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 • Customers and others who take the time to opine via social media are self- 
  selected. Companies are well intentioned when they encourage customers to  
  reveal whatever is on their mind - it seems so democratic, and ultimately  
  reflective of the “truth.“ But the self-selection of social media produces a biased  
  truth. This “Voice of the Customer” is comprised only of squeaky wheels - those  
  who for whatever reason are sending comments online. 

 • Unstructured feedback via social media can be misleading. Open-ended  
  comments can be challenging to interpret and prioritize, and issues can take  
  on a life of their own, the cacophony fueled by the squeaky wheels. Companies  
  should take care to listen  and respond to this very vocal minority, but overall it  
  is the 80% - 90% of individuals who comprise the busy, less reactive and less  
  squeaky majority of customers and prospects that sustain a brand.

 


