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Brief 
 
A laser eye surgery provider wants to quickly understand what is being said online about that industry, 
and what sentiment there is towards the procedure. Recommendations on how to engage with social 
media would be welcome. 
 
 
Methodology 
 
The Brandwatch Monitoring solution was used to analyse the online coverage of the whole laser eye 
surgery industry, in particular within social media. We focused on the 1-month period of 14th March – 
14th April 2010. 
 
A complex search string was created to capture clean, relevant data for the whole industry - as opposed 
to simply tracking a few company or product names. The resulting online coverage was analysed in 
terms of site type and sentiment. 
 
Further analysis established the prevailing ways in which laser eye surgery is discussed via the 
generation of the most representative example mentions. These mentions exemplify the variety of 
commentary, and each is profiled for sentiment and influence. 
 
 
Findings 
 
Discussion of Laser eye surgery is dominated by non-testimonial comment, that is, by people who have 
not had the procedure (yet). This coverage represents 3 quarters of the overall commentary. In this 
group sentiment is split 60% negative / 40% positive. 
 
There is a significant absence of testimonial data in this subject area within online social media. This 
fails to counter the negative bias seen in non-testimony discussions. 
 
Twitter is a major source of online coverage, but it may not be the main source of information for 
prospective customers. 
 
 
Conclusion 
 
Based on the findings of this initial report, there is a need for a transparently neutral and genuinely 
consumer-controlled forum, either stand-alone, or perhaps as part of Facebook, that encourages and 
attracts much larger numbers of first-person testimony than exists visibly in social media at present. 
 
It is critical for such a forum not to be controlled directly by any laser eye surgery business. Only then 
will arise the potential for the sentiment reading to move in a positive direction, as potential candidates 
for the procedure see real and completely trustworthy evidence of laser treatment long-term success in 
the form of very large numbers of positive personal testimony. 
 
This short initial study clearly identified a need for action. A follow-up study should be performed to 
measure the effect of creating a forum as discussed above. We should also consider additional, more 
detailed studies on other aspects of the industry.  
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Volume of mentions by page type 
 
Twitter dominates: 
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Discussion by Sentiment 
 
Discussion around laser eye surgery is polarized, evenly between negative and positive opinion. 
Significantly, only approximately 10% of all mentions are testimony by people having undergone the 
procedure. This suggests much more could be done to attract personal and unprofessional testimony to 
social media, perhaps via the establishment of a forum or group with Facebook. Currently, discussion is 
dominated by non-testimony comment, made by people resistant to the process for a range of reasons 
(please see representative actual mentions below, in section 6 
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Representative Actual mentions on Twitter 
 
The mentions below have been generated out of the data because they represent the different ways in 
which Laser eye surgery is viewed, and are made by the tweeters with the most followers with our data 
set of 535 twitter mentions. Each example below is profiled for sentiment. 
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Company Details and Document Limitation 
 

 
Brandwatch is a trading name of Runtime Collective Limited 
Registered in England & Wales: 3898053 
68 Middle Street, Brighton, BN1 1AL, United Kingdom 
 
USA: (617) 326-3921 (International +1 617 326 3921) 
Australia: (02) 8005 7966 (International +61 2 8005 7966) 
UK: 01273 234 290 (International +44 1273 234 290) 
Skype: Brandwatch 
Fax: +44 (0)1273 234 291 
 
 
Document Limitation 
The information given in this document has been checked for accuracy and completeness however Brandwatch shall 
not be liable for any errors or omissions. 

 


