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Abstract  

In this study, the strategic moves implemented in Lufthansa’s and British Airways’ first and last 

reactions to customer complaints on Twitter have been closely analysed. A total of one hundred 

conversations on both companies’ Twitter page have been examined, resulting in 13 general 

strategic moves applied by both Lufthansa and British Airways. The results found in this paper 

suggest that Lufthansa’s most frequently used strategy is move 3, closing pleasantries, whereas 

British Airways most frequently salute its customers, which is marked as move 4. In general, ten of 

the thirteen moves are used similarly in both companies. Only does British Airways salute its 

customers way more often than Lufthansa (move 4), whereas Lufthansa requests its customers to do 

something and refers to other departments way more often than British Airways does. Lufthansa’s 

conversations are in general also one and a half tweets shorter than BA’s conversations. According to 

the results found in this research paper, apologising for sources of trouble (move 2) and asking 

additional information (move 5) mostly appear in a company’s first reaction, whereas proof of action 

that has already been undertaken (move 7.1) and expressing inability (move 8.1) are mostly 

implemented in a company’s last reaction. 

 

 

Keywords: Lufthansa, British Airways, strategic moves, negative eWOM, Twitter 
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INTRODUCTION 

Research motivation 

Ever since the advent of social media, the way in which people communicate with one another has 

significantly changed. Not only do social media enable friends and acquaintances to talk to each 

other in an informal way 24/7, social media have also led to a shift in the way people communicate 

with companies and vice versa. The company is no longer in charge as the customer now decides 

when and where to communicate with the company (Sprenger, 2013).  

As a consequence, it is of paramount importance for contemporary companies to be active on 

several social media sites and to adapt their way of communicating to the standards of this on-

demand generation. There has been opted to write a master’s thesis on this subject, as this is a 

relatively new genre of computer-mediated communication (CMC) and little research has been 

conducted on this matter so far. The internet changes on a daily basis and so does online 

communication, making it a fascinating topic to write a dissertation on.  

There are many reasons why a customer starts communicating with a company over social media. 

However, in this research paper there has been deliberately opted to only examine the companies’ 

first and last reactions to complaints on Twitter. This research paper thus only focuses on the 

companies’ first and last reactions in the chain of communication, and does not elaborate on the 

customers’ reactions at all. By only looking at the companies’ first and last reactions, this research 

paper should be able to give an indiciation as to how companies start and end their conversations as 

a reaction on a complaint.  

In this research paper, there has been deliberately chosen to closely examine the Twitter 

conversations of two airline companies, namely Lufthansa and British Airways, as flying is a fairly 

expensive affair and consequently people rightly expect to receive the service they have paid for. 

When those expectations are not met, it is most likely that the customer starts complaining on social 

media, as is often the case on Lufthansa’s and British Airways’ Twitter pages.  

Objective 

This research paper intends to provide a clear overview of the most characteristic moves 

implemented by both Lufthansa and British Airways as a reaction to negative eWOM. These findings 

might be useful for communication practitioners as they can better understand the different aspects 

of this relatively new genre of CMC. There have been found a total of 13 moves in both corpora, 

which are implemented differently by both companies. This research paper aims to give an overview 

of those 13 moves and to mark the differences between both companies. Besides, this master’s 

thesis also wants to find out which moves both companies prefer to use in their first reactions and in 

their last reactions.  
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This research paper is fourfold as it aims to provide a clear answer to the following four research 

questions:  

 

RQ1 : What are the general characteristics of Lufthansa’s and British Airways’ Twitter 

conversations ? 

 

RQ2 : Given the 140-character limit Twitter imposes on its users, which moves are more used in 

Lufthansa’s and British Airways’ first reactions than in their last reactions ? 

 

RQ3 : Given the 140-character limit Twitter imposes on its users, which moves are used more in 

Lufthansa’s and British Airways’ last reactions than in their first reactions ?  

 

RQ4 : Taking the 140-character limit Twitter imposes on its customers into account, which moves 

generally prevail in both Lufthansa’s and British Airways’ conversations ?  

 

Structure 

First of all, a concise literature study will be given concerning the following topics: social media, 

complaints and previous similar research in the field of CMC. Later on, this research’s methodology 

will be extensively described, followed by the results found in both corpora. Those results will then 

be discussed in the last part of this master’s thesis and to finish it off, an overall conclusion will be 

given. 

It is of paramount importance to emphasise that the main focus of this research paper is on the 

empirical research rather than on the literature study. This has been done deliberately, as the 

literature on this topic is quickly obsolete because of the speed with which the Internet and the 

online communication change.  
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Part 1: literature study 

 
Chapter 1: Social media 

1.      Definitions 

1.1    Web 2.0 

When the Internet was introduced, people often referred to the Internet as Web 1.0. This meant that 

content could only be published by individuals in a unidirectional way (Van Looy, 2016). 

The Internet has changed over the years and the second generation of the Internet is often reffered 

to as Web 2.0. The Web 2.0 enabled it for Internet users to create content themselves and to 

collaborate with other Internet users. As a consequence, the Internet has changed from a static to a 

dynamic network in which the Internet user gained in importance (Heyman, Daems, Baelden, Pierson 

& Deckmyn, 2013). However, the term Web 2.0 should not be used interchangeably with the term 

social media, as Web 2.0 is in fact the technical platform for the evolution of social media (Kaplan & 

Haenlein 2010). Given the Internet’s ever changing character, some people already talk about Web 

3.0, the semantic web, or even about Web 4.0, the symbiotic web (Van Looy, 2016). 

1.2    Computer-mediated communication (CMC) 

Communication has been there ever since mankind, but has drastically changed over the years. More 

and more people communicate with one another via the computer. According to Susan Herring 

(1996) “CMC is communication that takes place between human beings via the instrumentality of 

computers” (Herring, 1996, p.1). This research paper analyses businesses’ responses to online 

complaints, which is a fairly new genre of computer-mediated communication.  

1.3    Negative eWOM 

In this particular research paper, negative electronic word of mouth means that customers express 

their dissatisfaction with either Lufthansa’s or British Airways’ service and share their bad 

experiences on Twitter. As such other Twitter users might be influenced by these bad experiences as 

people tend to believe their acquaintances’ and friends’ stories more than what the company itself 

tries to make the customers believe. This phenomena is often referred to as the social ripple effect, 

since the customer’s negative message first spreads within his/her own network and then later could 

potentially reach other networks due to social media’s open character (Van Looy, 2016). 

1.4    Social CRM 

Social customer relationship management is about moving social media connections into brand 

advocates who are loyal to the company and advise other people to make use of the company’s 

services as well (Van Looy, 2016). Social CRM’s ultimate goal is to turn customers into loyal 

customers.  
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1.5    Social media 

There are many definitions of social media, but Kaplan and Haenlein (2010) render the true definition 

of social media by stating that social media is:  

“A group of internet-based applications that build on the ideological and technological 

foundations of Web 2.0, and that allow the creation and exchange of UGC.” (Kaplan & Haenlein, 

2010, p. 61). 

Social media tools should thus be implemented by companies to interact with their customers 

instead of providing their customers with unidirectional sales pitches. Companies should just show 

their customers that they are active on social media in order to help them with any questions or 

problems. The customers will do the rest, as Jay Baer also indicates by his famous quote: “the goal of 

social media is to turn customers into a volunteer marketing army” (Sprenger, 2013, p27,). 

The popularity of social media these days cannot be overseen. Even to that extent that Sean Case 

states that “Social media is not a subset of the internet, social media is the internet” (Sprenger, 2013, 

p. 23).  

2.       Twitter as an example  

2.1.    Twitter’s history 

Twitter came into existence on March 21 2006 and was created by Jack Dorsey and Ev Williams. At 

first, both inventors took a different point of view. Jack Dorsey initially considered Twitter to be 

some sort of status updater, which could be applied in order to let other people know what you have 

been up to lately, whereas Ev Williams saw Twitter as a way to see what other people have been up 

to (Bilton, 2013). The combination of both informing what you have been up to and news coverage in 

no more than 140 characters has lead to Twitter’s success. According to Royer, Twitter’s popularity 

could also be traced back to the human nature, which is characterised by curiosity and exhibitionism. 

On the one hand, people want to see what others do or have (curiosity). On the other hand, people 

also want to show others what they have or do themselves (exhibitionism) (Van Looy, 2016).  

2.2.    Twitter’s versatility 

Twitter is used in many different ways in this contemporary society. Many people use Twitter to let 

other people or companies know how they feel, as is the case in this research paper. However, 

Twitter is more than that. Twitter was even almost nominated for the Nobel Peace Prize, as Twitter 

enabled it for all Iranians, who were surpressed by the government back then, to revolt against the 

vested civilisation by tweeting how they actually felt. The whole world was reading along and 

eventually lead to a revolution in Iran (Heyman et al., 2013). This happened not only in Iran, but also 

in countries such as Tunesia, Egypt, Libya and Yemen in which all dictators were deposed after many 

citizens had summoned people via Twitter to demonstrate against those dictators (Bilton, 2013). 
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Twitter users also often take over the role of journalists, who are then called ‘accidental journalists’ 

(Sprenger, 2013). Those Twitter users then observe something extraordinary over which they 

immediately tweet, whereas the professional journalists can only be on the spot after a certain 

amount of time. Twitter is thus not only a social network but also a communication network.  

By reading this, it is clear that Twitter and all social media platforms in general are a true weapon in 

contemporary society. It has more power than some institutions will ever have and that is also one of 

the reasons why companies should be active on Twitter.  

2.3    Twitter’s characteristics 

One of the most well-known characteristics of Twitter is the fact that Twitter imposes a 140-

character limit on its users. As a consequence, people have to formulate their messages as concise as 

possible. Because those messages are so short, people send many tweets back and forth and expect 

to receive a reply within 60 minutes. Tweets can also reach out to many people at the same time, 

whereas other forms of CMC mostly occur between two people only.  

Chapter 2 : Complaints 

1. Characteristics of a complaint 

According to Minnaert, ‘different degrees of subjectivity exist between factual information and 

personal feelings or beliefs’ (Van Looy, 2016, p. 137). That means that complaints start from 

expectations that not have been met. As service is an emotional and subjective experience, two 

different people can rate the same service totally differently (Barlow & Moller, 1996). According to 

Kowalski (1996), a complaint is voiced to achieve a certain goal.  

Negative eWOM is also some sort of complaint and continues to expand. Those negative utterances 

by customers could be picked up by other people, which could eventually make an impact on their 

decision-making and spending. That is why more and more companies realise the importance of 

social CRM (O’Connor, 2010 ; Vasquez, 2014). 

2.     From a product-centric vision to a customer-centric vision 

Organisations are currently facing another type of customers. Back in those days that the Web 1.0 

was still an accurate term to refer to the Internet, the company was still in charge. But nowadays, in 

the era of the Web 2.0, the customers raise their voice on social media as there has been a shift 

going on. The customers are more well-informed and dislike one-way communication (Van Looy, 

2016). They are now in charge, as they decide when to communicate and no longer the company 

itself. This is due to the influence of social media, which enables customers to contact the company 

whenever they like and the company is in a way forced to reply quickly because if not, the customer 

can easily appeal to another company’s services. There is no longer talk of a top-down approach but 

of a bottom-up approach (Singh & Diamond, 2012). Whereas in earlier times the product was the 

most important for companies, the customer has become the companies’ main priority. That is 

mainly because people will tweet about good experiences, but will even more tweet about bad 
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experiences and those bad reviews could quickly be picked up by several networks, which is called 

the social ripple effect. Besides, people also tend to prefer to listen to their friends’ and 

acquaintances’ experiences rather than to the sales talk of one of the company’s experts (O’Connor, 

2008). 

3.     Complaints as gifts 

Although it is not self-evident to see a complaint as something positive, companies should try to do 

so more often. A complaint is namely an opportunity for companies to improve their products and 

services accordingly. As Janelle Barlow and Claus Moller (1996) state in their book ‘A complaint is a 

gift’, customer complaints should be seen as gifts as they can be used as a strategic tool to grow 

more business. Companies should appreciate their customers’s feedback as they take the time to 

inform the companies of their bad experiences. Those people still have some confidence in the 

organisation and their feedback should be used to avoid that bad experience from happening again. 

The fact that they stick to the company and inform the company about their bad experiences, is an 

indication of their loyalty as they could have easily taken their business to the competition (Barlow & 

Moller, 1996). According to IBM representative John Davis, companies could be their competitors a 

step ahead if they carefully listen to what the complaining customers really desire. If those 

companies adjust their products or services accordingly, those complaining customers could even 

become advocates of the organisation (Van Looy, 2016). 

Chapter 3 : Similar research in the field of CMC 

As online service recovery is a fairly new genre of CMC, there is little research to be found on this 

matter. However, Zhang & Vásquez’ research (2014) on hotels’ responses to bad online reviews is 

fairly similar to the research conducted in this research paper. The main difference between the two 

research papers is that Zhang & Vásquez’ corpus consists of hotels’ responses to bad online reviews 

in the shape of emails, whereas both corpora in this research consist of Lufthansa’s and British 

Airways’ reactions to negative eWOM on social media. Although there are many differences between 

both researches, Zhang & Vásquez’ research has served as a guideline throughout the whole 

research conducted in this master’s thesis.  

Zhang & Vásquez’ main aim was to investigate the structure of hotel responses to customer 

complaints posted on TripAdvisor. They examined a total of 80 hotel replies and found ten move 

types that regularly occurred throughout all 80 hotel replies. Those moves were the following : 

Move 1 : Express gratitude 

Move 2 : Apologise for sources of trouble 

Move 3 : Invitation for a second visit 

Move 4 : Opening pleasantries 

Move 5 : Proof of action 
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Move 6: Acknowledge complaints/feedback 

Move 7: Refer to customer reviews 

Move 8: Closing pleasantries 

Move 9: Avoidance of reoccuring problems 

Move 10: Solicit response (Zhang & Vásquez, 2014) 

Most of those moves could also be found in Lufthansa’s and British Airways’ conversations, by which 

those moves were literally copied. However, some moves did not occur in Lufthansa’s and British 

Airways’ conversations and were thus not added to the moves in this research. Some other moves 

found in Zhang & Vásquez’ research also occurred in Lufthansa’s and British Airways’ conversations, 

albeit slightly differently. Whenever that was the case, the move was slightly adapted. Some 

additional moves found in Lufthansa’s and British Airways’ corpus were not present in Zhang & 

Vásquez’ research. In total there have been found a total of 13 moves in Lufthansa’s and British 

Airways’ corpora. Those 13 different moves are copiously described and analysed in the following 

chapter.  
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Part 2 : Empirical research 

Chapter 1 : Methodology 

1. Research strategy 

At first, there has been deliberately opted to go for a quantitative approach rather than a qualitative 

approach, as this research paper primarily aims to provide the reader with hard numbers. As such, 

the results obtained could be generalised, by which a clear overview can be given within a fairly short 

time frame. The main disadvantage of this approach is that not every single sentence can be 

analysed in close detail, by which possible valuable information could be lost. However, as the self-

composed corpora only consist of one hundred conversations each, it was feasible to closely examine 

those conversations in general and the companies’ first and last moves in particular. As a 

consequence, it could be stated that this is a quanititative research with some qualitative aspects as 

well. 

In order to conduct research in the field of social CRM on Twitter, it is of paramount importance to 

have an all-embracing, representative corpus. There is a plethora of such corpora to be found on the 

Internet, however, there has been opted to create two new corpora. Since the Internet changes 

every single day, the communication on the Internet changes drastically as well. As a consequence, 

those corpora based on CMC are most likely to contain other forms of communication and moves 

than in earlier times. Some moves could potentially be omitted over the years, whereas all of a 

sudden some new moves could occur very often and take over the role of those old moves. To make 

sure that the most recent moves are also entered in the corpora, two new corpora have been built. 

One corpus contains 100 complaints on Lufthansa’s Twitter page, the other corpus contains 100 

complaints on British Airways’ Twitter page. Not only the complaint itself, but the conversation as a 

whole, has been added to the corpus data. By doing so, it was made possible to calculate, among 

other things, the average length of a Twitter conversation containing complaints. However, it is 

important to note that some of the conversations could eventually contain more tweets than at the 

moment of adding them to the corpus. That is because all tweets have been collected 24 hours or 

later after the company’s last reaction. Should the complaining customer or any other participant 

post another tweet after those 24 hours, those would not be added to the corpus. This has been 

done deliberately, as the Edison Research has shown that the majority of customers expect an 

answer within the same day and according to the Oracle survey one in two Twitter users even 

expects an answer within two hours (Zendesk, 2017). Taking this expectation into account, the 

company itself could assume that its complaining customers are going to answer via Twitter within 

24 hours at the latest. There should be no double standards when it comes to response time: the 

complaining customer expects to receive an answer within the same day at the latest, so the 

company could rightly expect the same.  

Not every single tweet by both Lufthansa and British Airways was eligible for addition to the corpus. 

One of the prerequisites was that only tweets functioning as an answer to complaints could be added 
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to the corpus. Moreover, those complaints had to be formulated in no other language than English in 

order to be eligible for addition tot he corpus. Most of the complaints written on Lufthansa’s and 

British Airways’ Twitter page were formulated in English. However, every now and then a complaint 

was written in another language, as was the case on Lufthansa’s Twitter page when German people 

started to complain in their mother tongue. Seldom a complaint was written in French or Spanish on 

either of the Twitter pages. Only every second company’s reaction to a complaint found in the 

‘Tweets & replies’ section of its Twitter page could be added to the corpus. By doing so, the 

conversations taken over from both Twitter pages were even more at random then when every 

single complaint would have been added. All 200 conversations were then first made anonymous 

and later on retyped in an Excel-sheet. It was often hard to find all tweets from the same 

conversation, as Twitter’s conversations are not always well-structured and some tweets were 

almost untraceable.  

Those conversations were then closely examined and each move was given a special colour and 

label. Those moves were based on Zhang & Vásquez’ moves, however as their research was not 

conducted with conversation on Twitter as data, some moves were left out or adapted. A couple of 

new moves were also added, which eventually led to a total of 13 moves. Every time a certain move 

was implemented by either of the companies, this was written down in the table with the letter F, L 

or F/L. Those letters all have a specific meaning. ‘F’ means that a certain move occurs in the 

company’s first reaction, ‘L’ means that that a certain move is implemented in the company’s last 

reaction and ‘F/L’ means that the company only reacted once and implemented that certain move in 

its only reaction. By those indications, it could be later found out which moves are mostly used in a 

company’s first (‘F’) reaction and which moves mostly occur in a company’s last (‘L’) reaction. When 

all tweets were labelled with several different types of moves, it was time to count all findings. To 

make sure that the findings were correct, the findings were both counted by Excel’s formulae and 

manually as well.  

It should be underlined that all tweets are presented with their original spellings, by which it is 

almost inevitable that some grammar mistakes or other typos by the Twitter users have crept into 

the tweets. It should also be emphasised that every single part of this research happened manually, 

by which this has been a very time-consuming business. 

2. Selection of social media platform 

Initially this research paper would have tried to formulate an answer to the question of how different 

Lufthansa and British Airways tackle negative eWOM on their Facebook page in comparison with 

how they tackle it on their Twitter page. However, as British Airways does not allow its customers to 

react on their Facebook page, this line of approach was not possible. British Airways has thus chosen 

to only offer its customers online complaint service via Twitter, whereas Lufthansa offers its 

customers the possibility to either complain on Facebook or Twitter.  

Another reason why there has been chosen to go for Twitter as social media platform in this research 

paper is because Twitter imposes a 140-character limit on its tweets. As a consequence, both 
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companies and complaining customers have to weigh their words carefully when formulating their 

message.  Besides, not all moves can be implemented in one tweet, by which both companies have 

to choose which moves are the most important to strengthen their messages. 
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CHAPTER 2: RESULTS  

Before presenting the results, it should be stressed that the results derived from both corpora can by 

no means lead to representative and generalised statements. In general, this result section is divided 

into three parts. First of all, the overall results of the Twitter conversations will be described, such as 

the average length of the Twitter conversation and the number of moves used in the companies’ first 

tweet. Secondly, there will be zoomed in on the moves used by both companies in their first and last 

tweet. Thirdly, Lufthansa’s results will be compared with British Airways’ and vice versa in order to 

perceive the main differences and resemblances between both companies.  

1. Overall results 

1.1 Lufthansa 

1.1.1 Number of tweets  

In total 100 conversations that contain a complaint by a Lufthansa customer have been analysed. 

Those conversations were often very short, in some cases even no longer than two tweets, whereas 

sometimes the complaining customers and Lufthansa’s online employees kept sending messages 

back and forth. Those 100 conversations contained 455 tweets in total, by which can concluded that 

the average conversation on Lufthansa’s Twitter page consists of 4,55 tweets. 177 of those 455 

tweets were created by Lufthansa itself and 249 tweets were sent by the complaining customer, 

however, 29 tweets were sent by a third party. Those other Twitter users are often friends or 

followers of the complaining customer and react in order to support the complainant. Example 79 is 

a great example of this: 

Example 79 Lufthansa 

 
 
In case they are no followers or friends, they are mostly people who share the same opinion and 

want to make their point clear as well. This could be seen in example 43: 

Example 43 Lufthansa 

 
 
As many airlines work closely together, it also occurs that another airline intervenes and tries to 

either solve the problem themselves or shift the responsibility onto other companies. Sometimes 
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another company offers its services in order to satisfy the complaining customer. Conversation 48 

exemplifies this matter: 

Example 48 Lufthansa  

 
 
When looking at the average of all tweets, it catches the eye that the customer does most of the 

talking and that with an average of 2,49 tweets per conversation. This means that no less than 54,7% 

of the tweets are created by the customers. The other protagonist, namely Lufthansa itself, sends on 

average 1,77 tweets per conversation. That means that Lufthansa’s contribution towards the 

conversation is on average almost three quarters a tweet (0,72) shorter than the customer’s 

contribution. This is quite remarkable as one would think that the company does most of the talking 

in order to resolve the customer’s problem. Measured in percentage terms this means that 38,9% of 

all tweets are sent by Lufthansa. With a total of 29 tweets, the other Twitter users account for 6,4% 

of the total tweets.  

1.1.2 Number of reactions by company 

As this research paper focuses on the companies’ reactions rather than on the customers’ reactions, 

it might be interesting to see how many reactions Lufthansa needs to get their message across. 

Ideally, the fewer tweets needed to get the message across the better. It is important to know that 

this section provides the number of reactions by Lufthansa and not the number of tweets. This 

means that for instance three tweets that form one reaction are not seen as three separate reactions 

but only as one reaction.  

As already has been shown in the previous section, Lufthansa’s contribution towards the 

conversation is in general fairly limited (average of 1,77 tweets per conversation). As a consequence, 

it could be expected that Lufthansa in most of the conversations only reacts once. This has been the 

case in 63 out of 100 conversations. On the one hand, this could be because Lufthansa is capable of 

providing all relevant information in just one reaction. Lufthansa also very often refer to other 

departments and immediately provide the customer with the right link to get in touch with that 

department. This could also be one of the reasons why Lufthansa only reacts once in 63 of the 

conversations. On the other hand, it could also be that the customer only has the intention to make 

his/her point clear and consequently does not reply to Lufthansa’s questions, by which the 

conversation ends abruptly and Lufthansa does not have to formulate a second reaction.  

In 26 out of 100 conversations Lufthansa reacts twice. Mostly Lufthansa asks additional information 

in their first reaction. With the obtained additional information Lufthansa then refers to the right 

department in their second reaction. This could be seen in the following example: 

 



26 
 

Example 7 Lufthansa 

 
 
With 89 out of 100 conversations in which the company reacts no more than twice, only in 11 more 

conversations Lufthansa reacts more than twice. It occurs 7 times that Lufthansa reacts exactly three 

times, twice that it reacts four times and in two examples it even reacts 5 consecutive times. This is 

the case in examples 84 and 90.  

Example 84 Lufthansa 

 
 

1.1.3 Number of divided reactions 

As Twitter imposes a 140-character limit on its users, it often occurs that the original message 

exceeds that limit. Twitter users have found a way to by-pass this limit by breaking up their message 

into several tweets. In order to make clear to the conversation partner that the message has been 

split into several tweets, they put an indication at the end of their tweet. When the message consists 

of three tweets in total, the first tweet will end by the indication “1/3”, the second tweet by “2/3” 

and the last tweet by “3/3”. As such Twitter users do not have to adapt their message to the 

standards of Twitter and it is also clear to the conversation partner that the message consists of 

several tweets.  

In total Lufthansa has broken up its message 17 times. 14 times the message has been split into two 

tweets and 3 times Lufthansa needed three tweets to get one message across. Conversation 8 

exemplifies that Lufthansa opts to not cut its message and sends three consecutive tweets instead :  

Example 8 Lufthansa 
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When looking to the place in the conversation where Lufthansa chooses to go for a divided reaction, 

this phenomena occurs six times in the first reaction, four times in the last reaction and seven times 

in a conversation in which the first and last reaction overlap. It could have been that companies had 

a preference to use this move early in the conversation or to finish the conversation. However, from 

the results found in Lufthansa’s corpus, Lufthansa seems not to give preference to neither use this 

move at the beginning nor at the ending of the conversation.  

1.1.4 Total number of moves  

The main focus of this research paper is to discover the types of moves companies use, how often 

they use them and in which places of the conversation. In section … this will be discussed in detail. 

However, in order to be able to jump to conclusions in that section it is of paramount importance to 

calculate the total number of moves used by Lufthansa in their first and last tweets.  

In those 100 conversations, Lufthansa uses 597 moves in total. That means that Lufthansa on 

average almost uses six moves in each conversation. In all first tweets combined, Lufthansa uses 171 

moves. With 150 tweets, slightly fewer moves are used in Lufthansa’s last tweets. 276 moves are 

used in the tweets in which the first and last reaction overlap. There is not really a big difference in 

number of moves noticeable between first tweets and last tweets. It is not really the case that 

Lufthansa deliberately chooses to implement more moves in their first tweets than in their last 

tweets and vice versa.  

Companies try to be as helpful as possible in their way of communicating, which results in a 

combination of moves within the same tweet. There is not a single tweet in which only one move has 

been used. When searching for single tweets that contain the most moves, five examples have been 

found in which no fewer than 6 moves have been implemented. One of those examples is the 

following: 

Example 39 Lufthansa 

 
 

1.2 British Airways 

1.2.1 Number of tweets 

In general, most of the conversations on British Airways’ Twitter page are only held by the two 

protagonists: the complaining customer and British Airways. However, sometimes a third party (20 

tweets) intervenes and in some rare occasions even a fourth party (5 tweets) starts talking. Knowing 

that in those 100 conversations in total some 606 tweets have been sent, it is clear that it rather 

seldomly occurs that a third or a fourth party participate in the conversation. Example 84 below is an 

example of a conversation with four participants. First of all a friend of the complainant corroborates 

his friend’s point of view by tweeting “thats some dead bread ”. After that both the customer and 

Lufthansa keep sending tweets back and forth and at the end of the conversation another Twitter 
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user assures the complainant that “nothing will be done about it Jeffrey, I think it’s time to move to 

Skyteam.”. This conversation is a great example of social media’s radius as people who initially had 

nothing to do with this conversation decide to participate in the conversation.  

Example 84 British Airways 

 
 
Lufthansa and the complainant each take account for almost half of all the tweets that have been 

sent. British Airways has sent 279 tweets in total, whereas the customer has slightly sent more 

tweets, with 302 tweets in total. When looking at the average length of the conversations on British 

Airway’s Twitter page, the average conversation consists of 6,06 tweets. Lufthansa on average sends 

2,79 tweets per conversation, whereas the customer’s contribution on average is 3,02 tweets. 

Measured in percentage terms, the customer sends the most tweets (49,8% of all tweets), followed 

by Lufthansa itself (46,0% of all tweets), then followed by the third party (3,3% of all tweets) and less 

than one per cent of all tweets (0,8%) are sent by a fourth Twitter user.  

1.2.2 Number of reactions by company 

There are many possible ways to get a message across : sometimes one reaction is enough, whereas 

another time a plethora of reactions is needed. From those one hundred conversations that have 

been closely analysed, 33 contain only one reaction by British Airways. Sometimes that has been the 

case because the original beginner of the conversation, namely the complainant, decides to not 
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answer the company’s question. As a consequence, the conversation fizzles out, as could be seen in 

the following example: 

Example 8 British Airways 

 
 
Sometimes British Airways only apologises for the inconvenienced caused without trying to find a 

solution in order to satisfy the customer. Conversation 30 exemplifies this matter : 

Example 30 British Airways 

 
 
In those one hundred complaints, British Airways mostly tends to react twice. This is the case in no 

fewer than 42 conversations. In those 42 conversations, British Airways has a tendency to apologise 

and ask additional information in its first reaction and to request something in its second reaction, as 

can be noticed in example 37 :  

Example 37 British Airways 

 
 
As exactly three-quarters of all conversations (75/100) contain no more than two reactions by British 

Airways itself, it means that BA in one-quarter of the conversations react three times or even more. 

In twelve conversations BA reacts exactly three times, in four conversations four times, in four 

conversations British Airways reacts five consecutive times, in another four conversations BA gives 

six reactions and in one conversation (example 98) it even reacts up to six times.  
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Example 98 British Airways 

 
 

1.2.3 Number of divided reactions 

Although Twitter imposes a 140-character limit on tweets, British Airways often tries to by-pass this 

limit by subdividing its message larger than 140 characters into separate tweets. In all first and last 

tweets by British Airways combined, BA has divided its message 38 times in total. 33 times BA has 

subdivided into two tweets, 3 times into three tweets and twice into four tweets. There is no clear 

preference of placement in the conversation for dividing reactions. It occurs almost as much in the 

first reaction (11 times) as in the last reaction (14 times) and occurs 13 times in conversations in 

which the first tweet and last tweet overlap. In the example below the customer feels discriminated 

against height and BA clearly finds it very important to sort this out as it decides to reply with not 

one but four consecutive tweets. As such, British Airways deliberately chooses to not weigh its words 

and wants to assure the customer of its anti-racist policy.  

Example 23 British Airways 

 
 
 
 



31 
 

1.2.4 Total number of moves 

In all first and last tweets by British Airways combined some 805 moves have been used in total. 

Once again there are almost next to no differences in the number of moves used in British Airways’ 

first and last reaction. All first reactions combined contain 316 moves, whereas all last reactions 

combined contain 313 moves. In those conversations where the BA only reacts once, British Airways 

uses 176 moves. Besides, in examples 42, 49 and 78 British Airways opts to use 7 moves in one 

tweet, which is the most of all tweets collected.  

Example 42 British Airways 

 
 

1.3 Comparison Lufthansa and BA 

1.3.1 Number of tweets 

The first figure that immediately catches the eye is the one of total tweets. There is a remarkable 

difference between both companies. The conversations on Lufthansa’s Twitter page are namely 

strikingly shorter than on British Airways’ Twitter page. On average a conversation on Lufthansa’s 

Twitter page is 4,55 tweets long, whereas on BA’s page it is an average of 6,06 tweets long. This 

means that the conversations on Lufthansa’s page on average are about a quarter shorter than its 

counterparts on British Airways’ page. Whether those shorter conversations either mean that 

Lufthansa is able to help its customers faster or that Lufthansa on the contrary does not deliver the 

service the customers should rightly expect, cannot be derived from this corpus.  

Table 1 : Number of tweets (a) 

 
In both corpora it is clear that the customer does most of the talking, followed by the company. 

However, the difference in ratio between the total tweets sent by the company (38,9%) and the total 

tweets sent by the customer (54,7%) in Lufthansa’s corpus is considerably bigger than is the case in 

Number of tweets Lufthansa British Airways 

Total tweets 455 606 

Tweets by company / ratio 177 /38,9% 279 / 46,0% 

Tweets by customer / ratio 249 / 54,7 % 302 / 49,8% 

Tweets by third party / ratio 29 / 6,4% 20 / 3,3% 

Tweets by fourth party / ratio 0 / 0% 5 / 0,8% 
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BA’s corpus (46,0% company, 49,8% customer). On average BA (2,79 tweets) sends one tweet more 

per conversation than Lufthansa (1,77 tweets), which is a huge difference given the fairly low 

number of tweets sent by both companies. From this, it could be derived that British Airways enters 

into dialogue more often than its German counterpart. It could be assumed that Lufthansa does not 

reply to every single reaction by the customer, but only to those tweets the company consider 

important enough to answer.  

Another difference between both corpora is that in Lufthansa’s conversations never more than three 

people participate, whereas 0,8% of all tweets in BA’s corpus are sent by a fourth Twitter user. 

However, when looking at how much per cent of the tweets are sent by a third Twitter user, 

Lufthansa’s score (6,4%) is almost the double of British Airways’ (3,3%). In both corpora 

multicommunication can be found, however, in Lufthansa’s conversations participate in general 

more different people (total of 6,4% of all tweets) than in BA’s conversations (4,1% of all tweets).   

Table 2: Number of tweets (b) 

Number of tweets Lufthansa British Airways 

Average length of total conversation 4,55 tweets 6,06 tweets 

Average contribution by company 1,77 tweets 2,79 tweets 

Average contribution by customer 2,49 tweets 3,02 tweets 

Average contribution by third party 0,29 tweets 0,20 tweets 

Average contribution by fourth party 0 tweets 0,05 tweets 

 
1.3.2 Number of reaction by company 

When closely examining the number of reactions by both companies, there are roughly three things 

that stand out. The first thing that stands out is the significant difference between the number of 

times Lufthansa only reacts once (63/100) and the number of times British Airways sticks to one 

reaction only (33/100). On the one hand, this difference may be an indication for Lufthansa’s swift 

online service as the company only needs one reaction in 63 of the 100 conversations to help the 

complaining customer. On the other hand, this difference may be an indication for British Airways’ 

approach to enter into dialogue with its complaining customers. However, these are just 

assumptions and these findings could thus be interpreted wrongly.   

Secondly, British Airways’ mostly reacts twice (42/100), whereas Lufthansa only does that in 26 of 

the conversations. Also reacting three times, four times and even five times occurs almost twice as 

much within BA’s corpus than in Lufthansa’s corpus. Once again this could be an indication that 

British Airways feels the need to respond to most of the customer’s tweets and keep the 

conversation going, whereas Lufthansa rather chooses for the direct approach and wants to wind up 

the discussion as quick as possible. However, it should be noticed that these are once again just 

assumptions.  

Thirdly, Lufthansa does not react more than five times, whereas British Airways does. In 4 of the 100 

conversations, British Airways reacts six times and in one conversation it even reactions seven times. 

British Airways keeps talking with its complaining customers even when the conversation takes larger 

proportions.  
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Table 3: Number of reactions by company  

Number of reactions by company Lufthansa British Airways 

Company reacts once (=F/L) 63/100 33/100 

Company reacts twice 26/100 42/100 

Company reacts three times 7/100 12/100 

Company reacts four times 2/100 4/100 

Company reacts five times 2/100 4/100 

Company reacts six times 0/100 4/100 

Company reacts seven times 0/100 1/100 

 
1.3.3 Number of divided reactions 

British Airways divides its reactions into several tweets more than twice as often as Lufthansa. This is 

an indication of British Airways’ longer messages. BA clearly adapts its message less to the standards 

of Twitter than Lufthansa does. In both companies it mostly occurs that, whenever a message is 

divided, the reaction is subdivided into two tweets. 

Table 4: Number of Divided Reactions 

Number of divided reactions Lufthansa British Airways 

Company divides reaction into two tweets 14 times 33 times 

Company divides reaction into three tweets 3 times 3 times 

Company divides reaction into four tweets 0 times 2 times 

First reaction has been divided into several 
tweets 

6 times 11 times 

Last reaction has been divided into several 
tweets 

4 times 14 times 

F/L reaction has been divided into several 
tweets 

7 times 13 times 

Total reactions that have been divided into 
several tweets 

17 reactions 38 reactions 

 

1.3.4 Number of total moves 

British Airways implements a total of 805 moves in all its conversations combined, whereas 

Lufthansa implements 597 moves in the same number of conversations. This means that British 

Airways approximately uses two more moves per conversation than Lufthansa. It is clear that both 

companies combine several moves in one tweet, as Lufthansa implements up to 6 moves per tweet 

and British Airways even up to 7 moves per tweet.  

Table 5: Total number of moves 

Total number of moves Lufthansa British Airways 

Total moves in first tweet 171 moves 316 moves 

Total moves in last tweet 150 moves 313 moves 

Total moves in F/L tweet 276 moves 176 moves 
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Total number of moves 597 moves 805 moves 

Number of most moves in one 
tweet 

6 moves in one tweet 7 moves in one tweet 

 

2. Moves 

2.1 Move 1 : Expressing gratitude 

This move has been adopted exactly as it stands in Zhang & Vasquez’s research. This move indicates 

that the company expresses gratitude to the complaining customer. However, Zhang & Vasquez have 

not subdivided this move into submoves, whereas that is the case in this research. When examining 

all conversations, it was namely clear that both companies in general expressed gratitude not in one, 

but in two ways. That is mainly the reason why move 1 has been subdivided into move 1.1, with 

which both companies express gratitude for the provided feedback, and into move 1.2, with which 

both companies express gratitude in general. As this was the most frequent move in Zhang & 

Vásquez’s research, it was decided to start with this move in this research paper.  

2.1.1 Lufthansa 

2.1.1.1 Move 1.1 : Expressing gratitude for providing feedback 

This move only occurs once in the whole corpus. In that one example (example 74), the move is used 

at the beginning of the conversation in order to assure the customer that Lufthansa does appreciate 

him/her taking the time to provide the company with valuable feedback. However, as this move only 

occurs once, the question arises whether Lufthansa really sees it this way. As this move is only used 

once, it is fairly obvious that this move is only used in 1 out of the 100 conversations.  

Table 6: Move 1.1 Lufthansa 

Move 1.1 Lufthansa  

Move used in first reaction 1 

Move used in last reaction 0 

Move used in F/L reaction 0 

Total subcategory 1 

Number of conversations in which this 
move is used 

1/100 

 
2.1.1.2  Move 1.2 : Expressing general gratitude 

This move slightly differs from the move above as Lufthansa’s online employee does not mention 

why he/she feels so grateful. Lufthansa simply expresses its gratitude by saying ‘‘thank you’’ without 

further explanation. In all conversations together, this move occurs four times. Twice in the first 

reaction and also twice in the last reaction. Example 93 below is an exception as it is the only 

conversation in which the company uses this move three times in the same conversation. Lufthansa’s 

online employee, named Yazz in this specific example, thanks the complaining customer at the end of 

his first tweet. Clearly the customer has given additional information via the external link provided by 

Yazz and in the following reaction Yazz starts off by expressing his general gratitude again. His tweet 
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ends by expressing his gratitude once more, albeit slightly different than the other two times as he 

thanks the customer for his/her patience. 

 
 
Table 7 : Move 1.2 Lufthansa 

 
 
 
 
 
 
 
 

 
2.1.1.3 Move 1 : General findings 

All in all, it could be concluded that Lufthansa seldomly explicitly expresses its gratitude towards the 

customer. Move 1.1 only occurs once and move 1.2 only four times, of which three times in the same 

conversation (example 93). Combined this means that move 1 only occurs in 5 of all 597 moves, by 

which move 1 only accounts for 0,84% of all moves used by Lufthansa. Besides, those 5 moves are 

distributed over 3 of the 100 conversations.  

Table 8: Move 1 Lufthansa 

Move 1 Lufthansa  

Total number of times this move has been used 5 

Ratio move 1 / total moves 5/597 = 0,84% 

Number of conversations in which this move is used 3/100 

 
2.1.2 British Airways 

2.1.2.1 Move 1.1 : Expressing gratitude for providing feedback 

In total, move 1.1 appears 18 times in British Airways’ corpus and that in 18 different conversations 

as well. This move is mostly used in BA’s last reaction (12 times), followed by 4 times in the F/L 

reaction and only twice in the first reaction. By this, it could be concluded that British Airways mainly 

uses move 1.1 to end a conversation.  

Table 9 : Move 1.1 British Airways 

Move 1.1 British Airways  

Move used in first reaction 2 

Move used in last reaction 12 

Move used in F/L reaction 4 

Total subcategory 18 

Number of conversations in which this move is 
used 

18/100 

 
 

Move 1.2 Lufthansa  

Move used in first reaction 1 

Move used in last reaction 3 

Move used in F/L reaction 0 

Total subcategory 4 

Number of conversations in which this 
move is used 

2/100 (three times in the same 
conversation, example 93) 
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2.1.2.2 Move 1.2 : Expressing general gratitude 

In comparison with move 1.1, move 1.2 occurs half as many times. In total, British Airways uses this 

move in 9 different conversations. Once again it catches the eye that this move is used more at the 

end of the conversation (4 times) than at the beginning of the conversation (0 times). Besides, in 

those conversations that BA only reacts once, this move occurs 5 times.  

Table 10 : Move 1.2 British Airways 

Move 1.2 British Airways  
Move used in first reaction 0 

Move used in last reaction 4 

Move used in F/L reaction 5 

Total subcategory 9 

Number of conversations in which this move is 
used 

9/100 

 
2.1.2.3 Move 1: General findings 

As move 1.1 occurs 18 times and move 1.2 9 times, British Airways implements move 1 a total of 27 

times, which accounts for 3,35% of all moves used by BA. Almost 1 in 4 (24/100) conversations 

contain either move 1.1 or move 1.2 or the combination of the two.  

Table 11 : Move 1 British Airways 

Move 1 British Airways  

Total number of times this move has been used 27 times 

Ratio move 1 / total moves 27/805 = 3,35% 

Number of conversations in which this move is 
used 

24/100 (combination of move 1.1 and 1.2 
occurs three times: examples 70, 73 and 80) 

 
2.1.3 Comparison between Lufthansa and British Airways 

Lufthansa clearly implements move 1.1 and move 1.2 less often than British Airways. Lufthansa only 

once thanks its customers for the feedback provided (move 1.1), whereas British Airways does that a 

total of 18 times, and mainly in its last reaction as well (12/18 times). Move 1.2 occurs twice as often 

in BA’s conversations (9 times) than in Lufthansa’s conversations (4 times). 5 of all moves 

implemented by Lufthansa are move 1, by which move accounts for 0,84% of all moves used by 

Lufthansa. British Airways implements move a total of 27 times, which accounts for 3,35% of all 

tweets sent by BA. Although this number is almost four times as high, it still is remarkably low in 

comparison with the findings in Zhang & Vasquez’ research. In their research, expressing gratitude 

was the most frequent move as it occurred in 73 of the 80 conversations. Since both Lufthansa and 

British Airways do not express gratitude that often, it could be concluded that both companies give 

preference to other moves instead. This could be put down to Twitter’s 140-character limit, as a 

result of which the companies have to make decisions and pick the most important and relevant 

moves first. Lufthansa and British Airways clearly do not consider move 1 to be of a paramount 

importance, as only one move is less used than move 1 in Lufthansa’s corpus (ranked 12/13) and 

three moves are used less in BA’s corpus (ranked 10/13).  
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Table 12 : Comparison  

Comparison Lufthansa British Airways 

Number of times move 1.1 is used 1 18 

Number of conversations in which move 1.1 is used 1/100 18/100 

Number of times move 1.2 is used 4 9 

Number of conversations in which move 1.2 is used 4/100 9/100 

Number of times move 1 occurs 5 27 

Number of conversations in which move 1 occurs 3/100  24/100 

Ratio move 1 / total moves 5/597 = 0,84% 27/805 = 3,35% 

Ranking move  12/13 10/13 

Other remarkable numbers / Move 1.1 occurs 
12/18 times in BA’s 

last reaction 

 
2.2 Move 2 : Apologising for sources of trouble 

When people are everything other than satisfied with the service they have been given and start 

complaining, apologising for the trouble caused should be one of the first things a company does in 

order to not offend the customer even more. This move has been adopted from Zhang & Vasquez’ 

research without any changes. Some lexical words such as ‘sorry’ and ‘apologise’ are distinctive 

features of this move. Besides, this was the second most used move in Zhang & Vasquez’ research 

(68/100) and that is also the reason why this move has been examined in second place.  

2.2.1 Lufthansa 

It immediately catches the eye that this move is mostly present in Lufthansa’s first reaction. With 28 

times in the first reaction compared with 9 times in the last reaction, move 2 appears 3 times as 

often at the beginning of the conversation than at the end. Lufthansa also applies this move 51 times 

in total in its one-reaction-only-conversations, by which move 2 is used 88 times in total, divided over 

77 conversations. In example 41, Lufthansa even apologises three times in one and the same 

conversations. In the first tweet, Lufthansa apologises for the delay, followed by “I regret” and 

“sorry” in the last tweet.  

Example 41 Lufthansa 

 
 
Move 2 accounts for 14,74% of all moves implemented by Lufthansa, by which it is Lufthansa’s third 

most frequent move of all.  
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Table 13: Move 2 Lufthansa 

Move 2 Lufthansa  

Move used in first reaction 28 

Move used in last reaction 9 

Move used in F/L reaction 51 

Total number of times move 2 has been 
used 

88 

Ratio move 2 / Total moves 88/597 = 14,74% 

Number of conversations in which this 
move is used 

77/100 (twice in same conversation 
happens 8 times, 3 times in same 

conversation occurs once) 

 
2.2.2 British Airways 

British Airways does apologise in exactly three quarters of all conversations. In those 75 

conversations, move 2 occurs 88 times. This move mostly appears in BA’s first reaction (44 times). In 

14 conversations, British Airways even decides to apologise twice. In conversation 41 below BA even 

apologies 3 times, which is also the most of all BA’s conversations. Move 2 accounts for 10,93% of all 

moves used by British Airways.  

Example 41 British Airways 

 
 
Table 14 : Move 2 British Airways 

Move 2 British Airways  

Move used in first reaction 44 

Move used in last reaction 24 

Move used in F/L reaction 20 

Total number of times move 2 has been 
used 

88 

Ratio move 2 / Total moves 88/805 = 10,93% 

Number of conversations in which this move 
is used 

75/100 (twice the same move in 14 conversations, 

examples: 11,13,16,17,45,46,49,50,52,71,77,87,92 ; 
three times the same move only in example 41) 

 

2.2.3 Comparison between Lufthansa and British Airways 

Move 2 is in both companies the third most used move of all 13 moves. In both corpora, the 

company apologises a total of 88 times. Also in both corpora, it is clear that this move is mostly used 

in the company’s first reaction (28 times in Lufthansa’s corpus, 44 times in BA’s corpus). However, 
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move 2 also occurs a fair number of times at the end of the conversation (9 times in Lufthansa’s 

corpus, 24 times in BA’s corpus). All in all, move 2 accounts for 14,74% of all tweets sent by 

Lufthansa, whereas move 2 accounts for 10,95% of all tweets sent by British Airways. Approximately 

one third of all conversations in both corpora contain move 2.  

Table 15 : Comparison 

Comparison Lufthansa British Airways 

Number of times move 2 occurs 88 88 

Number of conversations in which move 1 occurs 77/100  75/100 

Ratio move 2 / total moves 88/597 = 14,74% 88/805 = 10,95% 

Ranking move  3/13 3/13 

Other remarkable numbers F: 28 
L: 9 

F: 44 
L: 24 

 
2.3 Move 3 : Closing pleasantries  

This move is based on Zhang & Vasquez’ move 8, which has also been titled “Closing pleasantries” 

and has the function to signal the ending of the message. Their research explicitly focused on hotels’ 

responses to complaints via email, by which formulations such as ‘‘yours sincerely’’ and ‘‘best and 

warmest wishes’’ were frequently used. However, as this research does not focus on emails but on 

tweets, those formulations do not appear in any of the two corpora. On Twitter, the companies’ 

tweets mostly come to a close by indicating who sent the tweet. As a consequence, the customer is 

more likely to experience the conversation as an interpersonal conversation. This move has been 

divided into two slightly different subcategories in this research paper. By implementing move 3.1, 

the online employee ends his/her tweet by giving his/her full name, whereas move 3.2 slightly differs 

from move 3.1 as the online employee only adds his/her initials at the end of the tweet.  

2.3.1 Lufthansa 

Move 3.1 is present in every single conversation apart from conversation 10. As exemplified below, 

Lufthansa opts to implement a meme in conversation 10, by which the online employee does not 

end his/her tweet by adding his/her name. As social media is a medium in which conversations 

generally have a fairly informal character, the online employee’s decision to react to the customer’s 

meme by the same meme but with another message, seems to turn out all right as the customer on 

his/her turn reacts by tweeting ‘lufthansa I like your humour ! ’. 
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Example 10 Lufthansa 

 
 
Table 16 : Move 3.1 Lufthansa 

Move 3.1 Lufthansa  

Move used in first reaction 36 

Move used in last reaction 37 

Move used in F/L reaction 64 

Total subcategory 137 

Number of conversations in which this 
move is used 

99/100 (only not in example 10 (reason: 
meme)) 

 
In not a single conversation does Lufthansa apply move 1.2. Lufthansa clearly deliberately chooses to 

end its tweets by its online employees’ full names instead of their initials. The main reason for that 

might be because it is more difficult for the customer to identify who is talking to him/her when only 

the initials are given than is the case when the full name is given. Furthermore, as Lufthansa’s online 

employees use move 3 on a daily basis, they take it for granted that the customers understand the 

meaning of this move. However, as conversation 57 below shows, that is not always the case. In this 

example, another Twitter user initially thought that Lufthansa was laughing at the complaining 

customer because it ended its tweet with “/Lolo”, whereas Lolo was simply the online employee’s 

name. 
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Example 57: Lufthansa 

 
 
Table 17: Move 3.2 Lufthansa 

Move 3.2 Lufthansa  

Move used in first reaction 0 

Move used in last reaction 0 

Move used in F/L reaction 0 

Total subcategory 0 

Number of conversations in which this 
move is used 

0/100 

 

In total, move 3 is present in 99 out of 100 conversations and occurs 137 times. This means that 

almost one in four (22,95%) moves implemented by Luthansa is move 3. It is clearly a fixed rule 

within Lufthansa’s social CRM to end each reaction by indicating the author’s full name.  

Table 18: Move 3 Lufthansa 

Move 3 Lufthansa  

Total number of times this move has been used 137 

Ratio move 1 / total moves 137/597 = 22,95% 

Number of conversations in which this move is used 99/100 

 
2.3.2    British Airways 

It is clear that also British Airways always has the intention to end a tweet by the author’s name. It 

occurs 136 times in total that the online employee ends his/her tweet by adding his/her full name. 

There are only ten conversations in which no full name can be found.  

Table 19: Move 3.1 British Airways 

Move 3.1 British Airways  

Move used in first reaction 54 

Move used in last reaction 52 

Move used in F/L reaction 30 
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Total subcategory 136 

Number of conversations in which this move is 
used 

90/100 

 
Sometimes an online employee’s full name might be too long to fit in a tweet, as a tweet cannot be 

longer than 140 characters. Should that be the case, the online employee might decide to give 

his/her initials instead. Move 3.2 is present in 19 conversations and occurs 23 times in total.  

Table 20 : Move 3.2 British Airways 

Move 3.2 British Airways  

Move used in first reaction 12 

Move used in last reaction 9 

Move used in F/L reaction 2 

Total subcategory 23 

Number of conversations in which this move is 
used 

19/100 

 
Move 3 appears almost in every single conversation in British Airways’ corpus. In 98 of the 100 

conversations this move could be found no fewer than 159 times, by which move 3 accounts for 

19,75% of all tweets sent by BA. That means that almost 1 move in 5 in BA’s corpus is move 3, by 

which move 3 becomes the second most used move in all BA’s conversations. Only in examples 59 

and 67 below, move 3 is not used at all. The author of the tweet probably had the intention to add 

his/her full name or initials, but simply forgot to do so in the end.  

Example 59 British Airways 

 
 
Example 67 British Airways 

 
 
Table 21: Move 3 British Airways 

Move 3 British Airways  

Total number of times this move has been used  159 times 

Ratio move 1 / total moves 159/805 = 19,75% 

Number of conversations in which this move is 

used 

98/100 (only not in example 59 and example 

67) 

 
2.3.3.    Comparison between Lufthansa and British Airways 

In general, the results found in Lufthansa’s corpus are very similar to the results found in BA’s corpus. 

The number of times move 3.1 is used in Lufthansa’s conversations (137 times) is almost the same as 
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in British Airways’ conversations (136 times). The main difference between both companies is that 

move 3.2 does not occur a single time in Lufthansa’s corpus, whereas move 3.2 appears 23 times in 

British Airways’ corpus. It could be that Lufthansa does this deliberately as it might be clearer to the 

customer when a tweet is ended by one’s full name than by one’s initials. There is only one 

conversation in which Lufthansa does not end its tweet by indicating the author’s name and that is 

because Lufthansa opted to go for a meme in that specific conversation. There are also only 2 

conversations in BA’s corpus that not contain an indication of the author’s name or initials. Lufthansa 

implements move 3 a total of 137 times, by which it accounts for 22,95% of all tweets sent by 

Lufthansa. It is also Lufthansa’s most frequently used move of all 13 moves. British Airways on its 

turn applies move 3 a total of 159 times, which accounts for 19,75% of all tweets sent by BA. It is 

British Airways’ second most used move. 

Table 22 : Comparison 

Comparison Lufthansa British Airways 

Number of times move 3.1 is used 137 136 

Number of conversations in which move 3.1 is used 99/100 90/100 

Number of times move 3.2 is used 0 23 

Number of conversations in which move 3.2 is used 0/100 19/100 

Number of times move 3 occurs 137 159 

Number of conversations in which move 3 occurs 99/100  98/100 

Ratio move 3 / total moves 137/597 = 
22,95% 

159/805 = 19,75% 

Ranking move  1/13 2/13 

Other remarkable numbers / / 

 
2.4 Move 4 : Salutations 

Once again, this move is based on one of Zhang & Vasquez’ moves, namely move 4: Opening 

pleasantries, but has been slightly changed once again as well. The main purpose of this move is to 

address the complaining customer before going into further details. It is a polite way of starting a 

conversation and is often used in formal letters and emails and clearly in this new genre of CMC as 

well. This move can also be used throughout the conversation, in order to appear more personal in 

the customer’s eyes. In contrast to Zhang & Vasquez’ study, move 4 has been divided into two 

subcategories in this research. When using move 4.1, the company explicitly calls the customer by 

his/her first name. This move is not restricted to the beginning of the conversation only, but could 

occur almost everywhere in the conversation. Move 4.2 is a more general way and thus less personal 

way of addressing the complaining customer. Some of the most frequent examples of move 4.2 are 

‘hi’ and ‘hello’. It should be stated that both move 4.1 and move 4.2 are often combined as well.  

2.4.1    Lufthansa 

As Lufthansa is fairly open and personal in its communication on Twitter, it could be expected that 

Lufthansa opts to address the customers in a personal way as well. However, there are only 5 cases 

of move 4.1 to be found in Lufthansa’s corpus. Only in 3 out of 100 conversations, Lufthansa directly 
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addresses the customer by his/her first name, which is a surprisingly low number considering 

Lufthansa’s general personal approach.  

Table 23: Move 4.1 Lufthansa 

Move 4.1 Lufthansa  

Move used in first reaction 2 

Move used in last reaction 1 

Move used in F/L reaction 0 

Total number of times this move has been 
used 

3 

Number of conversations in which this 
Total number of conversations thismove is 

used 

3/100 

 
Although move 4.2 occurs almost four times as often as move 4.1, this is still a fairly low number. The 

times that Lufthansa decides to implement this move, it is mostly in the first reaction (6/11).  

Table 24 : Move 4.2 Lufthansa 

Move 4.2 Lufthansa  

Move used in first reaction 6 

Move used in last reaction 1 

Move used in F/L reaction 4 

Total number of times this move has been 
used 

11 

Number of conversations in which this 
move is used 

11/100 

 
When taking Lufthansa’s personal approach into account, one should rightly expect Lufthansa to 

implement move 4.1 in almost every first reaction. However, this is not the case at all since move 4.1 

is only present in 3 tweets. Also move 4.2 rarely occurs. When closely examining those results, it 

could be concluded that Lufthansa deliberately chooses not to address its customers because it 

prefers to go straight into detail and wants to solve the problem as soon as possible. Lufthansa tries 

to tackle the problem without unnecessary fuss.  

Table 25: Move 4 Lufthansa 

Move 4 Lufthansa  

Total number of times this move has been used 14 

Ratio move 4 / total moves 14/597 = 2,34% 

Number of conversations in which this move is used 11/100 (Move 4.1 only occurs 3 times 
and always in combination with move 

4.2) 

 
2.4.2    British Airways 

Move 4.1 occurs in most of the conversations. In total, move 4.2 can be found 133 times and that in 

82 different conversations. The number of times this move is implemented in the first reaction (54 

times) is equal to the number of times it occurs in the last reaction (54 times), which means that 

British Airways addresses its customers by their first name throughout the whole conversation and 
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not at the beginning or the end. Besides, almost a third of the time (42/133) move 4.1 is 

accompanied by move 4.2.  

Table 26: Move 4.1 British Airways 

Move 4.1 British Airways  

Move used in first reaction 54 

Move used in last reaction 54 

Move used in F/L reaction 25 

Total subcategory 133 

Number of conversations in which this move is 
used 

82/100 (total 42 times in combination with 
move 4.2 ; 12 times each move one time, 21 
times twice move 4.1 and once move 4.2, 8 

times twice both moves, once one time move 
4.1 combined with two times move 4.2) 

 
Move 4.2 occurs 56 times and can be found in 47 different conversations. That means that almost 

one conversation in two contains move 4.2. Move 4.2 only occurs 5 times in a conversation without 

move 4.1. Mostly move 4.2 is thus accompanied by move 4.1, which means that British Airways tends 

to both address its customers by mentioning their name and by a general greeting. This is 

exemplified in conversation 3 below. 

Example 3 British Airways 

 
 
Table 27 : Move 4.2 British Airways 

Move 4.2 British Airways  

Move used in first reaction 24 

Move used in last reaction 23 

Move used in F/L reaction 9 

Total subcategory 56 

Number of conversations in which this move is 
used 

47/100 (in total 42 times in combination with 
move 4.1 ; 12 times each move one time, 21 
times twice move 4.1 and once move 4.2, 8 

times twice both moves, once one time move 
4.1 combined with two times move 4.2) 

 
Move 4 is by a mile British Airways’ most used move of all 13 moves described in this research paper. 

In total, move 4 appears some 189 times in 87 different conversations, by which move 4 accounts for 

23,48% of all moves sent by BA. That means that almost every fourth move in BA’s corpus is move 4. 

It might be that British Airways tries to shorten the distance between customer and company by 

addressing the customer by his first name.  
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Table 28: Move 4 British Airways 

Move 4 British Airways  

Total number of times this move has been used  189 times 

Ratio move 1 / total moves 189/805 = 23,48% 

Number of conversations in which this move is 
used 

87/100 (only not in the following examples : 
17,22,32,35,47, 53,56,57,71,81,82,97,99) 

 
2.4.3 Comparison between Lufthansa and British Airways 

Both companies significantly differ in the implementation of move 4. Whereas Lufthansa only 3 times 

addresses the customer by his/her first name, British Airways addresses the customer by his/her first 

name a total of 133 times. In 82 of all 100 conversations, British Airways implements this technique 

of directly addressing the customer by his/her first name. The contrast in usage of move 4.1 between 

Lufthansa and British Airways could almost not be any bigger. Also move 4.2 occurs 5 times as often 

in BA’s conversations (56 times in total) than in Lufthansa’s conversations (11 times in total). Taking 

these findings into account, it could be expected that British Airways finds it more important to greet 

and address the customer by his/her first name than Lufthansa. Whereas Lufthansa in general 

informs the customer in no uncertain terms and wants to come straight to the point, British Airways 

tries to put the customer more at ease. Besides, move 4.2 does mostly occur in Lufthansa’s first 

reaction (6 times), whereas there is no major difference in placement in BA’s conversations. Move 4 

accounts for 2,34% of all moves used by Lufthansa, whereas move 4 accounts for 23,48% of all moves 

used by British Airways. Moreover, move 4 is BA’s most frequently used move of all 13 moves.  

Table 29: Comparison  

Comparison Lufthansa British Airways 

Number of times move 4.1 is used 3 133 

Number of conversations in which move 4.1 is used 3/100 82/100 

Number of times move 4.2 is used 11 56 

Number of conversations in which move 4.2 is used 11/100 47/100 

Number of times move 4 occurs 14 189 

Number of conversations in which move 4 occurs 11/100  87/100 

Ratio move 4 / total moves 14/597 = 2,34% 189/805 = 23,48% 

Ranking move  10/13 1/13 

Other remarkable numbers Move 4.2 F:6 
L: 1 

/ 

 
2.5    Asking additional information 

Move 5 could be considered a new move, as this move is not mentioned in Zhang & Vasquez’ 

research. As Twitter imposes a 140-character limit on its users, it often occurs that people start 

complaining on Twitter without giving all the important details that are of paramount importance for 

the company in order to be able to solve the problem. In those particular occasions, companies have 

to ask additional information to see the larger picture of what really annoys those customers.  
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2.5.1    Lufthansa 

The majority of the times (13/20 times) Lufthansa applies this technique in its first reaction, as the 

customer’s original tweet does not provide enough useful information for the company to be able to 

tackle the problem. Sometimes one question is not enough as is exemplified in conversation 100 

below. All in all, this move occurs in 18 of the 100 Twitter conversations and accounts for 3,35% of all 

moves used by Lufthansa.  

Example 100 Lufthansa 

 
 
Table 30: Move 5 Lufthansa 

Move 5 Lufthansa  

Move used in first reaction 13 times 

Move used in last reaction 1 time 

Move used in F/L reaction 6 times 

Total number of times this move has been 
used 

20 times 

Ratio move 5 / Total moves 20/597 = 3,35% 

Number of conversations in which this 
move is used 

18/100 

 
2.5.2    British Airways 

First of all, it catches the eye that move 5 occurs more than four times as often in BA’s first reaction 

than in its last reaction. British Airways thus clearly prefers to ask additional information at the 

beginning of the conversation instead of later on, which is of course logical as the company often 

does not have enough information to its disposal at the beginning of the conversation in order to be 

able to help solve the customer’s problem. This move appears 48 times in 44 different conversations, 

by which move 5 accounts for 5,96% of all tweets used by BA.  

Table 31: Move 5 British Airways 

Move 5 British Airways  

Move used in first reaction 28 

Move used in last reaction 6 

Move used in F/L reaction 14 

Total number of times this move has been used 48 

Ratio move 5 / Total moves 48/805 = 5,96% 

Number of conversations in which this move is 
used 

44/100 (used twice in the same conversation 
in examples 19, 40, 53 and 62) 
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2.5.3 Comparison between Lufthansa and British Airways 

British Airways asks the customer a total of 48 times for additional information, which is more than 

twice as often as Lufthansa (20 times). Whereas move 5 could be found in almost one in five 

(18/100) conversations on Lufthansa’s Twitter page, this move could be found in almost every 

second (44/100) conversation on BA’s Twitter page. Both companies also mainly implement move 5 

in their first reactions, which is fairly logical as they need more information at the beginning of the 

conversation in order to frame the problem as a whole. All in all, move 5 accounts for 3,35% of all 

Lufthansa’s moves and accounts for 5,96% of all moves used by British Airways.  

Table 32 : Comparison 

Comparison Lufthansa British Airways 

Number of times move 5 occurs 20 48 

Number of conversations in which move 5 occurs 18/100  44/100 

Ratio move 5 / total moves 20/597 = 3,35% 48/805 = 5,96% 

Ranking move  9/13 7/13 

Other remarkable numbers F: 13 
L: 1 

F: 28 
L: 6 

 
2.6 Move 6: Indicaton of multiple tweets 

In comparison with Zhang & Vasquez’ study, move 6 is also a new addition to the list of moves. This 

move is explicitly applicable to tweets as Twitter is the only medium that limits its users in their 

communication. As people sometimes want to post a message longer than 140 characters, they 

subdivide their messages into several tweets. They indicate this by informing the other reader how 

many tweets are yet to come. This move could either appear at the very beginning of the tweet (see 

example 22 below) or at the end of the conversation (see example 53 below), which is generally 

preferred.  

Example 22 Lufthansa 

 
 
Example 53 Lufthansa 

 
 

2.6.1 Lufthansa 

As already has been mentioned in section … , only 17 reactions by Lufthansa are divided into several 

tweets. As the number of divided reactions goes hand in glove with the number of times move 6 

appears, it could already be expected that this move does not occur that often. In total, some 37 
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times this move has been used by Lufthansa, which accounts for 6,20% of all moves used by 

Lufthansa.  

Table 33: Move 6 Lufthansa 

Move 6 Lufthansa  

Move used in first reaction 14 

Move used in last reaction 9 

Move used in F/L reaction 14 

Total number of times this move has been used 37 

Ratio move 6 / Total moves 37/597 = 6,20% 

Number of conversations in which this move is 
used 

17/100 

 
2.6.2 British Airways 

It has already been mentioned that 38 reactions by British Airways are divided into several tweets. 

This is a fairly high number, by which it could be suspected that move 6 will occur often as well. This 

is the case, as move 6 has been implemented 81 times, which accounts for 10,06% of all moves used 

by BA.  

Table 34: Move 6 British Airways 

Move 6 British Airways  

Move used in first reaction 24 

Move used in last reaction 32 

Move used in F/L reaction 25 

Total number of times this move has been used 81 

Ratio move 6 / Total moves 81/805 = 10,06% 

Number of conversations in which this move is 
used 

38/100 

 
2.6.3 Comparison between Lufthansa and British Airways 

As already has been mentioned, British Airways tends to break up its message more often (38 times) 

than Lufthansa (17 times) does. As a consequence, it could be expected that move 6 occurs more in 

BA’s corpus than in Lufthansa’s. This is the case as Lufthansa indicates 37 times in total that the 

message consists of multiple tweets, whereas British Airways implements this technique a total of 81 

times. Not only do both companies differ in the number of times move 6 is implemented, they also 

choose to apply this move at a different place in the company. The most indications of multiple 

tweets in Lufthansa’s corpus can be found in the company’s first reaction (14 times) rather than in its 

last reaction (9 times), whereas that is the opposite in BA’s corpus, in which most indications of 

multiple tweets occur in the company’s last reaction (32 times) instead of in its first reaction (24 

times). All in all, move 6 accounts for 6,20% of all moves used by Lufthansa and for 10,06% of all 

moves used by British Airways.  
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Table 35 : Comparison 

Comparison Lufthansa British Airways 

Number of times move 6 occurs 37 81 

Number of conversations in which move 6 occurs 17/100  38/100 

Ratio move 6 / total moves 37/597 = 6,20% 81/805 = 10,06% 

Ranking move  6/13 4/13 

Other remarkable numbers F: 14 
L: 9 

F: 24 
L: 32 

 
2.7 Move 7: Proof of action 

Move 7 is borrowed from Zhang & Vasquez’ research. However, when examining all tweets in both 

corpora it was clear that this move was too general and should be subdivided into two subcategories. 

This has resulted in move 7.1, which is proof of action that has already been taken place, and move 

7.2, which is proof of action that still needs to be done but will be taken place in the near future. As 

such companies try to assure the complaining customers that they already have undertaken or will 

undertake some kind of action in an attempt to satisfy them.  

2.7.1    Lufthansa 

Only ten times and in only 8 of the 100 conversations does Lufthansa assure its complaining 

customers that some kind of action already has been taken place. Besides, this move mostly occurs 

at the end of the conversation (5/10 times), which is quite logical since Lufthansa can only undertake 

some kind of action after it has received enough valuable information.  

Table 36: Move 7.1 Lufthansa 

Move 7.1 Lufthansa  

Move used in first reaction 1 

Move used in last reaction 5 

Move used in F/L reaction 4 

Total subcategory 10 

Number of conversations in which this 
move is used 

8/100 

 
Move 7.2 remarkably occurs more than three times as often as move 7.1 (31 times). Lufthansa thus 

promises to undertake some kind of action way more often than that it can proof what kind of action 

already has been undertaken. Promises thus prevail over actual proof. In comparison with move 7.1, 

this move does not mainly occur at the last tweet but almost equally appears at the beginning of the 

conversation. Move 7.2 can be found in 28 of the 100 conversations.  
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Table 37: Move 7.2 Lufthansa 

Move 7.2 Lufthansa  

Move used in first reaction 10 

Move used in last reaction 12 

Move used in F/L reaction 9 

Total subcategory 31 

Number of conversations in which this 
move is used 

28/100 

 
In more than a quarter of all conversations (28/00) either move 7.1 or 7.2 is implemented by 

Lufthansa. Move 7.2’s share is approximately three times higher than move 7.1’s share. Both moves 

combined occur 41 times, by which move 7 accounts for 6,87% of all moves used by Lufthansa.  

Table 38: Move 7 Lufthansa 

Move 7 Lufthansa  

Total number of times this move has been used 41 

Ratio move 7 / total moves 41/597 = 6,87% 

Number of conversations in which this move is 
used 

28/100 

 
2.7.2    British Airways 

British Airways does only state in 4 conversations that it already has undertaken some kind of action. 

Besides, this move only occurs in BA’s last reaction, which is quite logical as the company can only 

undertake some kind of action after it has been fully informed.  

Table 39: Move 7.1 British Airways 

Move 7.1 British Airways  

Move used in first reaction 0 

Move used in last reaction 4 

Move used in F/L reaction 0 

Total subcategory 4 

Number of conversations in which this move is 
used 

4/100 

 
In comparison to move 7.1, move 7.2 occurs in no fewer than 37 different conversations. In total, this 

move is implemented 39 times, of which 22 times in the last reaction. British Airways clearly finds it 

more important to inform the customer what it will do (move 7.2) than what it already has done 

(move 7.1).  

Table 40: Move 7.2 British Airways 

Move 7.2 British Airways  

Move used in first reaction 8 

Move used in last reaction 22 

Move used in F/L reaction 9 

Total subcategory 39 

Number of conversations in which this move is 
used 

37/100 
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Although move 7.1 is only present in 4 conversations, move 7 in general can be found 43 times in 

total in BA’s corpus. This is mainly because British Airways prefers to inform its customers which 

actions it will undertake in the near future (39 times). Either move 7.1 or move 7.2 can be found 43 

times in total and that in 40 different conversations. As such, move 7 accounts for 5,34% of all tweets 

sent by British Airways. Only in one conversation, namely complaint 2, move 7.1 is accompanied by 

move 7.2 in one and the same conversation. This could be seen in the example below. At first, British 

Airways assures the customer that it will pass on his/her comments to its Customer Experience team, 

which is clearly move 7.2, as this action still needs to take place. In its last tweet, the online 

employee assures the customer that his/her comments already have been passed to its Customer 

Experience team, which is a great example of move 7.1, as the action already has taken place before. 

Example 2 British Airways 

 
 
Table 41: Move 7. British Airways 

Move 7 British Airways  

Total number of times this move has been used  43 times 

Ratio move 1 / total moves 43/805 = 5,34% 

Number of conversations in which this move is 
used 

40/100 (online in one conversation both move 
7.1 and move 7.2 have been used together : 
example 2) 

 
2.7.3    Comparison between Lufthansa and British Airways 

The total number of times move 7 is used by Lufthansa (41 times) is very similar to BA’s total usage 

of move 7 (43 times). However, both companies slightly differ in the way subcategories 7.1 and 7.2 

are used. On the one hand, Lufthansa clearly informs its customers more often about which actions it 

already has undertaken (10 times) than British Airways does (4 times). On the other hand, British 

Airways states a total of 39 times which actions it is planning on undertaking in the near future, 

whereas Lufthansa does this a total of 31 times. In general, Lufthansa is the company that informs its 

customers the most about which actions already have been undertaken, whereas British Airways is 

the company that informs its customers the most about which actions it is planning on undertaking. 

Besides, move 7.1 and 7.2 mostly occur in either company’s last reaction. All in all, move 7 accounts 

for 6,87% of all moves used by Lufthansa, whereas move 7 accounts for 5,34% of all moves used by 

British Airways. 

Table 42: Comparison 

Comparison Lufthansa British Airways 

Number of times move 7.1 is used 10 4 

Number of conversations in which move 7.1 is used 8/100 4/100 

Number of times move 7.2 is used 31 39 



53 
 

Number of conversations in which move 7.2 is used 28/100 37/100 

Number of times move 7 occurs 41 43 

Number of conversations in which move 7 occurs 28/100  40/100 

Ratio move 7 / total moves 41/597 = 6,87% 43/805 = 5,34% 

Ranking move  5/13 8/13 

Other remarkable numbers Move 7.1: F 1 
L 5 

Move 7.1 : F = 0,  L = 
4 ; Move 7.2 : F = 8, 

L = 22 

 
2.8 Move 8: Expressing (in)ability  

Social media employees are there to help the customer wherever possible. However, sometimes 

they simply cannot help as they do not have the authority to undertake certain actions. In those 

occasions, the companies treat their customers squarely and inform them that they do not have to 

power to help them any further. This is indicated by move 8.1. On the contrary, sometimes those 

social media employees or someone from another department do have the authority to undertake 

further action and then they often let the customer know by implementing move 8.2. It should be 

underlined that this is also a new move and thus could not be found in Zhang & Vasquez’ research. 

2.8.1 Lufthansa 

There are only 5 cases of move 8.1 to be found in Lufthansa’s corpus. In those 5 cases, this move is 3 

times used in the last reaction, which might be an idication that when this move is used, it mostly is 

at the end of the conversation. It could be that Lufthansa is unable to undertake action in more than 

those 5 conversations, however, the company does not flaunt its inability, which after all is a 

reasonable strategy by Lufthansa. Conversation 67 below is a great example of Lufthansa’s decision 

to express its inability to help any further. 

Example 67 Lufthansa 

 
 
Table 43 : Move 8.1 Lufthansa 

Move 8.1 Lufthansa  

Move used in first reaction 1 

Move used in last reaction 3 

Move used in F/L reaction 1 

Total subcategory 5 

Number of conversations in which this 
move is used 

5/100 
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Move 8.2 does not occur that often in Lufthansa’s corpus either. Lufthansa applies this move twice in 

its first reaction and once in a F/L reaction. It could be that Lufthansa decides not to mention that 

they are capable of undertaking certain actions but simply perform instead.  

Table 44 : Move 8.2 Lufthansa 

Move 8.2 Lufthansa  

Move used in first reaction 2 

Move used in last reaction 0 

Move used in F/L reaction 1 

Total subcategory 3 

Number of conversations in which this 
move is used 

3/100 

 
Move 8 does not bear a large proportion of Lufthansa’s total number of moves. In total, move 8.1 

and 8.2 combined is applied 8 times, which accounts for 1,34% of all moves implemented by 

Lufthansa. 

Table 45: Move 8 Lufthansa 

Move 8 Lufthansa  

Total number of times this move has been used 8 

Ratio move 1 / total moves 8/597 = 1,34% 

Number of conversations in which this move is used 8/100 

 
2.8.2 British Airways 

In 7 conversations, British Airways state once that it is not capable of undertaking a certain action. 

This move mostly occurs at the end of the conversation (5 times). Conversation 50 below is a great 

example of this move as it clearly shows that the online employee genuinely would like to help the 

customer but the policy simply does not allow him/her to do so.  

Example 50 British Airways 

 
 
Table 46 : Move 8.1 British Airways 

Move 8.1 British Airways  

Move used in first reaction 2 

Move used in last reaction 5 

Move used in F/L reaction 0 

Total subcategory 7 

Number of conversations in which this move is 
used 

7/100 
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By expressing its ability 11 times in 11 different conversations, British Airways wants to assure the 

customer that he/she is talking to the right person at the right time. The online employee then 

explicitly tells the customer of which it is capable. This move is mostly used in BA’s last reaction (6 

times).  

Table 47: Move 8.2 British Airways 

Move 8.2 British Airways  

Move used in first reaction 2 

Move used in last reaction 6 

Move used in F/L reaction 3 

Total subcategory 11 

Number of conversations in which this move is 
used 

11/100 

 

In general, move 8 does not occur that often in British Airways’ conversations. In total, this move is 

applied 18 times in 17 different conversations, by which move 8 accounts for 2,24% of all tweets sent 

by BA. Besides, example 74 below is the only conversation in which the online employee expresses 

his/her inability first (move 8.1) followed by move 8.2 later on in the message.  

Example 74: British Airways 

 
 
Table 48: Move 8 British Airways 

Move 8 British Airways  

Total number of times this move has been used  18 times 

Ratio move 1 / total moves 18/805 = 2,24% 

Number of conversations in which this move is 
used 

17/100 (only in example 74 both move 8.1 and 
8.2 have been used together) 

 
2.8.3 Comparison between Lufthansa and British Airways 

The number of times Lufthansa expresses its inability (5 times) is similar to British Airways’ 

implementation of this technique (7 times). In both companies, this mostly occurs in the last reaction 

as well. However, both companies differ in the implementation of move 8.2. Lufthansa explicitly 

expresses its ability to undertake some kind of action in only 3 reactions, whereas BA applies this 

technique a total of 11 times. Another difference between both companies is that move 8.2 is mostly 

used at the beginning of Lufthansa’s conversation, whereas it is mostly used in British Airways’ last 

reaction. All in all, move 8 accounts for 1,34% of all moves used by Lufthansa and for 2,24% of all 
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moves used by British Airways. As such, move 8 is ranked eleventh out of all thirteen moves in both 

companies.  

Table 49: Comparison 

Comparison Lufthansa British Airways 

Number of times move 8.1 is used 5 7 

Number of conversations in which move 8.1 is used 5/100 7/100 

Number of times move 8.2 is used 3 11 

Number of conversations in which move 8.2 is used 3/100 11/100 

Number of times move 8 occurs 8 18 

Number of conversations in which move 8 occurs 8/100  17/100 

Ratio move 8 / total moves 8/597 = 1,34% 18/805 = 2,24% 

Ranking move  11/13 11/13 

Other remarkable numbers Move 8.1: F=1, 
L=3 ; Move 8.2: 

F=2, L=0 

Move 8.1: F=2, L=5 ; 
Move 8.2: F=2, L=6 

2.9    Move 9: Providing additional information 

This is a fairly general move as the content used in this move is quite miscellaneous. This move could 

have easily been divided into dozens of small subcategories, but as this would have been arranged 

way too inconveniently this way, there has been opted to stick to one general move instead. Besides, 

this is also a new move and could thus not be found in Zhang & Vasquez’ study on which the research 

conducted in this paper is based. When a company provides the customer with the asked 

information, this is considered move 9. When a company elaborates on its policy and general rules, 

then this is also considered move 9. In general, one could describe move 9 as the company giving 

additional information, be it requested by the customer or not, in order to either help the customer 

to solve his/her problem or to give an explanation as to why something went wrong. 

2.9.1    Lufthansa 

Lufthansa applies move 9 a total of 31 times and mainly in its last reaction (14/31). In three 

conversations (example 52, 69 and 77) move 9 is even used twice in the same conversation. 

Lufthansa implements the strategy of providing additional information in 28 different conversations. 

When looking at the ratio between the number of times move 9 occurs and Lufthansa’s total number 

of moves, move 9 accounts for 5,19%. This means that 1 move in 20 provides additional information 

to the complainant.  

Table 50 : Move 9 Lufthansa 

Move 9 Lufthansa  

Move used in first reaction 5 

Move used in last reaction 12 

Move used in F/L reaction 14 

Total subcategory 31 

Ratio move 9 / Total moves 31/597 = 5,19% 

Number of conversations in which this 
move is used 

28/100 (twice in examples 52, 69, 77) 
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2.9.2    British Airways 

In total, British Airways provides 52 times additional information in 42 different conversations. Move 

9 mostly appears in BA’s first reaction (27 times), whereas this move occurs 17 times in BA’s last 

reaction as well. The ratio of move 9 to all moves used by British Airways is 6,46%.  

Table 51: Move 9 British Airways 

Move 9 British Airways  

Move used in first reaction 27 

Move used in last reaction 17 

Move used in F/L reaction 8 

Total subcategory 52 

Ratio move 9 / Total moves 52/805 = 6,46% 

Number of conversations in which this move 
is used 

42/100 

 
2.9.3    Comparison between Lufthansa and British Airways 

As could be derived from the schedule below, the main difference between Lufthansa and British 

Airways when examining move 9 is that Lufthansa prefers to provide additional information in its last 

reaction, whereas British Airways implements this technique the most in its first reaction. Lufthansa 

provides the customer with additional information a total of 31 times, by which move 9 accounts for 

5,19% of all moves used by Lufthansa. British Airways on its part implements this move a total of 52 

times, by which move 9 accounts for 6,46% of all moves used by BA.  

Table 52 : Comparison 

Comparison Lufthansa British Airways 

Number of times move 9 occurs 31 52 

Number of conversations in which move 9 occurs 28/100  42/100 

Ratio move 9 / total moves 31/597 = 5,19% 52/805 = 6,46% 

Ranking move  8/13 5/13 

Other remarkable numbers F: 5  
L: 12 

F: 27 
L: 17 

 
2.10   Move 10: Request the customer to do something 

Sometimes companies need the customer to do something in order to be able to help them. As such, 

companies make a request and have to await the customer’s reply before action can be undertaken. 

Those requests mostly contain the word ‘please’ as the companies are aware that they ask the 

customer a favour. The complaining customer then in a way has to make a contribution to the 

problem-solving himself, which often falls on stony ground with the complaining customer. Besides, 

by using this move, the companies show that it want to help solve the customer’s problem.  They 

offer their service but need some extra input in return. Important to note is that this is also a new 

move and that move 10 and move 4, namely asking additional information, are often difficult to 
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distinguish and sometimes even overlap. In British Airways’ conversation 43 for instance, there is an 

overlap between move 10 and move 4. 

2.10.1    Lufthansa 

With a total of 85 implementations of move 10, it is Lufthansa’s fourth most used move. This move 

almost equally occurs in the first reaction (23 times) and in the last reaction (21 times). It is no less 

than 41 times used in conversations in which the company only reacts once as well. In 14 

conversations move 10 is even implemented twice and in conversation 67 (see example below) this 

move even occurs three times in one and the same conversation. Move 10 could be found in 67 of 

the 100 conversations, which accounts for 14,24% of all moves used by Lufthansa.  

Table 53: Move 10 Lufthansa 

Move 10 Lufthansa  

Move used in first reaction 23 

Move used in last reaction 21 

Move used in F/L reaction 41 

Total subcategory 85 

Ratio move 10 / Total moves 85/597 = 14,24% 

Number of conversations in which this 
move is used 

69/100 (twice in examples 
8,12,15,22,34,40,49,50,52,62,72,74,78,90 
and three times same move in example 

67) 

 
2.10.2 British Airways 

In 34 conversations the online employee requests the complaining customer to do something. That 

mostly occurs in the last part of the conversation (20 times). In total, this move is used 40 times in 34 

conversations, which means that some conversations even contain more than one request. All in all, 

move 10 accounts for 4,87% of all tweets sent by BA. That means that almost one move in twenty is 

move 10.  

Table 54: Move 10 British Airways 

Move 10 British Airways  

Move used in first reaction 12 

Move used in last reaction 20 

Move used in F/L reaction 8 

Total subcategory 40 

Ratio move 10 / Total moves 40/805 = 4,97% 

Number of conversations in which this move is 
used 

34/100 

 
2.10.3    Comparison between Lufthansa and British Airways 

Move 10, namely requesting the customer to do something, occurs twice as often in Lufthansa’s 

conversations than in BA’s conversations and could be found in double as many conversations as 

well. The main difference between both companies is that Lufthansa requests its customers to 
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undertake some kind of actions themselves after they have been given the appropriate instructions, 

whereas British Airways mostly undertakes that action itself, by which the customer himself does not 

have to undertake any kind of action anymore. Another difference between both companies is that 

Lufthansa does not implement this move at a specific place, whereas BA does. British Airways mostly 

puts its request at the end of its conversation. Move 10 accounts for 14,24% of all moves used by 

Lufthansa and for 4,97% of all moves used by BA. All in all, it could be concluded that Lufthansa 

requests its customers to do something more than twice as often as British Airways.  

Table 55 : Comparison 

Comparison Lufthansa British Airways 

Number of times move 10 occurs 85 40 

Number of conversations in which move 10 occurs 69/100  34/100 

Ratio move 10 / total moves 85/597 = 14,24% 40/805 = 4,97% 

Ranking move  4/13 9/13 

Other remarkable numbers / F: 12 
L: 20 

 
2.11 Move 11: Expressing empathy 

During the analysis of all tweets, it stood out that both companies often expressed their empathy 

and that mainly occurred in four different ways. That is also the reason why this new move has been 

subdivided into four subcategories. Whenever Lufthansa or British Airways expresses any other 

emotion than regret, as this is indicated by move 2, this is labelled with move 11.1. Those emotions 

can range from happiness to surprisement. As such, the complaining customer is more likely to 

experience the conversation as interpersonal, because the company’s reaction shows the true 

feelings of the author of the tweet. Whenever a company implements move 11.2, it basically either 

shares the same emotion as the customer or fully understands how the customer must feel and 

wants to make that clear to the customer as well. With move 11.3, the company expresses some kind 

of wish or hope. The company basically hopes that the customer glosses over the problem caused 

and remains a customer of the company in the end. This move mostly contains the verb ‘to hope’, as 

the company itself wants the customer to be satisfied in the end. Move 4’s last subcategory is move 

11.4, in which the company does not express how it feels by writing its emotions down, but by 

implementing emoticons. It should be stated that only emoticons that give an indication of how 

someone feels, such as a sad face or a smiley face, are considered move 11.4. Other emoticons that 

do not indicate how someone truly feels, such as the emoticon of an airplane used in example 36 

below, are thus not considered move 11.4.  

Example 36: Lufthansa 
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2.11.1    Lufthansa 

There are 6 cases of Lufthansa expressing any other emotion than regret to be found in Lufthansa’s 

corpus. There is also not a specific place in the conversation where this move is implemented the 

most (twice in the first reaction and twice in the last reaction). In example 97 below, three of the 

four subcategories of move 11 are applied by Lufthansa. First of all the company states that it is 

‘really glad to hear that…’, followed up by a thumbs-up gesture which indicate approval. Later on in 

the same tweet, the company hopes that the customer will ‘enjoy your time and board and have a 

good flight.’ And ends the sentence by adding a smiley face.  

 
Example 97 Lufthansa 

 
 
 
Table 56: Move 11.1 Lufthansa 

Move 11.1 Lufthansa  

Move used in first reaction 2 

Move used in last reaction 2 

Move used in F/L reaction 2 

Total subcategory 6 

Number of conversations in which this 
move is used 

6/100 (once combined with move 11.3 
in example 79 and once combined with 

move 11.3 and 11.4 in example 97) 

 
There are 6 cases of move 11.2 to be found in Lufthansa’s corpus. Once this move is directly followed 

by move 11.4 as could be seen in example 31 below. This move pops up in 6 of the 100 

conversations.  

Example 31 Lufthansa 
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Table 57: Move 11.2 Lufthansa 

Move 11.2 Lufthansa  

Move used in first reaction 1 

Move used in last reaction 2 

Move used in F/L reaction 3 

Total subcategory 6 

Number of conversations in which this 
move is used 

6/100 (once combined with move 11.4 
in example 31) 

 
Move 11.3 mostly occurs at the end of the conversation (7 times). It is also the subcategory that is 

applied the most as move 11.3 is implemented 16 times in total. Besides, this move is also 

sometimes used in combination with move 11.1 and 11.3.  

Table 58: Move 11.3 Lufthansa 

Move 11.3 Lufthansa  

Move used in first reaction 2 

Move used in last reaction 7 

Move used in F/L reaction 7 

Total subcategory 16 

Number of conversations in which this 
move is used 

15/100 (once combined with move 11.1 
in example 79, once combined with 11.4 

in example 86, once combined with 
both move 11.1 and 11.4 in example 97, 

twice 11.3 in example 36) 

 
As emoticons are considered established expressions of emotion, it could be expected that Lufthansa 

also implements move 11.4 on a frequent basis. However, this is not really the case as only 6 

conversations contain this move. In total, this move is implemented 7 times, of which three times in 

combination with one of the other subcategories.  

Table 59: Move 11.4 Lufthansa 

Move 11.4 Lufthansa  

Move used in first reaction 2 

Move used in last reaction 2 

Move used in F/L reaction 3 

Total subcategory 7 

Number of conversations in which this 
move is used 

6/100 (once combined with move 11.2 
in example 31, once combined with 
move 11.3 in example 86 and once 

combined with both move 11.1 and 11.3 
in example 97) 

 
Approximately 1 in 4 conversations (28/100) contains one or more subcategories of move 11. In 

those 28 conversations, move 8 appears 35 times, by which move 8 accounts for 5,86% of all tweets 

sent by Lufthansa.  
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Table 60 : Move 11 Lufthansa 

Move 11 Lufthansa  

Total number of times this move has been used 35 

Ratio move 1 / total moves 35/597 = 5,86% 

Number of conversations in which this move is used 28/100 

 
2.11.2    British Airways 

British Airways expresses all its emotions other than regret a total of 21 times and that in 20 

different conversations as well. It is mostly at the beginning of the conversation (11 times), 

after hearing the customer’s complaint, that BA decides to implement move 11.1. Example 

20 below is the only time that the online employee, in this example named Linds, expresses 

how she feels about the matter twice in the same conversation. First she is happy and to 

finish off the conversation she is pleased to hear that the staff were helpful.  

Example 20 British Airways 

 
 
Table 61: Move 11.1 British Airways 

Move 11.1 British Airways  

Move used in first reaction 11 

Move used in last reaction 6 

Move used in F/L reaction 4 

Total subcategory 21 

Number of conversations in which this move is 
used 

20/100 

 
A little less frequent, but still in 16 of the 100 conversations, British Airways shows that it shares in 

the customer’s emotion. The online employee lets the customer know that he/she exactly knows 

how the customer must feel at that exact moment by using this move.  

Table 62: Move 11.2 British Airways 

Move 11.2 British Airways  

Move used in first reaction 5 

Move used in last reaction 8 

Move used in F/L reaction 3 

Total subcategory 16 

Number of conversations in which this move is 
used 

16/100 
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In 14 of the 100 conversations, the British Airways’ online employee explicitly wishes for a positive 

outcome. By using this move, the company shows that it is sympathetic towards the customer and 

hopes for the best in the future. Conversation 7 below is a great example of move 11. 

Example 7 British Airways 

 
 
Table 63: Move 11.3 British Airways 

Move 11.3 British Airways  

Move used in first reaction 5 

Move used in last reaction 5 

Move used in F/L reaction 4 

Total subcategory 14 

Number of conversations in which this move is 
used 

14/100 

In all 100 conversations, British Airways does not a single time express its emotions by the use of 

emoticons. This is quite remarkable, definitely because the complaining customers themselves often 

use emoticons in their tweets to express how they feel about the whole situation.  

Table 64 : Move 11.4 British Airways 

Move 11.4 British Airways  

Move used in first reaction 0 

Move used in last reaction 0 

Move used in F/L reaction 0 

Total subcategory 0 

Number of conversations in which this move is 
used 

0/100 

 
In 43 different conversations, British Airways demonstrates great empathy a total of 51 times, by 

which move 11 accounts for 6,33% of all tweets sent by BA. Move 11.1 and 11.3 are combined a total 

of 4 times, move 11.2 is accompanied once with move 11.3 and in example 82 below even three 

subcategories of move 11 occur.  

Example 81 British Airways 

 
 
Table 65: Move 11 British Airways 

Move 11 British Airways  

Total number of times this move has been used  51 times 

Ratio move 1 / total moves 51/805 = 6,33% 
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Number of conversations in which this move is 
used 

43/100 (move 11.1 and 11.3 are combined 4 
times (examples 10, 91, 12, 41), move 11.2 and 
11.3 are combined once (example 45) and all 
three moves are combined in only one 
conversation (example 82) 

 
2.11.3    Comparison between Lufthansa and British Airways 

As could be derived from the table below, British Airways implements move 11.1 and move 11.2 

considerably more than Lufthansa, both companies roughly apply move 11.3 the same number of 

times and move 11.4 only could be found in Lufthansa’s corpus. This means that British Airways in all 

hundred conversations combined not once uses an emoticon. This is quite remarkable since Twitter 

is an appropriate medium to use emoticons. Besides, British Airways mostly expresses any other 

emotion than regret (move 11.1) in its first reaction, whereas there is no such thing as a preferred 

place in the conversation to use move 11.1 to be found in Lufthansa’s corpus. Move 11.3 mostly 

occurs in Lufthansa’s last reaction, whereas move 11.3 is equally used in BA’s first and last reactions. 

All in all, move 11 accounts for 5,86% of all tweets sent by Lufthansa and for 6,33% of all tweets by 

British Airways, by which it could concluded that move 11 is equally used in both companies’ tweets.  

Table 66: Comparison 

Comparison Lufthansa British Airways 

Number of times move 11.1 is used 6 21 

Number of conversations in which move 11.1 is used 6/100 20/100 

Number of times move 11.2 is used 6 16 

Number of conversations in which move 11.2 is used 6/100 16/100 

Number of times move 11.3 is used 16 14 

Number of conversations in which move 11.3 is used 15/100 14/100 

Number of times move 11.4 is used 7 0 

Number of conversations in which move 11.4 is used 6/100 0/100 

Number of times move 11 occurs 35 51 

Number of conversations in which move 11 occurs 28/100  43/100 

Ratio move 11 / total moves 35/597 = 5,86% 51/805 = 6,33% 

Ranking move  7/13 6/13 

Other remarkable numbers Move 11.3: F=2, 
L=7 

Move 11.1: F=11, 
L=6 

 
2.12 Move 12 : Referring to correct department / link / email or phone number 

As the space to formulate a message is fairly limited on Twitter, companies often refer the 

complaining customer to their website or an external link, where there is simply no 140-character 

limit and consequently can inform the customer without any restrictions. Sometimes that external 

link should be used by the customer to check the status of his/her complaint or for any updates. 

Whenever a company implements a shortened external link, this is an example of move 12.2. A 

company could also refer to its email address or telephone number for further information, which is 

seen as move 12.3. As such, the company deliberately tries to end the conversation on Twitter, 

which is after all still a public social media tool and thus everyone else can read the customer’s 
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complaints. When the customer then sends an email or makes a call, this is no longer attainable for 

the general public, which of course could be a tactical move by the company. The third and last 

subcategory (move 12.1) occurs when the company refers the customer to another more authorised 

department. 

2.12.1    Lufthansa 

26 times Lufthansa refers the complaining customer to the correct department. It catches the eye 

that move 12.1 is accompanied by move 12.2 in no less than 20 of the 26 conversations. This means 

that Lufthansa not only refers the customer to the right department, but that it immediately adds 

the correct link to get in touch with that specific department. This is perfectly exemplified in 

Lufthansa’s last reaction in conversation 12 below. 

 
Example 12 Lufthansa 

 
 
Table 67: Move 12.1 Lufthansa 

Move 12.1 Lufthansa  

Move used in first reaction 6 

Move used in last reaction 6 

Move used in F/L reaction 14 

Total subcategory 26 

Number of conversations in which this 
move is used 

26/100 (18 times in combination with 
move 12.2, twice in combination with 

both 12.2 and 12.3) 

 
Move 12.2, namely providing the customer with an external link, occurs 51 times in 48 different 

conversations, which means that almost 1 conversation in two contains an external link. This move 

slightly occurs more often in Lufthansa’s first reaction (13 times) than in Lufthansa’s last reaction (9 

times). As already mentioned above, move 12.2 is accompanied by move 12.1 a total of 20 times. It is 

also 7 times combined with move 12.3. This means that Lufthansa in most cases gives the customer 

the possibility by providing both an email address and an external link. The customer can thus either 

copy that email address and start elaborating on about his/her bad experiences or can simply click on 

the external link. Either way the company implements move 12.2 to facilitate the customer’s process.  

Table 68: Move 12.2 Lufthansa 

Move 12.2 Lufthansa  

Move used in first reaction 13 

Move used in last reaction 9 
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Move used in F/L reaction 29 

Total subcategory 51 

Number of conversations in which this 
move is used 

48/100 (7 times in combination with 
move 12.3, 18 times in combination 

with move 12.1, twice in combination 
with both 12.1 and 12.3) 

 
Whereas move 12.2 is slightly more used at the beginning of the conversation, move 12.3 clearly 

occurs more in Lufthansa’s last reaction (7 times). In total, this move is implemented 16 times and 

often in combination with move 12.2 (7 times). It even occurs twice that all three subcategories are 

used in the same conversation, as could be seen in example 67 and in example 96 below.  

Example 96 Lufthansa 

 
 
Table 69: Move 12.3 Lufthansa 

Move 12.3 Lufthansa  

Move used in first reaction 2 

Move used in last reaction 7 

Move used in F/L reaction 7 

Total subcategory 16 

Number of conversations in which this 
move is used 

16/100 (7 times in combination with 
move 12.2, twice in combination with 

both 12.1 and 12.2)  

 
As move 12 is applied 93 times, which accounts for 15,58% off all moves used by Lufthansa, move 12 

is Lufthansa’s second most used move of all. Only move 3 scores higher with 22,95% of all moves. 

Those 93 cases occur in 62 of the 100 conversations. Move 11.1 is mostly accompanied by move 12.2 

and move 12.3 is also often combined with move 11.2. Lufthansa clearly tries to facilitate it for the 

customer to get his/her problem solved.   

Table 70: Move 12 Lufthansa 

Move 12 Lufthansa  

Total number of times this move has been used 93 

Ratio move 1 / total moves 93/597 = 15,58% 

Number of conversations in which this move is used 62/100 

 
2.12.2    British Airways 

It only occurs once that British Airways suggests the complaining customer to call another 

department. It is important to state that British Airways itself often talks about other departments in 

its tweets. However, in those tweets BA makes clear that itself already has taken contact with a 

certain department. As a consequence, the complainant no longer has to contact that department 
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himself, by which this no longer could be seen as move 12.1. Example 78 below is the one time BA 

implements move 12.1 as it refers the customer to the Duty Office team.  

Example 78 British Airways 

 
 
Table 71 : Move 12.1 British Airways 

Move 12.1 British Airways  

Move used in first reaction 0 

Move used in last reaction 0 

Move used in F/L reaction 1 

Total subcategory 1 

Number of conversations in which this move is 
used 

1/100 

 
British Airways provides its customers with an external link in only 6 conversations. In five of those 

examples the external linked could be used by the customer to look for any updates on his/her 

specific case. This could for instance be seen in conversation 82 below. The other external link, used 

in example 23, refers to British Airways’ general website on which the customer can find BA’s full 

seating policy. This move does not occur that often, but when it occurs it is mostly in the company’s 

last reaction (4/6 times).  

Example 82 British Airways 

 
 
Table 72: Move 12.2 British Airways 

Move 12.2 British Airways  

Move used in first reaction 2 

Move used in last reaction 4 

Move used in F/L reaction 0 

Total subcategory 6 

Number of conversations in which this move is 
used 

6/100 

 
Just like any of the other two subcategories of move 12, subcategory 12.3 does not occur that often. 

Only in one conversation (example 78 below) British Airways gives the customer the necessary phone 

number in order to be able to contact the dedicated Duty Office team. Besides, in this example both 

move 12.1 and 12.3 are combined.  

 



68 
 

Example 78 British Airways 

 
 
Table 73: Move 12.3 British Airways 

Move 12.3 British Airways  

Move used in first reaction 0 

Move used in last reaction 0 

Move used in F/L reaction 1 

Total subcategory 1 

Number of conversations in which this move is 
used 

1/100 

British Airways only refers 8 times to other mediums or departments and that in 7 different 

conversations. This means that British Airways tries to keep the Twitter conversation going on on 

Twitter instead of somewhere else. That could also be one of the reasons why British Airways’ 

conversations on average are almost one and a half tweet longer. Besides, move 12 accounts for 

0,99% of all moves used by BA.  

Table 74: Move 12 British Airways 

Move 12 British Airways  

Total number of times this move has been used  8 times 

Ratio move 1 / total moves 8/805 = 0,99% 

Number of conversations in which this move is 
used 

7/100 (once in 12.1 and 12.3 are combined in 
one conversation (example 78) 

 
2.12.3    Comparison between Lufthansa and British Airways 

The contrast between both companies could almost not be any bigger when it comes to the usage of 

move 12. Whereas move 12 is Lufthansa’s second most frequent move, it is British Airways second 

least frequently used move. All three subcategories are implemented many times in Lufthansa’s 

corpus (move 12.1 26 times, move 12.2 51 times and move 12.3 16 times), whereas only occasionaly 

in British Airways’ conversations (move 12.1 once, move 12.2 6 times and move 12.3 once). It should 

also be stated that move 12.3 mostly occurs in the last reaction in Lufthansa’s corpus. All in all, move 

12 accounts for 15,58% of all moves used by Lufthansa and for only 0,99% of all moves used by 

British Airways.  

Table 75: Comparison 

Comparison Lufthansa British Airways 

Number of times move 12.1 is used 26 1 

Number of conversations in which move 12.1 is used 26/100 1/100 

Number of times move 12.2 is used 51 6 

Number of conversations in which move 12.2 is used 48/100 6/100 

Number of times move 12.3 is used 16 1 

Number of conversations in which move 12.3 is used 16/100 1/100 

Number of times move 12 occurs 93 8 
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Number of conversations in which move 12 occurs 62/100  7/100 

Ratio move 12 / total moves 93/597 = 15,58% 8/805 = 0,99% 

Ranking move  2/13 12/13 

Other remarkable numbers Move 12.3: F=2, 
L=7 

/ 

 

2.13.    Move 13: Humour 

As Twitter is a place where people can talk to another in a pleasant way, it might sometimes be a 

good idea to use some humour to get the message across. However, it should be taken into account 

that the customer complains about a certain experience and thus most likely is not receptive to a 

witty reply. That is also why this move only rarely occurs in both corpora. But when the company is 

able to make the customer laught, it could easily make him/her put the whole bad experience into 

perspective.  

2.13.1    Lufthansa 

When closely examining the three conversations in which move 13 occurs, it immediately catches the 

eye that Lufthansa only reacts in a witty way if the customer himself already has reacted with an 

overtone of humour. In example 10 below, the customer complains in the form of a meme. 

Lufthansa replies with the same meme, but with a different message. The customer clearly likes this 

move by Lufthansa as he/she replies by saying ‘I like your humour ! ’ . 

Example 10 Lufthansa 

 
 

In the following example, Lufthansa once again tries to react in a funny way after the customer 

himself already showed some sense of humour by sending a GIF, which repeatedly shows a monkey 

getting annoyed and throwing his laptop on the floor over and over again. Lufthansa reacts and adds 

a GIF of a long-nosed monkey that eats and looks around to its reaction.  
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Example 42 Lufthansa 

 
 
Last but not least, in conversation 95 Lufthansa also tries to be funny by adding a GIF to its reply after 

the customer already added a GIF to its complaint himself.  

Example 95 Lufthansa 

 
 
Table 76 : Move 13 Lufthansa 

Move 13 Lufthansa  

Move used in first reaction 0 

Move used in last reaction 1 

Move used in F/L reaction 2 

Total subcategory 3 

Ratio move 13 / Total moves 3/597 = 0,50% 

Number of conversations in which this 
move is used 

3/100 

 
 



71 
 

2.13.2    British Airways 

It only occurs once in the whole of British Airways’ corpus that the online employee tries to be funny, 

and it is even a doubtful case. As could be read in conversation 58 below, the customer complains 

about the overload of magazines and papers in front of him/her, by which the customer has less leg 

room than desired. British Airways reacts in a witty way by tweeting: ‘That seems a little bit like 

overkill on the literature, Pedro.’. However, this example is less clear and is definitely open to more 

than one interpretation. This example also immidiately shows the difficulties of using humour in 

online communication as not everyone shares the same sense of humour. As this move only occurs 

once according to the interpretation of this paper’s researcher, move 13 accounts for 0,12% of all 

moves used by British Airways. 

Table 77 : Move 13 British Airways 

Move 13 British Airways  

Move used in first reaction 0 

Move used in last reaction 0 

Move used in F/L reaction 1 

Total subcategory 1 

Ratio move 13 / Total moves  1/805 = 0,12% 

Number of conversations in which this move is 
used 

1/100 

 
2.13.3    Comparison between Lufthansa and British Airways 

Although Twitter is a great place for companies to react in a funny way to complaints by customers, 

both companies seldomly opts to do so, which could be a missed opportunity to restore the 

complaining customer’s faith in the company. Lufthansa implements move 13 a total of 3 times in 

the form of a GIF (twice) and a meme (once). British Airways’ only tries to be funny once in all 

conversations and it is even a doubtful case. Move 13 is both companies’ least frequently used move. 

Move 13 accounts for 0,50% of all moves used by Lufthansa and for 0,12% of all moves used by 

British Airways.  

Table 78 : Comparison 

Comparison Lufthansa British Airways 

Number of times move 13 occurs 3 1 

Number of conversations in which move 13 occurs 3/100  1/100 

Ratio move 13 / total moves 3/597 = 0,50% 1/805 = 0,12% 

Ranking move  13/13 13/13 

Other remarkable numbers / / 
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Discussion & conclusion 

RQ1 : What are the general characteristics of Lufthansa’s and British Airways’ Twitter 

conversations ? 

The first difference between Lufthansa and British Airways that is worth mentioning, is that 

Lufthansa’s conversations on average are one and a half tweets shorter than British Airways’ 

conversations. Not only is Lufthansa’s average conversation one and a half tweet shorter, the 

company’s contribution to those conversations is on average approximately one tweet shorter than 

British Airways’ contribution to the conversation. Lufthansa’s contribution to the conversation is 

generally 1,77 tweets long and BA’s contribution to the conversation is on average 2,79 long, which 

could be an indication of Lufthansa’s superb and efficient social CRM as it needs on average one 

tweet less to get its message across. Lufthansa’s conversations are generally shorter because it gets 

straight to the point, refers the customer to the right department and aims for a quick resolution of 

the problem, whereas British Airways enters more into dialogue with the customer and wants to 

resolve the problem itself instead of calling in another department.  

Whereas the company and customer almost send the same number of tweets in British Airways’ 

conversations, the customer does most of the talking in Lufthansa’s conversations. It also occurs 

twice as often that a third party intervenes in Lufthansa’s conversations than in British Airways’ 

conversations. Besides, only in BA’s conversations it rarely occurs that a fourth party intervenes.  

Lufthansa mostly reacts once (63/100), whereas British Airways mostly reacts twice (42/100). 

Lufthansa reacts no more than five times in one conversation, whereas British Airways even reacts 

up to seven times in one and the same conversation. Once again this is an indication that Lufthansa’s 

conversations are generally shorter than British Airways’ conversations.  

As Twitter imposes a 140-character limit on its users, sometimes the companies decide not to adapt 

their messages to those restrictions and divide their message into several tweets instead. When 

closely examining both companies, it is clear that British Airways employs this technique more than 

twice as often as Lufthansa does. BA implements this technique mostly in its last tweet, whereas 

Lufthansa mostly applies this technique in its first reaction.  

In all conversations combined, British Airways uses 805 moves, whereas Lufthansa only uses 597 

moves in the same number of conversations. This is mainly because Lufthansa’s conversations are 

shorter. Lufthansa implements a maximum of 6 moves in one tweet, whereas British Airways 

implements a maximum of 7 moves in one tweet. This shows that both companies combine several 

moves in one tweet in order to get their message across.  

RQ2 : Given the 140-character limit Twitter imposes on its users, which moves are more used in 
Lufthansa’s and British Airways’ first reactions than in their last reactions ? 

Both companies implement move 2 (apologising for sources of trouble) and move 5 (asking 

additional information) more in their first reaction than in their last reaction. Move 4.2 (general 

greeting), move 6 (indication of multiple tweets) and move 8.2 (expressing ability) are also more 
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used in Lufthansa’s first reaction than in its last reaction. British Airways on its part applies move 9 

(providing additional information) and move 11.1 (expressing any other emotion than regret) more 

in its first reaction than in its last reaction.  

It could thus be concluded that apologising for sources of trouble (move 2) and asking additional 

information (move 5) in general could be found in a company’s first reaction, as this is the case in 

both Lufthansa’s and British Airways’ conversations. 

RQ3: Given the 140-character limit Twitter imposes on its users, which moves are more used in 

Lufthansa’s and British Airways’ last reactions than in their first reactions ?  

Both companies implement move 7.1 (proof of action that has already been done) and move 8.1 

(expressing inability) more in their last reaction than in their last reaction. Move 9 (providing 

additional information), move 11.3 (expressing hope/wish) and move 12.3 (refering to an email 

address / phone number) are also more used in Lufthansa’s last reaction than in its first reaction. 

British Airways on its part applies move 1.1 (expressing gratitude for the provided feedback), move 

11.2 (expressing general gratitude), move 6 (indication of multiple tweets), move 7.2 (promise of 

action that still has to be undertaken), move 8.2 (expressing ability) and move 10 (request) more in 

its first reaction than in its last reaction.  

It could thus be concluded that expressing proof of action that has already been undertaken (move 

7.1) and expressing inability (move 8.1) in general could be found in a company’s last reaction, as this 

is the case in both Lufthansa’s and British Airway’s conversations.  

RQ4 : Taking the 140-character limit Twitter imposes on its customers into account, which moves 
generally prevail in both Lufthansa’s and British Airways’ conversations ? 

Move 1: Expressing gratitude (light blue in chart) 

British Airways expresses its gratitude more than five times as often as Lufthansa. This move mostly 

occurs in BA’s last reaction as well. By doing so British Airways wants the customer to make sure that 

it appreciates the customer’s feedback or patience, which could be perceived in a positive way by the 

customer.  

Move 2 : Apologising for sources of trouble (red in chart) 

Both companies apologise in around three-quarters of all their conversations. It is also both 

companies’ third most used move of all thirteen moves. This move mostly occurs in both companies’ 

first reaction, as both companies feel that the complaining customer is all but happy and 

immediately want to make clear to the customer that they feel sorry for him/her.  

Move 3 : Closing pleasantries (green in chart) 

Only one conversation in Lufthansa’s corpus and only two conversations in British Airways’ corpus do 

not contain move 3. This means that the customer almost always gets to know the online employee’s 

full name or his/her initials. As such, the complaining customer has a feeling that he/she is talking to 

another person being instead of to a company, which could eventually lead to a more informal 

conversation and a better overall outcome. Move 3 is the most frequently used move by Lufthansa, 
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with a total of 137 times. Although move 3 occurs even more in British Airways’ corpus, namely 159 

times, it is not the most frequently used move by British Airways. However, move 3 is the second 

most used move in all BA’s conversations. 

Move 4: Salutations (orange in chart) 

Both companies significantly differ in usage of move 4. As could be seen in the charts below, move 4 

is used massively in British Airways’ conversations, whereas Lufthansa only seldomly implements 

move 4. Moreover, move 4 is British Airways’ most frequently used move of all thirteen moves, 

whereas move 4 is only ranked tenth of all thirteen moves in Lufthansa’s corpus. This huge difference 

could be attributed to the fact that British Airways addresses the customer by his/her first name in 

almost every tweet. By doing so, British Airways tries to make the conversation less formal. One of 

the reasons why Lufthansa implements this move so rarely, might be because it prefers to get 

straight to the point and thus considers move 4 as less relevant to help solve the customer’s 

problem.  

Move 5 : Asking additional information (purple in chart) 

British Airways applies this move more than twice as often as Lufthansa and thus clearly wants to 

have more information in order to be able to paint a picture of what has really happened. In both 

corpora, the companies almost always ask additional information in their first reaction.  

Move 6 : Indication of multiple tweets (grey in chart) 

As has already been mentioned earlier on, British Airways divides its messages into several tweets 

more than twice as often as Lufthansa. As a consequence, move 6 also occurs more than twice as 

often in British Airways’ corpus as in Lufthansa’s. Both companies also differ in placement of this 

move. Whereas Lufthansa mostly implements move 6 in its first reaction, British Airways mostly uses 

move 6 in its last reaction.  

Move 7 : Proof of action (pink in chart) 

The number of times move 7 is used by both companies is fairly similar. However, Lufthansa clearly 

prefers to inform the customer about the actions it already has undertaken, whereas British Airways 

clearly has a tendency towards informing the customer about the actions it is planning on 

undertaking in the near future. That means that move 7.1 prevails in Lufthansa’s conversations and 

move 7.2 in British Airways’ conversations. In general, move 7 is mostly found in both Lufthansa’s 

and British Airways’ last reaction.  

Move 8: Expressing (in)ability (dark orange in chart) 

Both companies almost identically use move 8.1, namely expressing its inability to undertake a 

certain action, in their conversations. Move 8.1 also mostly occurs in both companies’ last reaction. 

When closely examining move 8.2, namely expressing its ability to undertake a certain action, it is 

clear that this move occurs almost four times as often in BA’s conversations as in Lufthansa’s. British 

Airways thus clearly wants to assure the customer that he/she is in good hands and his/her problem 
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will soon be solved. Both move 8.1 and 8.2 are mostly used at the end of the conversation, however, 

Lufthansa only expresses its ability in its first reactions and not once in its last reaction. All in all, 

move 8 is the third least frequently used move in both companies.  

Move 9: Providing additional information (dark green in chart) 

British Airways slightly provides more additional information to its customers than Lufthansa. This 

could mean that BA feels more the need to give account of why something could have gone wrong 

than Lufthansa does. Moreover, both companies also provide additional information in different 

parts of the conversation. Lufthansa implements this move mostly in its last reaction, whereas British 

Airways implements this move mostly in its first reaction.  

Move 10: Request the customer to do something (dark blue in chart) 

In comparison with British Airways, it occurs in twice as many conversations that Lufthansa requests 

the complaining customer to do something. Most of the times the online employee then friendly 

requests to provide him/her with all details in a DM. As such, Lufthansa moves the conversation from 

its Twitter page, which is accessible to everyone, to a more private atmosphere, far away from other 

Twitter users and other hairsplitters. Besides, only in BA’s conversations it stands out that move 10 is 

more used in its last reactions rather than in its first reactions.  

Move 11 : Expressing empathy (pale green in chart) 

The online employees working for British Airways express their feelings (move 11.1) more than three 

times as often as its counterparts from Lufthansa and also mainly occurs in BA’s first reaction. Also it 

occurs more than twice as often in BA’s corpus that the online employee indicates that he/she 

exactly knows how the customer must feel (move 11.2) after having received such terrible service. 

Move 11.3 almost is almost equally implemented by both companies and in Lufthansa’s 

conversations it is mostly applied in the company’s last reaction. Another remarkable difference 

between both companies is that British Airways not a single time uses an emoticon to express some 

kind of feelings, whereas Lufthansa does so, albeit only 7 times in all conversations combined. In 

terms of ratio between move 11 and all moves combined, move 11 is almost equally used in both 

companies. 

Move 12: Referring to correct department / link / email or phone number 

The implementation of move 12 is also one of the biggest differences between both companies, as 

Lufthansa implements this move many times and BA only seldomly. It is clearly a strategic move from 

Lufthansa to refer its complaining customers directly to another, more authorised and specialised 

department. The employees in those departments should be able the solve the customer’s problem 

more swiftly since they have more knowledge in that specific field than the social media employee. 

This move is also often combined with move 11.2, by which the online employee not only refers to 

the correct department but also immediately provides the complaining customer with the relevant 

external link to get in touch with that department. This should facilitate the customer’s process of 

finding the right person to solve his/her problem. And also move 11.3, by which the company 
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provides the customer with a relevant email address or phone number, occurs way more in 

Lufthansa’s conversations than in BA’s conversations. Moreover, move 11.3 is mostly used in 

Lufthansa’s last reaction. All in all, move 12 is Lufthansa’s second most used move of all, whereas at 

the same time it is BA’s second least frequently used move.  

Move 13 : Humour 

Although Twitter could and should be seen as the perfect medium for companies to interact in an 

informal and funny way with its customers, both companies seldomly use humour to get their 

message across. In those 100 conversations, Lufthansa only tries three times to interact in a funny 

way by using a GIF (twice) and a meme (once). British Airways’ only tries to be funny once in all 

conversations and it is even a doubtful case as well. In this research, move 13 is the least 

implemented move by both companies. When companies finally realise that humour could make the 

customer feel more at ease, they might implement this move more often.  

 

 

Moves Lufthansa

Move 1 : 0,84% Move 2 : 14,74% Move 3 : 22,95% Move 4 : 2,34%

Move 5 : 3,35% Move 6 : 6,20% Move 7 : 6,87% Move 8 : 1,34%

Move 9 : 5,19% Move 10 : 14,24% Move 11 : 5,86% Move 12 : 15,58%

Move 13 : 0,50%

Moves British Airways

Move 1 : 3,35% Move 2 : 10,93% Move 3 : 19,75% Move 4 : 23,48%

Move 5 : 5,96% Move 6 : 10,06% Move 7 : 5,34% Move 8 : 2,24%

Move 9 : 6,46% Move 10 : 4,97% Move 11 : 6,33% Move 12 : 0,99%

Move 13 : 0,12%
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It should be made clear that this study cannot generalise any results as both corpora only contain 

one hundred examples each. As a consequence, it is possible that the results found in this research 

paper are not fully representative of all other conversations on Lufthansa’s and British Airways’ 

Twitter pages. In order to be able to generalise the results found in this research paper, a much more 

large-scaled investigation should be conducted. This research has been conducted in order to serve 

as a guideline for future, more extensive research in the field of social CRM and negative eWOM.  
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Appendices 
 
 

1. Lufthansa’s censored complaints (enclosed in the form of a CD-ROM) 
2. Lufthansa’s corpus + research (enclosed in the form of a CD-ROM and paper version) 
3. British Airways’ censored complaints (enclosed in the form of a CD-ROM) 
4. British Airways’ corpus + research (enclosed in the form of a CD-ROM and paper version) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


