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Abstract

Social media enables companies to promote their brands and products on online social platforms.
Companies can create brand pages on social networking sites to develop consumer—brand
relationships. There is a little research on the understanding of social media communication and how
it can be used to engage the consumers especially by the dairy industry. The relationship between
the consumer and the brand relationships through social media platforms needs to be investigated
to understand dairy products brand efforts and to shed light to the structure of the data available,
the design and delivery of social media content in the dairy industry.

This paper tries to guide further academic investigation on the topics of social media and especially
the consumer engagement in the dairy industry using social media data available through Facebook.
The paper will add to the knowledge in social media and engagement by identifying the main
communication strategies used by dairy brands on Facebook, with engagement rates and patterns
which can be used by both practitioners and academics. The research will also help determine the
future research areas in the field.

Keywords: Social media, Engagement, Communication strategies

Introduction

The communication pattern between consumers and companies have transformed significantly with
the introduction of popular social media platforms (Bergen, 2014). Rapp et al. (2013), showed that
88% of the companies in media, IT and telecommunication, FMCG and retail, travel and leisure have
already strong presence in many social media platforms according to their marketing strategies
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starting from Facebook, Twitter and YouTube (Nisar and Whitehead, 2016. Making social media a
mainstream media platform connecting one-third of the world’s population (Nelson-Field and Taylor,
2012). As it is an efficient way to find new customers and to maintain, retain the existing customers
(Luo et al., 2015) the basic marketing goals. So, social media sites became one of the most important
touchpoints with the consumers for every brand. The researches in this area also showed that the
social media presence leads to better business business performance (Quinton and Wilson, 2016).
The products specifications and quality are shaped according the needs and expectations of
customers using social media (Fiore et al., 2016).

There is a little research on the understanding of social media communication and how it can be used
to engage the consumers especially by the dairy industry.

The relationship between the consumer and the brand relationships through social media platforms
needs to be investigated to understand dairy products brand efforts and to shed light to the structure
of the data available, the design and delivery of social media content in the dairy industry.

This paper tries to guide further academic investigation on the topics of social media and especially
the consumer engagement in the dairy industry using social media data available through Facebook.
The paper will add to the knowledge in social media and engagement by identifying the main
communication strategies used by dairy brands on Facebook, emphasizing valuable statistics and
trends regarding engagement rates and patterns on related pages which can be used by both
practitioners and academics for benchmarking in further academic works. The research will also help
determine the future research areas in the field.

Literature Review

The change in communication scheme has now become “many to many” and networks shifted the
power towards the consumers. The consumers became

active participants in the brand message instead of being passive receivers (Mangold and Faulds,
2009). This change has also modified the information acquisition, purchase behaviour and post-
purchase communication of consumers making them brand advocates or innovators for the brand
making social media presence a valuable asset for the companies (Chu and Kim, 2011; Vivek et al.,
2012)

Scholars have adressed more attention to the aspects of this phenomenon such as the usage
motivations of participants (Joinson, 2008), social interactions, usage patterns (Golder et al., 2007;
Hsu and Lin, 2008), the characteristics of users (Gjoka et al., 2008; Hargittai, 2007), the on online
and virtual brand communities, online brand culture (Schembri and Latimer, 2016) and anti-brand
community behaviours (Dessart et al., 2016). The role of social media presence in communication
strategy in the dairy products industry is however less investigated.The design of their social media
content in this industry with the best practice for marketing activities within the social network
sphere needs to be clarified.

Looking towards the customer side of social media, academic attention has focussed on categorising
social media users and ‘users’ of online communities, distinguishing between users who create
content and who are passive users, referred to as ‘lurkers’ (Nonnecke and Preece, 1999; Preece et
al., 2004). This basic categorisation of online users is limited however there are many roles available
for users in these dynamic social media platforms. Previous research categorised online consumers
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based on their brand loyalty, brand love, use of self-expressive brands and word of mouth (Wallace
et al., 2014) taking into account their engagement intensity on a continuum of low to high activity
(Muntinga et al., 2011) and valence (Dolan, 2016).

This categorisation scheme is justified by consumers who interact with the companies through many
points, product/service (Brodie et al., 2011), media (Calder et al., 2009) and special events (Vivek et
al.,, 2012) but we consider the context of a social media platform and the engagement of the
consumer showing the consumer’s creation, contribution, or consumption of brand-related content
in the social media platform. As suggested by Malthouse et al. (2013) the degree of engagement
varies, from basic engagement such as “liking” a page on Facebook to higher forms of engagement
such as “writing reviews” and possible co-creation activities in both positive and negative valence as
the consumer can also use these platforms to complain and destruct brand value (Bijmolt et al., 2010;
Harris et al., 2010).

The value and potential of social media engagement is shown in the practice by the integration of
social media platforms to the marketing mix (Stelzner, 2014; Sinclair, 2014; Bergen, 2014). Especially,
for the dairy industry where competition is fierce and the brand perception plays an important role,
the brands compete to attract and retain consumers, many are embracing social media to reach their
consumers and communicate their brand quality and personality. Because, with a population of 80
million people, predicted to increase to over 82 million by 2021, Turkey is an important market for
dairy companies. The Turkish dairy market is growing fast with predicted 63kg per person
consumption in 2021.

The majority of Dairy products are sold through hypermarkets and supermarkets followed by
foodservice and convenience stores. Rapidly increasing urbanization, a large young population and
growing income levels are increasing consumption of dairy products in Turkey. New healthier
products are becoming a key growth factor for this industry. Accordingly, social media is particularly
effective among consumers, as word of mouth about these new products is an important driver of
sales. Due to the socialisation aspect of social media, consumers exchange information and
encourage others to try these new products.

The fact that many brands in the dairy sector use social media to interact with consumers is not
surprising; however, many practitioners have identified a lack of awareness and knowledge regarding
effective social media strategy. This includes a significant concern regarding understanding exactly
how and when customers might engage with posts. To contribute to a deeper understanding of social
media strategies and user engagement behaviours within the dairy sector,

this paper focusses on three main research objectives and the resultant contributions surrounding
social media strategy. Specifically, through this research we will try to identify the main
communication strategies of the dairy sector, show the engagement benchmarking statistics of
consumers using Facebook as a social media platform and try to understand the engagement
patterns in the dairy sector to understand their marketing efforts and to provide insights on the
design and delivery of social media content in this industry.

Methodolgy
The purpose of this paper is to shed light on brand communication strategies of companies in dairy
industry on Facebook. One of the goals of social media brand strategies is to engage the users so we
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used the engagement metrics and rates to explore the trends in social media brand communication
strategies to help future campaigns and develop future research areas. In order to do this, we focused
on the data from 6 companies Facebook pages over 4 months beginning on 1 March and concluding
on 30 June 2018. We used Facebook Insights data from active Facebook brand pages in the Turkish
Dairy Market Companies. Facebook Insights with the administrators permission of brands enabled us
high-level monitoring of the activities that occur on that page including the data concerning the
performance of a post, such as the number of people the post reached, the number of people who
clicked the post and the number of people who liked, commented on or shared the post. If the post
is avideo, Insights data also shows the total number of video views, and length of video views. Insights
data provides also the engagement rate defined as the percentage of people who saw a post and
liked, shared, clicked or commented on it.

The 6 brands were selected to ensure a representative sample of the industry according to the
number of fans, region, and frequency of posting. The total number of posts in the data set was 1.090.
The total number of fans across the 6 brand pages at the beginning of the research period was 24.632
and reached 25,812 at the end of the period.

The total of 6 Facebook Insights data files and corresponding engagement metrics for each post were
analyzed using SPSS Statistics. Using the Neuendorf (2002) quantitative content analysis method,
Dolan et al. (2015) coding frame, 1.090 posts were coded for their level of each type of content.

Research Findings

The analyse of the posts revealed that 74.6% of the posts contained informational content, 42%
entertaining content, 10.1% remunerative content and 60.1% relational content. With some posts
having two types of content together and with varying content loads in one type of content.

The results show that the most popular types of informational content used were links to the website
(17%), product images (15%) and details about the product (12%).

Concerning the entertaining content, the most common type was the provision of images of events,
which were evident in 20% of total posts. Remunerative content was used to a much lesser extent
5% and the most popular type of remunerative content was deals and special offers. The relational
content was however commonly used by the companies with 25% within the posts mentioning the
kids and the family.

In addition, the trends regarding the type of post were also analyzed. Types of posts categorised were
text only post, photos and videos. The most common

type of post was the use of photos. The brands used a total of 765 photos (70% of posts), 312 status
updates and only 31 posts were videos. Accordingly, photos have the highest average number of
comments (four comments), and the highest average number of likes (33 likes) and a slightly higher
average number of shares (two shares) than posts that are status updates or videos. This highlights
the need to work for better engagement rates.significant challenges for marketing managers
responsible for stimulating heightened engagement through their Facebook content.

The engagement for the entire data set, irrespective of the type of the post, post time of the day or
post day of the week shows that less than 1 per cent of users who see the Facebook post, make a
comment. The highest number of comments a post received was 47. Posts receive on average 20
‘likes’, which represented 3 per cent of people who saw the post in their news feed. On average,
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posts are shared two times, within a maximum of 24 shares achieved. So, this is a very low level
engagement, representing less than one per cent of the total users reached and only 10 per cent of
users who see a post from a dairy brand in their news feed engage by actions such as commenting,
liking, sharing, watching video, clicking on the post, viewing photos, hiding post, reporting posts or
un-liking the page.

Similarly, previous research have also shown poor online engagement rates, with an average of 0.07
per cent of Facebook fans interacting with a brand’s post (e.g. Gayomali, 2014). This shows the
difficult challenge for marketers to stimulate higher engagement rates amongst fans.

Previous studies have found that users are more active on Facebook brands pages during workdays
(Golder et al., 2007). These studies also show that click through rates of online advertisements
decrease significantly on weekends, and users do less internet searching during weekends (Rutz and
Bucklin, 2011). Accordingly, our results indicate that the lowest level (4%) of activity in terms of
number of posts delivered by the brands over a seven-day period occurred on Sundays, while the
highest number of posts were shared on Tuesdays with 218 occurrences (20%).

A comparison of engagement actions across the days of the week provides important results, the
average number of shares made on a post is significantly higher on Wednesdays. The average number
of comments made on a post remains relatively stable across each day of the week. The average
number of likes made on a post is relatively consistent across each day of the week. Similarly, the
average number of times a link is clicked on is consistently low regardless of the day of the week. The
average number of times a photo is viewed is higher on a Tuesday.

The time schedule within the day shows that users engage less during the morning and their activity
increases towards the evening, reaching high level during the night (Golder et al., 2007). So, it is good
to post for the brands when Facebook users are more active, to be seen on the wall. However, brands
rarely deliver their posts at this time of the day. This difference between post scheduling and peak
engagement times illustrates a potential lack of knowledge on the part of practitioners regarding the
best opportunities for their social media presence.

Results

According to Dolan et al. (2015), model the four social media content categories of informational,
entertaining, remunerative and relational content are applied in this work on dairy products industry.
Over 70 per cent of dairy brand posts include informational content, it’s the most common type of
content and it’ posted in the form of a photo. Entertaining content is also used largely. Despite the
literature where the discounts and economic incentives (Muntinga et al.,, 2011; Cvijikj and
Michahelles, 2013), is important, only ten percent of the posts contained remunerative details. So,
the promotion and discounts are rarely used by the sector. The relational goals are also followed by
companies as they are willing to integrate the users to the discussions and make them active users.
Turkish dairy producers generally use status updates and photos in their posts, however very rarely
use videos. This may be due to a lack of expertise regarding filming processes, an uncertainty
regarding what to film and maybe professional filming costs. However, the only text form and
especially the text with photo form of posts are largely used although the videos provide more
engagement activities and ‘likes’. The passive users have to be stimulated as suggested by Nelson-
Field and Taylor (2012) as they are the majority of users.
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Concerning the time schedule, the results of the study are consistent with previous studies (Golder
et al., 2007; Rutz and Bucklin, 2011). The posting day of companies ‘Tuesdays’ show that marketers
are consistent with the findings in previous and this study.

Conclusions and Future Research

The social media communication strategies of Turkish dairy companies are identified, the findings of
the study can be used by both practitioners and academics. The trends in posting patterns of
companies and users habits according to time schedule is investigated using previous researches
models. The study showed the four typical practice goals of companies and the posting day and
format of companies. A similar analysis is provided for hours of the day to find more effective formats
and hours that will push users to be more active and to engage them to like, and share. These results
are confirmed by previous works and ‘Tuesdays’ are added to the literature as the most practiced
day for posting activities.

The study leads to the development of two questions to be included in future research agenda
starting with the analysis of drivers of engagement and the measurement of social media content
effectiveness. Future research on these issues can enhance our understanding of delivering
effectively social media content to facilitate increased engagement amongst users, and leading to
enhanced customer value.
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