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Abstract:

Purpose To present quantitative results exploring wine brand communication orientations
on the social media platform Facebook, and to examine how consumers perceive different
orientations of communication.

Design’/method/gpproach: An online quantitative survey was implemented to 1099 wine
consumers. The consumers were exposed to a number of posts which varied in their
communication orientation, indicating their perception of each post.

Findings We found empirical support for the typology proposed by Dolan, Goodman and
Habel (2013) as consumers do perceive different types of communication as different
orientations and there is the overlap that was proposed in this earlier work.

Practical Implications Wine brand marketers should examine how consumers perceive their
posts, what may be intended as relationship driven might in fact be perceived by consumers
as sales driven. The examples shown in this research give some insight into how different
perceptions of consumers are and shows that what might appear obvious to the marketers is
not necessarily how the consumer perceives communication.
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1. INTRODUCTION

The conceptual typology shown in Figure 1 (Dolan, Goodman & Habel 2013) prapesed

wine brandcommunication on Faceboakd not fall exclusively into @ne domain Brands

may have a one, two aonulti-dimensional orientationUnderstanding and exploring such
orientations, including the value of each orientation in terms of consumer response provides

an important platform foresearchers and practitionessthin this area.As social media

developed fromD pSHUVRQDO VRFLDOY WR DQ HQYLURQPHQW LC
HMRLQHG LQY WKH FRQYHUVDWLRQ LW LV LPSRUWDQW WF
types of communication as being oriented to either of the three domains in Figure 1.
Prevous research (Dolan, Goodma®11) used a Netnographic approach (Kozinets 2002) to

identify a typology of social media marketing communication. Research (Dolan, Goodman

& Habel 2012, 2013) to develop this into a communication orientation was condsatgd u
gualitative in depth interviews to propose the typology shown in Figure 1. Whilst the
gualitative insights derived from -depth interviews with wine consumers and netnography

of Facebook pages supported the proposition of this typology, furtherchseas needed

using a quantitative approach to confirm if in fact consumers did perceive different types of
communication as having a different orientation. Given the space limitations of this paper,

the method and results only are presented, for thmfitre and conceptual model see the

papers cited above.

Figure 1: The Brand Communication Orientations
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2. METHOD

This study used an online Qualitrics survey to determine wine consumers perceptions of
Facebook posts. The survey was completed by 1099 wine consumers, obtained through a
paying panel provider and screened for Facebook use and wine consumption behaviour as
well as a proportionate age split. A secondary data set was collected from 233 Winery Brand
Managers. Using a database of AuVWUDOLDQ ZLQHULHY ZH HPDLOHG DGG
SHUVRQ WKDW ORRNV DIWHU VRFLDO PHGLD IRU \RXU ZLQH
different Facebook posts. These posts were embedded into the survey using screenshots from
Facebook pages. Each communication orientation had three different posts that had text

only, and three that had an image and text. Respondents were presented with posts in blocks

Rl1 vL] DW WKH VWDUW RI HDFK EORFN WKH\ ZHUH SUHVHQV
Sales, Customer and Event Oriented post; the definitions, shown in Figure 2 below, were

compiled from work undertaken in focus groups after the in-depth interviews used in Dolan,

*RRGPDQ DQG +DEHO $ UWWOLGHUTY VFdualothteaDV XVHG
percentage to which they felt the post was aligned to the relevant communication orientation.

Data were exported to Excel and Euler diagrams were prepared. Euler diagrams are a means

of representing sets and their relationships; they are closely related to Venn diagrams in that

they show area proportions and overlap of sets (Flower & Howse 2002; Stapleton et al 2007).

This enables us to present data in line with the original Venn diagram typology proposed. In

the tables below, No. refers to the number of respondents that indicated a score in that

orientation and the percentage being the average score given.

Figure 2: Brief given to respondents

These types of posts involve the wine brand trying to sell. Information may include product availability, promotions, wine
reviews, sales and exclusive discounts.

Option 2: Customer Orientation:

These types of posts involve the brand trying to build a relationship with you. They may post photos, links and comments
with Information that may not actually be relevant to selling the product, but rather giving an insight into the brand from a
friendly perspective.

Option 3: Event Orientation:

These types of posts involve the brand promoting events. They may be events at the winery, or events in the local region that
the brand is supporting.

If you think a post is two types of orientations, or even three, you can use the sliding scale to determine the percentage of
each orientation.
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3.RESULTS

Due to space limitationshis paper presents a selection of key posts used in the Qualtrics
survey which vary in their degree of sales, event and customer orientations. Each post is
combined with the relevant Euler diagram, which reflects the consumer perceptions of the

post.

Figure 3. Sales oriented post

Henschke

% Have you always wanted to try the Hil of Grace shiraz, but have never had
the opportunity? To celebrate the Barossa Vintage Festival coinciding with
the release of our 2008 Hil of Grace on Tuesday April 2, we are offering an

exclusive tasting in our Cellar Door. This will be the only opportunity to

taste the new release 2008 Hill of Grace anywhere in Australia! Mention you

have seen this post to our Cellar Door staff. Don't miss out, tastings are

limited!

e h96 Q14 P2

This post was expected to be perceived as sales oriented, with a large overlap to event
oriented (Column AC). The post mentions the variety, vintage level, range, ‘cellar door’ and

offers an exclusive tasting for FacebookdaThe overlap with the event orientation

perception is expected to result from the mention of the Barossa Vintage Festival and use of a

specific event date.

Table 1. Post Perceptions

! " #ll $|l |# " !$ " #$u I#$ n
Orientation sales customer event sales + Sales customer Sales +
customer +event + event customer
+event
No. %&' 0* +% ),% )4- -& -
Percentage -)I- 9%0/& ).l WA S+ +/% A,
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Sales orientation was the most commonly selected orientation for this post. This was

followed by event orientation as@acted. The high result for customer orientation was
XQH[SHFWHG EXW PD\ EH H[SODLQHG E\ WKH IDFW WKDW Wtk
offers Facebook fans something special and personalised. Interestingly, whilst the event
orientation score wasger than the customer orientation score (509 and 429 respectively,

the sales + customer orientation score (column AB) was marginally higher than the sales +

event (column AC) orientation score. We could also propose here that the length of written

text inthis post may contribute to the higher degree of overlap.

Figure 4: Customer oriented post

T The Lane Vineyard

;H Sunday

Easter hope and renewal reminds us what matters. Happy Easter
to all.

Like - Comment * Share

@) Ben Toktoshev, Alister Robertson, Megan Bater and 24 others like this.

B Helen Prince Happy Easter to you and your wonderful team!
— 7 3

EBs Sunday at 11:19am via mobie * Like * £ 1

This post was expected to be perceived as customer oriented. We expected little overlap, as
there is only a short piece of text shown. The text does not teltlte brand or product, has

D IULHQGO\ QDWXUH DQG XVHV WKH ZRUGV pKRSHY DQG
associated with customer orientation. There is potential for event orientation perceptions
given the post discuss Easter.

Table 2: Post percegions

! " #! $! " "$ 1 #$! Y
W&+ )T 'HSIn  &I)SF % $,$-(%B6  I'#$1%.% "#$1%.% &10*$+%  I"#$!%.%
&10%$+ % $.$-(%  .%$$-0 &10*$+%
%$,$-06

.| /01! 234 451! 035 64! 065 /41

[(&O0*+1(!  0/70 3575 /1873 270 /71 275 074

Customer orientation, as shown in the blueps#i was the most dominant orientation. This
was followed by event orientation, the white ellipse, expected to appear as a result of the post
referring to Easter. This was the only text only post that demonstrated a clear, dominant
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orientation, indicating that the length of the post (text) may contribute to a lack of clarity
regarding orientation.

The post shown in Figure 5 was expected to be perceived by respondents as customer
oriented. This post discusses the families associated with the brand and makes no mention of
a sale. The post does mention a grape variety however we don’t expect this to contribute to a
sales oriented perception based on the context of the post. Given that the post uses both text
and a photo, we expected that respondents will be able to more clearly distinguish the
orientation.

Figure 5: Customer oriented post

AR The Lane Vineyard

!ﬂ Just luscious Cabernet Sauvignon left to pick on Thursday. Sparing a
thought for the wonderful wives Katie, Karina and Sarah who have
managed without their winemaking men since 22 February. No easy ask
when you have babies or indeed twins. No surprise some children are

resorting to their own coping strategies //7/
W= | w o=
| il | S
s Zt
i
o
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7
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Table 3 Post perceptions
! "l #! $! "#1 "$ ! #$! "#$ |
%&'()*+< )1 —+.(-!  J0*1(& ! (20*!  -+.(-13!  -+.(-131  [O0-*1(&  -+.(-13!
0-x1(& ! (20* !  3120*! /0-*1(&!
3120 !
45! 1"# | #1$! $98! $&'! %% (&9 "&!
6(&/()*+7( ! $O(! 1*)+ | ™M(! ()& "% %)? ()98

Customer orientation was the strongest orientation as shown in the pale blue ellipse. There
was some overlap with sales orientation, which was very unexpected (259 respondents) and
suggests that as a brand operating in a social media space there is likely to be some
perception of sales orientation, despite the lack of mention of product and pricing details
which would be expected in a sales oriented post.

The post displayed in Figure 6 was expected to be perceived most frequently as event
oriented. We expected this to be strong due to the use of an image taken at the event. In
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addition, it includes the title of the event, the word ‘event’ and details of the tour and
workshop. We expect there may be some overlap sales orientation if they perceive the post to
be ‘selling’ the event. In addition, there may be some cross over with customer orientation
given the tone of the post is friendly and personal

Figure 6: Event orientation

Bethany Wines

-/ The often quite vilage of Bethany is gearing up for a busy day, this
morning I dropped in to see the 'Step Back in Time at Bethany' event, a
great family festival event. Later today wil see the Schrapels leading our
vineyard tour and workshop through the historic vineyards at Bethany
Wines.

\
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Table 4: Post perceptions

! " #! $ Y "$ 1 #$! "#$ |
%8 ()*+*) | (-1 0*1& ! (20 ! 3+.(14 3+.(141 $0-*1(&!  3+.(-14
0*1& 1 (20* !  4Q0*! /0-*1(&!
41(20* !
5,6 I"# $ %ES #'&8S$ HE$ TR (# $ W
7(&/()*+8( ! it $ ((*( N*+$ &*'$ P "+*&$ *$

Event orientation, shown in the largest ellipse (C) was the most dominate orientation as
expected. There was some overlap particularly with customer orientation as shown in the BC
section, and overlap with sales orientation to a lesser extent as shown in the AC section. This
is possibly as the event itself focusses heavily on consumers being brought ‘inside the
business’ and sales purely as it is a brand operating within social media.
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Consumer: Marketer Discourse

TWEE The Lane Vineyard

u March 12

Hot tip from Banjo. Coolest place in the heat, the bathroom floor!

The contribution of this paper, both academically and
managerially, is seemithe one example given where we
compare the results from 233 Winery Brand Managers.
The original communication orientations were developed
from a consumer view, though generated by marketers.
We undertook this second phase to see to what extent
Marketes viewed Facebook posts in the same manner as
consumers.

Like - Comment - Share

g John Alexander Hird, Deb Zigenbine, Robin Brown and 43 others like this. Fig u re 7: Custo mer O ri entation

This post was expected to be perceived as customer oriented as the post does not focus on the
product or a sale. The post includes a picture of the family/winerynuetiempts to use
humour to engage their customers. The post makes no mention of wiine boand.

The practitioners were shown the same definitions as provided in Fig. 2. We expected to gain
similar responses to perceptions, but as shown in Figuvtafketers perceptions are much
narrower. Whilst just under 50% of consumers perceive this post to fit under the customer
orientation, nearly 80% of Marketers felt it was customer (relationship) oriented. Nearly
twice as many consumers felt it was satdated as Brand Managers did.

What we see is that, although marketing definitions might seem to fit, as marketers (academic
and practitioners) they seem to be relevant, the media they are communicated in might
impose a consumer perception askew with ntargethought. In social media at leasat,
brand coimmunication appears to be tainted with ‘they’re trying to sell to me’

Figure 8. Consumer vs Practitioner Perceptions

Consumer View Brand Manager View
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4. CONCLUSIONS

Consumes do perceive different types of marketing communication in social media,

Facebook in this exampldifferently. Across all of the eighteen posts we used, in
combinations of text only and text + photo, there were clear distinctions that aligned with the
definitions proposed in earlier research (Dolan & Goodman 2011; Dolan, Goodman & Habel
2012, 2013). The definitions developed for the communications orientations are not mutually
exclusive, some consumers see things outside of the definitions developed/eHiomeach

case there was some reason that could be seen as influencing the perception. We suggest that
the prominence of a sales perception by some consumers in posts that have very low sales
slant might be attributed to the fact that the overall péimephat consumers have of a wine
brand attempting to communicate in what they view as personal, social space. This was
explored in follow up focus groups and is a sentiment expressed by several participants.
Future research should further investigatey wbnsumers perceive posts in the way that they
do, which would help confirm the definition rules for the orientations in the typology.

The contribution of this paper is to demonstrate that whilst marketing might apply definitions

and think of communicain as achieving a desired aim, we must be careful not to over

estimate the power of that message. If a message is designed to specifically achieve a desired
orientation, the data we gathered shows that consumer perception of it is like to be much less

than the way we as marketers perceive it. This potentially leaves much less room for
FRS\ZULWLQJ plOXIlY DQG LV ZRUWK\ RI IXUWKHU LQYHVWL
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