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Social Data Intelligence

Connecting Social Data
and Sales Figures




Challenge

A major global retailer had been proactively engaging with customers online with a campaign

aiming to trigger surprise and delight with gifts via Twitter, Pinterest and Instagram. The team
was keen on understanding the performance of this initiative.
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Mentions and positive sentiment peak during competitions
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Solution

Pulsar TRAC enabled us to gather social data to such a granular level that we were able to
correlate social data with individual sales, connecting the dots between social
engagement, loyalty and sales results.
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Discernible upturn in positive sentiment from gift recipients once initiative began
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Impact

We achieved an in-depth understanding of the campaign impact and provided ways to
improve similar activities in the future. The use of both social data and sales figures helped
us deliver in-depth engagement learnings: do's, don'ts, and the type of social profiles to be

targeted.
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Our client’'s account experienced continued increase in followers
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THANK YOU

If you want to find out more about
Pulsar please book a demo by
emailing us at:

iInfo@pulsarplatform.com




