
 

 

 

3 Reasons Why Social Listening Isn’t Enough  

Simply “listening” to consumers’ social comments isn’t enough to give brands the competitive advantage 

they need to fuel growth.  Of course, we can all agree that listening to consumers is important.  Brands 

have been gauging consumer needs and hopes for decades via focus groups and surveys. With the growth 

of social media and online blogs, brands have even more access to the minds of their consumers.  But 

traditional social listening isn’t enough—it only takes you so far.  

 

 

 

 

3 Reasons Why “Social Listening” Without Review Sites Isn’t Enough: 

1. Social comments are not tied to verified purchases.   

Anyone can leave a comment on a Facebook post or hashtag a Tweet, but there’s no way to gauge if the 

comment was made by a verified user who has purchased and/or used the product.  While there is value in 

understanding the sentiment of anyone who is posting such a comment, not all comments are created 

equal.  A comment from someone who is not a buyer in your category is less relevant than one who is. 

For example, a comment about coffee beans from someone who isn’t a coffee drinker is less valuable than 

a comment by a coffee lover.  What’s great is that eCommerce review sites—Amazon, Walmart, Target, 

etc.—are able to label verified purchasers, thereby offering assurance that the reviewer used the product.  

 



 

 

2. To fully understand your consumers’ experience or needs, the context of star rating behind a set 

of reviews at scale is important.  

With traditional Social Listening, you can understand prevalence of a topic, i.e. the amount of mentions a 

particular topic has in comments, but understanding the context and sentiment is more challenging.  The 

primary way to gather the necessary context around a word, theme or topic is to read through the 

consumer verbatims, or qualitatives.  Quals are important, but reading through them is a labor-intensive 

process  and difficult to scale.  If you want to understand the context at scale then a review’s star rating is 

a good place to start. To stick with our coffee example: if the word bitter shows up 100 times in a set of 

social comments, we can surmise that the coffee is bitter, but we’d have to read through each of those 100 

comments to understand if this is a good or bad attribute. However, that good or bad distinction is built 

into reviews that allow for a typical rating of 1 through 5.  That range allows for a quantifiable  driver 

number that enables context in a measurable, secure way.   

 

 

 

3. Social Listening by itself without reviews does not have an apples-to-apples competitive context.  

One of the shortcomings of only relying on social sites to “listen” is that unlike review sites, social sites 

do not have an apples-to-apples competitive set.  With reviews, all of a competitor’s reviews are public 

information, which means the pain points and delights articulated within those reviews is also there.  This 

makes it easier to compare ‘like’ products e.g. one variant of a brand vs another, and provides a 

benchmark on which to compare things like drivers and emotional resonance -  not just over all time, but 

also longitudinally or for any given moment e.g. pre/during COVID. 

 

Reviews combined with custom natural language processing and emotional resonance elevate Social 

Listening by making it more scientific and actionable.  By tying the prevalence of specific words or 

certain emotions to the context of star rating and a competitive benchmark, you can make clear choices on 

communication, understand competitive and brand strategic vulnerabilities, and drive the right 

actions/interventions to fuel your brand’s growth.  The review data is all under your nose for your brand 

& your competitor.  It’s your largest consumer data set waiting to be mined. 
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