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Overview of the Study

CARMA International compiled more than 3,700 blog posts and other consumer generated discussions about 17 of 
the United States’ largest retailers in three sectors of the industry that appeared in English-language blogs from 
early January through the end of February of this year. 

All 3,700 blog posts were compiled and provided to CARMA by CyberAlert, Inc. (www.cyberalert.com), a 
leading media monitoring company. 

From this compilation of coverage, CARMA analyzed a random sample of 300 posts and other discussions about the 
17 retailers in the wholesale and club store, mass merchandise, and traditional department store sectors of the 
retail industry using CARMA’s industry-leading research and favorability methodology. 

CARMA included in this study the largest chains from each of these retails sectors as determined by number of 
stores nationwide, along with several high-end traditional department stores, such as Saks Fifth Avenue and
Neiman-Marcus. 

As part of this research, CARMA tracked:

• the focus of blog coverage on the retailers; 

• the messages being conveyed by bloggers about the retailers; 

• the frequency that bloggers discussed the current economic environment regarding the retailers; and 

• the favorability of bloggers’ depiction of the retailers.

See slides 26-27 for a more detailed explanation of CARMA’s Methodology.

All findings in this report are based upon this research, with all volume findings having a margin of error of +/ - 5.4 
percent.

http://www.cyberalert.com
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Leading Retailers Included in this Study

Traditional Department Stores

Bloomingdale’s

Bon-Ton

Dillard’s

JC Penney

Kohl’s

Lord and Taylor

Macy’s

Neiman-Marcus

Nordstrom

Saks Fifth Avenue

Mass Merchandisers

Kmart

Sears

Target

Walmart

Wholesale and Club Stores

BJ’s Wholesale Club

Costco

Sam’s Club
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Key Findings

Across the retail industry, wholesale and club stores were the clear winners in the blogosphere. 

The wholesale and club store sector was the only sector of the retail industry analyzed by 
CARMA to receive favorable coverage overall, and it was the only sector to see minimal 
negative attention. Just 9 percent of posts and discussions in the blogosphere about wholesale 
and club stores depicted them unfavorably, compared to 34 percent for traditional department 
stores and 32 percent for mass merchandisers. 

The wholesale and club store sector earned a moderately favorable 56 CARMA Favorability 
Rating overall, giving them a six-point favorability advantage over traditional department 
stores and a seven-point edge over mass merchandisers. Under the CARMA Favorability Rating 
System, a one- or two-point rating difference in an overall favorability rating is significant. Thus, 
rating differences of six- or seven-points are dramatic, and this signifies that the wholesale and 
club stores had a dominant favorability performance in consumer generated media.  
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Overall Performance by Retail Industry Sector:  Blog Post Volume and Favorability

The CARMA Favorability Rating System 
runs on a 0 to 100 scale, with 0 
signifying the most unfavorable 
coverage possible; with 100 signifying 
the most favorable coverage possible; 
and with 50 signifying neutral coverage.

The higher a favorability score is, the 
better it is; while the lower a 
favorability score is, the worse it is.

Under the CARMA Favorability Rating 
System, one- or two-point rating 
differences are significant.

Across all of CARMA’s research, 16.2 
percent of organizations receive 
coverage that averages a 60 rating or 
better. 

69.2 percent of organizations receive 
coverage that averages between 51 and  
59 ratings. 

2.6 percent of organizations receive 
coverage that averages a 50 rating.

12.0 percent of organization receive 
coverage that averages a 49 rating or 
worse.
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Wholesale and Club Stores had a
tremendous favorability edge over
Traditional Deparment Stores, the
next most favorable retail sector.
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Overall Performance by Retail Industry Sector:  Favorability Breakout

Only Wholesale and 
Club Stores saw more 
than half of all their 
CGM reports depicting 
them favorably.

Wholesale and Club 
Stores saw far fewer 
negative posts than did 
Mass Merchandisers 
and Traditional 
Department Stores. 
Less than a tenth of 
CGM reports on 
Wholesale and Club 
Stores were 
unfavorable, compared 
to approximately one-
third of reports for 
Mass Merchandisers 
and Traditional 
Department Stores.




