Kostadinov and Asics, as 
photographed and modeled by Veteran Photographer Juergen Teller.

 We also see e the majority of conversations of people 
sharing their runs and workouts assisted by their Asics, in 
addition to the feel of the actual shoes for running, but 
we also see Collab conversations starting take off with 
mentions of the Asics X Sean Wotherspoon collaboration, 
the ultimate “Sneakerhead influencer”. 

We see “sneakerhead” as a breakout trending term.

Figure 11: Social Network Analysis. The Social network analysis helps identify top conversation themes 
and which ones have intersecting sub themes in the conversation.
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The article with the most engagements is about brands giving back to frontline workers during 
COVID-19, and in Quid News, 11% of the news is about the Kiko Kostadinov collaboration, showing 
this topic dominating in both news and social.

Figure 12: News Network Analysis
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CATEGORY INSIGHTS: BIG BOX

While Target dominates the category with 55% of the mentions, it is Tractor Supply who has the 
highest sentiment of all 16 retailers with a sentiment score of 66%. 

Part of Tractor Supply’s appeal is being dog friendly, as well as offering a great range of Pet and 
animal supplies.
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The emotions cloud shows “Love” trending as a 
positive emotion, along with “favorite store”, and 
some of the most popular posts show pictures of 
people taking their dogs to Tractor supply as part of 
their shopping experience.

The article getting the most engagements 
mentioning Tractor Supply is around keeping your 
house and pets germ free, showing products 
available at Tractor Supply, a timely article in the  
year of COVID-19. 

Here we see the news is primarily around earning and stock performance, with news around 
the Tractor Supply Foundation giving back to the community to help aid with COVID-19 relief 
breaking through the finance performance narrative.

Figure 13: News Network Analysis
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This shows a predominant theme from forums around determining the sex of your baby 
chicks and ducks you can buy from Tractor Supply. This could be a great opportunity for the 
brand to take initiative and use this as helpful blog content to educate their customers while 
simultaneously strengthening their brand loyalty with them.

Figure 14: Social Network Analysis
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CATEGORY INSIGHTS: CLOTHING

While 3 brands in the clothing category had a tie for highest sentiment at 76%, it is Patagonia 
that has both high sentiment and high passion intensity, meaning people don’t just like their 
brand, people LOVE their brand, with sentiment at 76 and passion intensity at 100%. 
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Looking at the “things” cloud in NetBase, we can see things mentioned around the brand include 
their “jackets”, “vests”, “action” and even “Patagucci” collectively getting 2,500 mentions.

The article getting the most attention 
is around Patagonia joining the 
Facebook boycott, saying “the social 
media giant has failed to take steps to 
stop the spread of hateful likes and 
dangerous propaganda”. 

Their most popular post was regarding climate change, garnering over 110,000 likes and 
generating a heated discussion with over 2.3k comments.
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In our social network theme analysis, climate change dominates the conversation as well, 
garnering a large percentage of the conversation, followed by conversations around their clothes 
and competitive brand The North Face being mentioned. 

The Patagonia beer trademark infringement case gets 
most news narrative alongside Coronavirus response 
conversation, followed by news around their clothing and 
climate change.

Figure 15: Social Network Analysis

Figure 16: News Network Analysis
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The article getting the 
most attention is around 
Patagonia joining the 
Facebook boycott, 
saying “the social media 
giant has failed to take 
steps to stop the spread 
of hateful likes and 
dangerous propaganda”. 

CATEGORY INSIGHTS: DEPARTMENT STORES

Saks Fifth Avenue
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It’s a tough environment to be a department store these days, as we see the number of 
department stores dwindling as a result of the pandemic and changing shopping habits. UK 
based Marks & Spencer has 33% of the category mentions, but it is Paris’ beloved Le Bon Marché 
that gets the highest sentiment with an almost perfect score of 99 sentiment and 99 passion 
intensity! This means without a doubt people love this retailer, known as one of the world’s first 
modern department stores.

In fact, it’s no surprise their sentiment is so high when looking at the emotions cloud in as the 
words “love”, “innovative”, “beautiful” and “enjoyable” and “magical light” are the top 
trending terms.

Christmas is a magical time at Le Bon Marché.

The article getting the most traction is 
on CNN, where Le Bon Marché is in the 
spotlight as CNN highlights the store as a 
must see when visiting Paris in their article 
titled “Worlds Best Cities for People Who 
Love to Shop”.
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In our social network analysis, we see that much of the conversation around Le Bon Marché is 
how it is the top shopping destination when visiting Paris.

Figure 17: Social Network Analysis
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In our news network analysis, we see that Le Bon Marché 
is mentioned most often in association to Fashion 
Trends, followed by stories around the changing face of 
luxury retailers.

Figure 18: News Network Analysis
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There are some major eCommerce players in this report, with Japanese eCommerce behemoth 
Rakuten beating out Amazon and Etsy with 41% share of mentions.

But it is Chip and Joanna Gaine’s new Magnolia market eCommerce and brick and mortar retail 
space that are leading in positive sentiment at 92%. 

CATEGORY INSIGHTS: ECOMMERCE
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The conversation around this brand is all positive as the attributes cloud shows it trends 
specifically for Joanna Gaine’s second cookbook and its’ recipes, exceptional service, breakfast 
and lunch offerings at the restaurant, and cute fall décor.

The most popular post about Magnolia included a sneak peak at the newly redesigned Grist Mill 
where Joanna announced she will be hosting a cooking show in the fall, garnering 371k likes.

The article getting 
the most attention is 
from Joanna Gaines 
announcing her own 
cooking show.
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The Gaine’s new hotel venture in downtown 
Waco is getting the most new narrative, 
following all of their many ventures as part of 
the growing Magnolia Empire.

Figure 19: News Network Analysis
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Tourism as a result of the Gaines is the topic of discussion, as their show, market and other 
ventures have been great for the economy as their shop, restaurant and hotel are now making 
Waco, Texas a destination.

CATEGORY INSIGHTS: GROCERY

Figure 20: Social Network Analysis
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While Kroger and Trader Joe’s both respectively have the largest share of voice in social at 22% 
each, it is Publix who has the highest net Sentiment of all 15 grocery retailers at 85%. 

Looking at the attribute cloud, it is not surprising to see why it’s so high with “Publix subs” 
getting over 4,200 mentions, with many say they are better than Subway subs. While Publix 
Fried Chicken, wings and cakes also trend positively for the Grocer.
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The article getting the most engagements is about companies hiring during COVID-19, with 
Publix hiring thousands to keep up with shopping demand, while also getting significant 
mentions around being named one of Fortune 100’s to work for 21 years in a row.

Figure 21: News Network Analysis
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The large majority of news is editorial 
commentary, including The Miami 
New Times who shares many Publix 
pics and mentions in their article 
“Here are the Ridiculous Things 
Miamians are Wearing as Masks”.

CATEGORY INSIGHTS: LUXURY
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Dior lip products trend positively in the attributes cloud with over 2k collective mentions, while 
their most popular post of the year was a partnered post with Influencer Maddie Ziegler from 
Dancing Mom’s fame, getting over 700k likes on her photo from her 13.7M followers. 

While Gucci has the highest share of voice at 24%, followed by Chanel at 22% and Louis Vuitton 
at 19%, it is Dior who has the highest sentiment of all 15 brands in the luxury category at 92%.
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The article getting the most attention is around how the Dior exhibit at London’s V&A Museum 
(Victoria and Albert Museum) was the most popular exhibition ever at the museum, with over half 
a million people visiting since its inception.

Figure 22: News Network Analysis
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In our news network analysis, the articles shaping the narrative are around Dior’s influence in 
fashion history, Paris Fashion week, Celebrities wearing Dior and Paris Fashion week, along with 
various articles referencing clothing and perfume.

Figure 23: News Network Analysis
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Meanwhile, in our social network analysis the conversation is dominated by makeup, makeup-
tutorials, Fashion week and Dior’s signature red lipstick, the “Rouge Dior Ultra”. 

It’s a fast-changing retail world with increasing pressure from online powerhouses such as 
Amazon, forcing brands to evolve their marketing strategies and evolve to stay relevant, while 
also being agile to adapt to changed shopping behaviors as a result of COVID-19. Partnerships 
seem to be key to for brands to evolve and stay fresh and current whether it means working 
with influencers or partnering with complimentary brands to expose their brands to new 
audiences. In today’s politically heated environment, brands need to be more careful than ever 
not to get wrapped up in this conversation, as consumers use social media and their buying 
power to share their political preferences. While Amazon is the behemoth in the marketplace, 
there represents an opportunity for retailers to excite customers with bespoke goods and 
shopping experiences that differentiate and set themselves apart. The key to brand success 
in this environment is adapting and humanizing your brand with social, letting consumers 
voices be heard and joining the conversation with them, while taking consumer feedback into 
consideration for improvement. Consumers, now more than ever, invest in brands they feel 
connected with, giving brands a unique opportunity to humanize and connect in ways they 
never had before with their customers.

What does the data say about your industry, competitors and company? Is your company leading 
with data driven decisions?

CLOSING THOUGHTS
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