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Executive summary 
This master thesis aims to provide a social media marketing concept for the 

regions of Greater China and Japan. The developed model is elaborated based on 

the example of the Austrian Wine Marketing Board. 

The seminal development of the wine import market in Greater China and Japan 

on the one hand and the awareness that a distinct and strategic social media 

usage is necessary to achieve the best results in raising positive awareness of 

Austrian Wine, are the initial stimuli for this thesis. 

The thesis first delves into particularities of marketing for alcoholic beverages, 

followed by similarities and peculiarities of marketing in the different countries in 

the region of Greater China and Japan. After giving insight into social media 

marketing; especially on the channels WeChat, Sina Weibo and QZone; the theory 

behind the nine steps of an international social media marketing concept are 

amplified. 

Building on this theoretical elaboration, subsequently an analysis of Austrian Wine 

Marketing Board’s macro environment and the competitors’ approach to social 

media marketing follows. Through qualitative interviews with representatives of the 

target group, primary research is conducted.  

The tailor-made social media marketing concept then is integrating all before 

concentrated information and includes an analysis of the initial situation, definition 

of the target group, setting of objectives, selection of suitable channels, definition 

of content’s aspects, organisational implication, monitoring and measurement as 

well as determination of the necessary resources. 
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Kurzzusammenfassung 
Das Ziel der vorliegenden Masterarbeit ist die Entwicklung eines in der Region 

China und Japan anwendbaren Konzepts für Social Media Marketing. Dieses ist 

auf Grundlage des Beispiels der Österreich Wein Marketing GmbH ausgearbeitet. 

Die zukunftsträchtigen Marktentwicklungen für Weinimport in der Region einerseits 

und das Bewusstsein, dass eine spezifische und strategische Social Media 

Verwendung notwendig ist um die bestmöglichen Resultate in Bezug auf 

Aufmerksamkeitssteigerung für Österreichischen Wein zu erzielen andererseits, 

fungierten als auslösende Stimuli. 

Die Masterarbeit befasst sich zuerst mit den Merkmalen des Marketings für 

alkoholische Getränke, anschließend mit Gemeinsamkeiten und Besonderheiten 

des Marketings in den unterschiedlichen Staaten der Region China und Japan. 

Nach einem Einblick in Social Media Marketing; im Speziellen in die Kanäle 

WeChat, Sina Weibo und QZone; wird die Theorie zu den neun Schritten der 

Entwicklung eines Konzepts für internationales Social Media Marketing näher 

erläutert. 

Auf Basis der theoretischen Ausarbeitung folgt eine Analyse des Makroumfelds 

der Österreich Wein Marketing GmbH und der Herangehensweise an Social 

Media der Konkurrenz. Primäre Forschung wurde durch qualitative Interviews mit 

Vertretern der Zielgruppe vorgenommen. 

Das maßgeschneiderte Konzept für Social Media Marketing integriert sämtliche 

davor zusammengetragene Information und inkludiert eine Analyse der 

Ausgangssituation, die Definition der Zielgruppe, Zielsetzung, Kanalauswahl, 

Definition der Inhaltsparameter, organisatorische Integration, Monitoring und 

Erfolgsmessung sowie Festlegung der notwendigen Ressourcen. 
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1. Introduction 
1.1. Initial situation 
The Austrian Wine Marketing Board (AWMB), founded in 1986, is a national 

service body for the Austrian wine industry. One of its dominant aims is to promote 

Austrian wine exports. Sales in the middle- and high-price segment should be 

extended through consequent amendment of image and distribution. The therefor 

underlying marketing work is separated into marketing of general wine topics and 

of wine-growing areas (cf. ÖSTERREICH WEIN MARKETING GMBH n.d.a). 

Especially in the key export markets (Germany, USA, Scandinavia, Netherlands, 

UK and Switzerland), AWMB organises various events for its target group of wine 

experts (importers, merchants, sommeliers, restaurateurs, media representatives, 

etc.) which support the preassigned topics of the current campaigns like 

sustainability for 2016 (cf. ÖSTERREICH WEIN MARKETING GMBH 2016, p. 4). 

Additionally, offline communication is conducted primarily by means of PR, e.g. 

promotional literature, press releases, etc. 

The website is an essential part in online marketing of AWMB and gives visitors 

information about Austrian wine in general as well as insight into current news and 

events. The social media channels – YouTube, Pinterest, Twitter, Facebook, 

Instagram and Google+ – make a supporting appearance and are run by different 

external marketing agencies. Currently, they follow a general, very loose knit 

strategy, are largely autonomous and do not focus on special countries (cf. 

ÖSTERREICH WEIN MARKETING GMBH 2016, pp. 1 - 13). 

The rapid increase in demand and an average price per litre nearly twice as high 

as the average price over all export markets, makes Asia, especially Greater 

China (Mainland China, Hong Kong, Macau, Taiwan and Singapore) and Japan, 

be seen as the market with highest potential for growth by AWMB (cf. 

ÖSTERREICH WEIN MARKETING GMBH n.d.a). Nevertheless, as these markets 

are currently just in growth phase, the knowledge about Austrian wine still needs 

to be built up by AWMB and the expectations of the target group have to be 

identified. 

The marketing activities in this market currently aim for establishing an image of 

“fine wine” among opinion leaders and consist of cooperation with trade 

magazines and web portals, promotional literature, wine journeys (cf. 
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ÖSTERREICH WEIN MARKETING GMBH n.d.a) and a Japanese Facebook 

fanpage where, since 2013, on average five postings per month are published (cf. 

Facebook Ireland Limited n.d.). 

Not having a clear concept for the marketing use of social media, especially in 

China, which has a very distinctive social media culture to the Western one, is 

adverse for AWMB. The importance of social media for companies targeting 

Greater China and Japan can be extracted from Figure 1: Active social media 

accounts as percentage of total population, p. 2 which shows the percentage of 

active social media accounts of the relevant countries (no data found for Macau 

and Taiwan) compared to the population in 2016. The global average of social 

media penetration with 29% is just higher than Japan’s score with 19%. In 

comparison, Singapore’s 66% penetration gives insight into the importance of 

social media within people’s everyday life. 

 

Figure 1: Active social media accounts as percentage of total population (based on Deborah 

Rosabel 2016) 

 

The Asian networks QQ, WeChat, QZone and Baidu Tieba, which currently are not 

used by AWMB, range among the top ten social media networks with the most 

active users in September 2016 (cf. Simon Kemp 2016b).  
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1.2. Challenges 
The role of social media in the global communication strategy of AWMB is 

currently defined as supplementing print, radio, TV and “classic” online 

communication. On the one hand, due to the different languages spoken in the key 

export markets and on the other hand, due to the otherwise missing proximity to 

the target group, AWMB has numerous different social media channels, nearly 

each managed by a particular marketing agency. 

In Greater China and Japan, the company's social media appearance is limited to 

a Facebook page in Japanese, operated externally. Other channels like Twitter, 

YouTube, Pinterest and Google+ are used by the company in English language, 

but not targeted to the audience there or are not accessible by the there located 

internet users. Additionally, popular social media channels in this area like Weibo, 

RenRen, Youku, Line and WeChat (similar to Twitter, Facebook, YouTube, 

WhatsApp) etc. up to now are not on AWMB’s radar at all.  

The differences in cultures, the peculiarities of the social media landscape and the 

expected prosperous market development make it crucial for AWMB to target 

Greater China and Japan well directed. As by now, there is nothing more than a 

geographical undifferentiated social media strategy for 2016, which is well built in 

terms of topics to communicate. However, the fundamental aspects such as the 

well-founded definition of target groups, the linking of social media goals to 

specific overall goals, the strategic usage of the different social media platforms, 

etc. are marginal. All this leads to the impossibility of a truly integrated 

communication, which is especially necessary when dealing with a foreign market 

where no investigation was made up to now. 

The comprehensive examination of the topic, including a deep look into the subject 

of social media channels relevant for Greater China and Japan as well as primary 

research among members of the roughly defined target groups, is needed to attain 

the necessary base for developing a social media concept. Due to the required 

effort, a project of this kind for AWMB is hardly possible to realise without extra 

resources.   
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1.3. Objectives 
AWMB’s goal is to boost Austria’s annual wine export turnover from currently 146 

million euro to 165 million euro by 2019. The markets of Greater China and Japan 

should contribute to this with a cumulated annual wine export turnover of 7 million 

euro (currently 4.3 million euro). 

Consequently, AWMB aims for a strategic handling of the markets and plans to 

achieve an awareness level of 7% among the relevant target groups in Greater 

China and Japan until the year 2020. 

 

This thesis aims to develop a social media marketing concept which AWMB can 

implement in Greater China and Japan by the beginning of the year 2018.  
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1.4. Frame of reference 

 

Figure 2: Frame of reference (own presentation)  
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2. Marketing for alcoholic beverages 
A division of the beverage industry into non-alcoholic and alcoholic beverages is 

needed, as managing those subindustries is influenced by diverging factors. 

Alcoholic beverages can further be subdivided into the main categories: 

• Beer – primarily hops, yeast, malted barley and water 

• Spirits/Liquor – first fermented and then distilled alcoholic beverages 

• Wine – fermented grape juice 

(cf. Bailey 2015) 

 

Regarding its share of the total alcoholic beverage market (2014: 189 million 

kilolitres), beer is the worldwide major category. It is the drink of choice for 

numerous countries, which report a per capita consumption of up to 143 litres per 

year (Czech Republic). In the last years, beer’s market share is constantly losing 

to wine and spirit (cf. Bailey 2015). Worldwide wine consumption in 2014 

cumulated to 23.9 million kilolitres. With 3.1 million kilolitres, USA is the biggest 

market worldwide (cf. Organisation internationale de la vigne et du vin (OIV) 2016, 

p. 9). The worldwide export volume in 2014 was 10 million kilolitres (cf. 

Organisation internationale de la vigne et du vin (OIV) 2016, p. 10). 

 

The purchase of alcoholic beverages is dependent on various factors which a 

company can influence to a certain extent by making use of marketing. According 

to a study by Crowdtap, the majority of US citizens which purchase alcoholic 

beverages regularly (75%) declares that their purchasing decisions are influenced 

by peer recommendations. This is followed by the cost factor and the brand’s 

history or tradition. 35% claim that they are influenced by product packaging and 

30% by brand engagement. For the later examined promotion aspect of marketing 

especially those 95% which would like to collaborate on the brands’ marketing and 

the 58% which are more likely to purchase from those brands which enable them 

to do so, are of importance (cf. Crowdtap Inc. 2015). 
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As there are enormous differences between the alcoholic beverage categories 

wine, beer and spirits, the approach of each specific brand and the regional 

diversity make a generalisation across the complete marketing mix negligent. The 

most suitable for standardization is the marketing mix component of promotion. 

This chapter’s focus therefor lies on promotion. Nevertheless, before delving into 

promotion of alcoholic beverages and its components, a short introduction to the 

other marketing mix aspects is given subsequently: 

 

Product: 

The product itself is offered to the market with the aim to comply with its needs 

and therefore create demand for it. Alcoholic beverages can be classified as short 

life cycle consumer goods (cf. Kotler/Keller/Bliemel 2011, p. 495). Companies 

aiming for long-term success should consider the branding aspect as part of the 

product marketing (cf. Kotler/Keller/Bliemel 2011, p. 509). 

 

Price: 

After initial price setting and besides price modification for reasons like reaction to 

competitors’ behaviour, price modification can be used as a tool to stimulate sales 

directly. This is characterised by its preliminary nature and often subject to 

competition law. Not all choices fit the alcoholic beverage industry but the most 

relevant are loss-leader pricing, special promotional offers, cashbacks and 

psychological discounting (cf. Kotler/Keller/Bliemel 2011, p. 627f). 

 

Place: 

As part of the marketing mix, place refers to the distribution process of a product 

offered to customers. The determination of a suitable distribution network builds 

upon availability of wholesalers, retailers, agents, etc. and depends on product 

characteristics, target group and many other factors. When assuming that an 

alcoholic beverage is distributed (also) via retailers, the influence of placing within 

this supermarket is influential for shoppers’ attention. The effect of end-of-aisle 

display on sales volume can for example be compared to a decrease in price of 4-

9% (cf. Nakamura et al. 2014, p. 71f).  
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Packaging: 

Due to packaging, a distinction to other products can be attained at the point of 

sale. It is generally not just seen by the consumers but also by their surroundings 

and therefore shapes the image of its consumers (cf. Casswell 2004, p. 472). 

Especially the design of alcoholic beverages aims for being attractive to 

consumers and for distinguishing itself. The acceptance and palatability of such 

drinks is verifiably influenced by the way they are packed (cf. Copeland et al. 

2007, p. 1746). 

 

The aspect of marketing where organisations communicate what is part of the 

other Ps of the marketing mix is promotion. Without promotion, a company would 

not be able to exploit the full potential of any activity it conducts. 

 

2.1. Promotion objectives 
The goal of promotion in the sense of being part of the marketing mix of the 

alcoholic beverage industry is to function as “glue” which on the one hand brings 

together people who share similar interests or views and on the other hand make 

those people stick to “their” brand. By making people feel comfortable in a certain 

brand’s presence and by creating social and emotional bonds, the feeling of 

belonging and acceptance is generated. This is done via adopting a certain tone of 

“voice”, appealing to certain values and associating oneself with activities that are 

of intrinsic interest to the target group like humour or music. The communicational 

goals are not even about talking about alcohol consumption but rather about 

everyday activities in which it is subtle suggested that alcohol consumption would 

fit (cf. Purves/Stead/Douglas 2014, p. 73). 

For promotion management within the marketing mix, generally seen there are 

different strategies that can be pursued: 

• Prompting interaction 

• Emotion inducing 

• Real-world tie-ins 

• Responsible drinking message 

• Relationship building 

• Association with success 

• Encouragement to drink 

(Lim et al. 2016, p. 4) 
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Restrictions to the goals any company sets itself are always influenced, among 

other factors, by regulations. Especially when a product is seen as potentially 

hazardous to public health such as alcohol and tobacco, the attention to a 

company’s conduct in marketing ethics is at a high level. 

 

2.2. Regulations regarding promotion 
There are neither global standards for what is allowed in promotion for alcoholic 

beverages nor non-restrictively comparable laws or regulations. Generally, 

industry associations of the main alcohol categories beer, spirits and wine have 

set up self-regulating but voluntary codes of conduct regarding alcohol marketing 

and advertising. Their common goal is to reduce the probability that people below 

legal drinking age will be targeted or appealed by alcohol advertising. No matter if 

from America or Europe; from wine, beer or spirits industry; they are generally 

much alike and aim for the following aspects (especially regarding digital 

marketing): 

• Advertisings should only target adults of legal drinking age 

• Advertisings should only be placed in media where over 70% of 

users/readers is of legal drinking age 

• Marketing activities which includes direct interaction with the customer 

requires age affirmation before engaging 

• User generated content should be moderated and monitored by the 

advertiser when located on a platform where control is feasible 

• User privacy must be respected by all kind of marketing communications  

• If content should somehow be forwarded by users as part of the marketing 

communication, instructions regarding the legal drinking age should be 

included 

(cf. Beese 2015) 
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An US association of breweries suggests guidelines that are more general but give 

further insight in the concreteness and scope of such self-regulatory codes of 

conduct: 

• Advertisings should not suggest that any law regarding sale or consumption 

of beer should be broken 

• Advertisings, regardless of medium or context, should be of modern 

standards of good taste 

• Content of advertisings, including placement, theme and creative aspect, 

should indicate that brewers conduct responsible in society 

• Abuse or unsuitable consumption of their products is strongly disapproved 

of brewers 

(cf. Beer Institute 2015, p. 2) 

 

In France, the dependence on self-regulatory codes of conducts and the 

willingness of the members of the alcoholic beverage industry is not given any 

more since a strict alcohol policy law was introduced in 1991. The so-called “Loi 

Evin” aims for controlling advertisements for alcoholic beverages and tobacco. The 

restrictions refer to those channels where alcohol advertising is allowed and 

includes only press for adults, special events or locations such as wine fairs, 

billboards and under strict conditions on radio. TV advertisements for example are 

completely prohibited. Where advertising is not banned, the content is strictly 

monitored. The seductive tonality and underlying messages should be banned 

from such advertising. Showing somebody in a drinking atmosphere or drinking 

the beverage is not allowed anymore. The advertisings therefore can only highlight 

the product itself (cf. Regaud/Craplet 2013). 

 

Even though marketers cannot decide totally free by the use of which tactics the 

product in the alcoholic beverage industry should be promoted, a vast variety of 

options for alcohol promotion is at disposal. The need for creativity has already 

created some outstanding promotional campaigns for the industry. 
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2.3. Types of and channels for promotion 
Within the before mentioned boundaries, promotion of alcoholic beverages is 

omnipresent. Next to typical sales promotion, the approaches to encourage 

engagement of customers with a brand as well as the (re-)distribution of branded 

and general pro-consumption messages lie on a variety of possible activities: 

• Upload messages and photos to a channel where the brand has control 

over (website, fan page on social media channels) 

• Sell branded merchandise and collectables 

• Compete on user generated content like videos, via apps or games 

• Tactic approval of unofficial Facebook pages which promote the brand or 

company 

• Advertising by alcohol outlets such as liquor stores, supermarkets, etc. to 

promote sales 

• Etc. 

(cf. Lobstein et al. 2017, p. 23f) 

 

Dependent on the goal of promotion, certain promotion types or channels are 

more suitable than others are. Because of marketers’ creativity, there is no limit to 

ideas for promotional marketing. The main categories though are: 

• Advertising 

• Personal Selling 

• Sales Promotion 

• Public Relations and Publicity 

• Direct Marketing 

(cf. Kotler/Keller/Bliemel 2011, p. 652) 
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2.4. Criticism on promotion 
The alcoholic beverage industry argues that, since alcoholic beverages are legal 

products, it should be legally fully entitled to advertise for its products and that a 

prohibition of doing so would have very serious consequences on the whole 

industry as well as on the media channels which are currently used for marketing 

activities. Naturally, it is their intention to show one-sided advertisements where 

the negative aspects of alcohol consumption like alcohol addiction do not exist. 

This is a thorn in the sides of public health organisations because the marketing 

aims for attracting new drinkers and for increasing sales among existing, 

especially heavy customers. The intensive advertising seems to approve and 

legitimise the use of alcohol, which can cause damage to people and society (cf. 

Institute of Alcohol Studies n.d.). Especially adolescents who are exposed to 

alcohol advertisements more (measured through higher advertising expenditures) 

also drink more. “Each additional dollar spent per capita raised the number of 

drinks consumed by 3%” (Snyder et al. 2006, p. 18). 

Even though the alcoholic beverage industry defends itself by referring to 

numerous existing codes of conduct regarding responsible alcohol advertising, this 

self-regulation is insufficient for critics. An accusation that these voluntary codes 

do not go far enough and do not address the advertisements’ content adequately 

so that they would stop appealing young people is frequently discussed (cf. Babor 

2010, p. 774). An approach, which is mentioned often in this context, is the French 

“Loi Evin” law on promotion for tobacco and alcohol. European critics recommend 

a regulation based on Loi Evin as minimum standard. In addition to the existing 

regulations, which are included in Loi Evin, further details on allowable content and 

volume of advertising as well as on online marketing, product placement and 

sponsorship should be introduced. The increasing importance of social media and 

mobile communication in the marketing context calls for additional regulations of 

these channels (cf. European Alcohol Policy Alliance (EUROCARE) 2014, p. 10). 

The fact that countless studies were conducted to determine if advertising for 

alcoholic beverages even has a significant impact on alcohol abuse can be seen 

as a double-edged sword. None of the studies up to 1986 provided sufficient all-

embracing evidence for the US Federal Trade Commission to increase the 

regulations on alcohol advertising back then (cf. Popper 1986, p. 442). Nowadays 

there are as much studies arguing for an impact on alcohol abuse, as against it.  
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3. Marketing in Greater China and Japan 
3.1. Peculiarities 
The main differences within the region “Greater China and Japan” relevant for the 

marketing mix are summarised in Table 1: Characteristics of Greater China and 

Japan, p. 14. 

The number of total population varies between 0.6 million inhabitants in Macau 

and 1.3 billion inhabitants in China. In general, regardless of the field of operation, 

this has a significant impact on the market size. 

The economic growth, expressed as GDP (gross domestic product) growth, 

adjusted for inflation, and showing the countries’ performance 2016 in comparison 

to 2015. The significance of this number lays in the insight into general growth of 

economic performance of a country. This further allows precautious predictions of 

further development in the next years. With Macau being the only country with 

negative growth, the general value of fostering trade with these countries can be 

deviated. 

The inflation rate compares consumer prices from 2016 and 2015 and shows that 

there is no remarkable deviation, which have to cause specific precaution when 

trading with one of these countries. 

Depending on the mode of distribution (e.g. online or via intermediaries), the 

percentage of settlement density, respectively urban population as percentage of 

total population and the share of internet users, the differences between the 

particular countries may influence the marketing strategies, especially the “place”. 

The purchasing power parity shows the amount of local currency necessary to buy 

the same amount of goods and services in the local market as US dollars would 

pay for in the United States of America (cf. International Monetary Fund 2017). 

This gives international comparable information about possible levels of prices and 

the pricing strategies in the particular countries. 

When seeing these countries as one target market, it has to be kept in mind, that 

the language barrier plays an important role. While in China, Singapore and 

Taiwan the most widespread language is Mandarin Chinese, people in Hong Kong 

and Macau use Cantonese Chinese and Japanese is of importance for Japan. 
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When it comes to written Chinese, the so-called “simplified” Chinese character set 

is widely common. This influences mainly packaging and promotion. 

 

 Hong 
Kong 

China Japan Singapore Taiwan Macau 

most widespread 
language, spoken 
by % of population 

Cantonese 

90% 

Mandarin 

70% 

Japanese 

99% 

Mandarin 

36% 

Mandarin 

70% 

Cantonese 

83% 

total population in 
millions 

7 1,343 126 6 23 0.6 

urban population 
as % of total 
population 

100% 56% 94% 100% 78% 100% 

internet users as 
% of total 
population 

85% 50% 93% 82% 88% 78% 

purchasing power 
parity (PPP) 

5.8 3.5 103.1 0.9 15.2 5.6 

economic growth 
(GDP real growth) 

1.4% 6.6% 0.5% 1.7% 1.0% - 4.7% 

inflation rate 2.6% 2.3% - 0.1% - 0.8% 1.3% 3.3% 

Table 1: Characteristics of Greater China and Japan (based on Central Intelligence Agency 2017) 

 

3.1.1. Culture 

A shared pattern of symbols, heroes, rituals and values learned by the members of 

a group are defined by Geert Hofstede as culture (cf. Hofstede/Hofstede/Minkov 

2010, p. 67f). 

The national culture should be considered as a significant influential aspect for 

understanding consumer behaviour and marketing decisions. Especially in the 

markets of Greater China and Japan, the cultural values differ noteworthy from 

those of Western cultures (cf. Zhu 2009, p. 526f). The cultural dimensions’ model 

by Geert Hofstede gives insight into the six cultural dimensions – power distance, 

individualism vs. collectivism, masculinity vs. femininity, uncertainty avoidance, 

long-term orientation vs. short-term orientation and indulgence vs. restraint. In 
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Figure 3: Six cultural dimensions model, p. 15, the relevant country scores (no 

data found for Macau) can be seen. 

 

Figure 3: Six cultural dimensions model (based on Hofstede Centre n.d.a) 

Those scores which all countries of Greater China and Japan have rather in 

common (all above or all underneath score 50) will be explained in chapter 3.2.1 

Culture, p. 17. 

 

The masculinity dimension indicates for example the societies’ drivers. 

Competition and achievement are motivators in highly masculine cultures such as 

Japan whereas consensus and humbleness are seen as valuable in comparably 

feminine countries such as Singapore and Taiwan. This should be considered for 

the evaluation of the competitive situation and for necessary differences in the 

tonality of marketing communication (cf. Hofstede Centre n.d.b). Buying and 

further showing of status symbols is related to the masculinity degree of a society 

as well as the difference between the role of men and women are both 

implications additionally to be taken into account (cf. Mooij 2011, p. 48). 

The indices of uncertainty avoidance give insight into the cultures’ feeling of 

threat when being confronted with ambiguous or unknown situations and the 

handling of those (cf. Hofstede Centre n.d.b). While Japan and Taiwan therefore 

have a high need for comprehensibly prepared detail information on e.g. origin and 

ingredients and rather dislike alterations and adapt new products slowly, the lower 

scoring countries like Singapore and Hong Kong are not experiencing unknown 
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factors as such a risk (cf. Mooij 2011, p. 49). To fit to the predominant level of 

uncertainty avoidance, two different approaches to stimulate wine sales are widely 

used. On the one hand, in cultures with high uncertainty avoidance, the perceived 

risk for customers is aimed to be lowered by adapting the product to local 

preferences. In countries such as Taiwan and China, Western alcohol is often 

mixed with sweet lemonades to fit the preference for sweeter drinks. Some 

wineries even start producing wine specifically for those markets as the dry wines 

which are popular in Western countries do not meet the preferences of many 

Asian consumers. On the other hand, in countries with low level of uncertainty 

avoidance, alcoholic beverage industry benefits “from consumers that are 

increasingly eager to experiment with Western brands” (Nelson 2011). 

 

3.1.2. Law 

Even though there are vague parallels to the general marketing restrictions, which 

were elaborated in chapter 2.2 Regulations, p. 9, the countries of Greater China 

and Japan have particularities in their regulative laws concerning marketing, 

especially in the alcoholic beverage sector. 

Hong Kong is relatively mild in the field of advertising. The Association of 

Accredited Advertising Agencies agreed on restrictions regarding advertising in the 

attention field of children. This results in a reservation of alcohol advertising for 

adult public. Further, warning messages against drinking and driving have to be 

included (cf. Export Entreprises SA 2017b). 

Japan has comparable governmental marketing regulations that differ by the 

content of the message that is needed to be included. The words “Drinking is 

accepted for those over 20 years old” have to be displayed. Further, advertising 

must at least consist partly of Japanese language (Export Entreprises SA 2017c). 

While still such marketing tools as product placement and event sponsorship are 

unregulated in China (and there is even no legal minimum age for purchasers), it 

has deeper going and especially trans-sectoral regulations concerning marketing 

than the before mentioned countries (cf. MarketLine Advantage 2016b, p. 20). 

Chinese government theoretically claims ultimate control over any marketing 

content and the advertising law is relatively nontransparent for unacquainted 

companies for this reason. Advertising for alcoholic beverages is not allowed to 
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use medical jargon implicitly or explicitly. Further it has to “safeguard the dignity 

and interests of the state” which means that national symbols and government 

images as well as obscene, discriminatory, superstitious or content that is 

dangerous for the “social stability”; is prohibited (Export Entreprises SA 2017a). 

Singapore’s Advertising Standards Authority focuses even more on the importance 

of the effect of advertisement on society. The downplay of patriotism and quality of 

life in Singapore, the distortion of citizens’ influence on national issues and other 

aspects directed to the society’s wellbeing are regarded. The concept of 

testimonials or endorsement is regulated by being directed to the authenticity of 

the personal experience. Additional to the prohibition of promoting health effects of 

drinking also the stimulant, tranquilising or sedative effect must not be promoted. 

Children may be portrayed in advertisements for alcoholic beverages but it must 

be provided clearly that they are not drinking alcohol (cf. Advertising Standards 

Authority of Singapore 2008, p. 13). 

In Taiwan, a warning label with “overdrink will hurt health” has to be included in 

any advertisement for alcoholic beverages. Concerning the protection of minors, 

the state forbids the appearance of children or adolescent looking people in 

advertisement or the sound of them in the background. Further, children and 

teenagers should be protected by the prohibition of advertising in timely proximity 

to TV programs targeted to them (cf. Export Entreprises SA 2017d). 

 

3.2. Similarities 
3.2.1. Culture 

When comparing the scores of Greater China and Japan within the before 

mentioned six cultural dimensions model by Geert Hofstede, it can be seen, that 

all countries have scores above 50 in power distance. This dimension implicates 

societies’ acceptance and expectancy of unequal power distribution. All those 

countries are built on Confucian teaching, where a key principle – the stability of 

society – is based on the basic, unequal relationships which themselves are based 

on complementary and mutual obligations (cf. Hofstede Centre n.d.b). This 

reciprocity is very important, as only after establishing an interrelation, a 

discussion about price, wine quality, etc. is possible in such cultures (cf. Beverland 

2002, p. 54). 
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While all other dimensions of the model are independent of each other, power 

distance is closely related to the dimension of individualism vs. collectivism. 

Therefor the common scores of below 50, implicating rather collectivistic societies, 

is a natural consequence (cf. Mooij 2011, p. 52f). The significance of 

interdependences which is a root for high power distance societies, also can be 

seen in the low individualism countries. Complying with the group of relatives, 

friends and colleagues is a driver for consumers’ purchasing decisions. This 

implicates the beneficial possibilities of relationship marketing use, also by key 

opinion leaders which have a substantial influence on masses in such societies 

(cf. Liu et al. 2011, p. 1246). Even obvious consumption of luxury goods 

corresponds to that through “stand out by fitting in”, which is rather seen as a 

symbol for honourable citizenship than personal distinction (Gots 2015). The 

avoidance of deviating from the collective norm is also seen as wine consumers of 

collectivistic countries seek assurance from friends and colleagues by buying well-

known brands or at least wine from countries which are known for their wine such 

as especially France (cf. Somogyi et al. 2011, p. 476). 

Also the dimension of long-term vs. short-term orientation is rooted in 

Confucian teaching. The Eastern societies which are based on those values all 

have rather high scores and therefore are long-term oriented. The results of this 

are among others, the acceptance of parallel truths as well as thrift (cf. Mooij 2011, 

p. 49f). Also, the preserving of traditions as well as the focus on societies’ effort 

regarding the future rather than the present is reflected by the approach of not 

adapting to modernity but rather using it as a mean to serve the society’s own 

purpose (cf. Prange 2016a, p. 14). In the field of marketing, this should be echoed 

by incorporating a society’s traditions such as cultural festive days into promotional 

activities as well as presenting the roots of a product or company on the one hand 

and the long-term future impact on the other hand. In Confucian countries, 

Traditional Chinese Medicine (TCM) is deeply embedded in everyday life. This 

results in the widespread adoption of measured wine consumption (especially red 

wine) comparable to the consumption of medicines (cf. Somogyi et al. 2011, 

pp. 476 - 478). 

The dimension of indulgence vs. restraint gives insight in self-control of 

societies’ members. The common extent to which people of Greater China and 

Japan control the gratification of impulses and desires is shown by the shared 
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scores of below 50. The suppression of actions by social norms and of indulgence 

by themselves is perceived as omnipresent and natural (cf. Hofstede Centre 

n.d.b). In spite of societal changes such as the one-child policy in China and the 

therefore more self-centred worldview, this generation perceives to bear great 

responsibility to fulfil the parents’ expectations rather than enjoying a fun life (cf. 

Prange 2016b, p. 18). This results in neglect of leisure, (self-)restriction of desires 

and wants and the attempt to behave disinterested which has severe impact on 

the necessary marketing approach for an indulgence product like wine. The linking 

of products or services solely to leisure and the disregard of aspects which help 

consumers take them towards their targets, leads to a serious loss of credibility 

and relevance within the purchasing decision process (cf. Minkov 2011, p. 86). 

 

3.2.2. Law 

It can generally be said that all government regulations regarding marketing have 

the protection of society’s interest from unbridled business behaviour in common. 

Nevertheless, there is no universal, worldwide or law specific for Greater China 

and Japan regarding regulating marketing (cf. Frith/Mueller 2010, p. 62). There are 

overlaps can be deviated from chapter 3.1.2 Law, p. 16 but on the detailed view 

there are differences between the specific countries. 
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4. Social media marketing 
Among the choices of media for transporting the promotion of alcoholic beverages, 

there is the option of making use of social media channels. As an introduction to 

the topic, first, definitions will be provided. An outline of some of the largest social 

media channels worldwide then gives insights into the core of social media 

marketing. 

 

4.1. Definitions 
For a better understanding of this paper, the most important terms – social media 

and further social media marketing – will be clarified forthwith. The purpose of 

these chapters is not to give a thorough compilation of all available definitions. 

Rather one definition for each necessary term, based on widely recognised 

definitions in professional circles, valid for this paper, should be assembled. 

 

4.1.1. Social media 

Since the upcoming of the first social sites in the 1990s, innumerable definitions of 

the term social media can be found. To set boundaries to the term of “social 

media”, the following definitions are considered: 

Kaplan and Haenlein define social media generalised as “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 User Generated Content” 

(Kaplan/Haenlein 2010, p. 61). As individuals do not just interact in a private 

context but also on behalf of businesses, the viewpoint of businesses has to be 

considered. In their focus, social media is “the technological component of the 

communication, transaction and relationship building functions of a business which 

leverages the network of customers and prospects to promote value co-creation” 

(Andzulis/Panagopoulos/Rapp 2012, p. 308). 

 

To categorise the different social media platforms, parameter values of the two 

dimensions of interaction and individualisation were used in 2013 by Bruhn and 

Hadwich for a categorisation matrix.  
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Figure 4: Categorisation of social media platforms (based on Bruhn/Hadwich 2013, p. 9) 

 

As from now, these categories will be used in this paper for the differentiation of 

social media platforms. 

When examining the categorisation of social media platforms, it can be learned 

that the different platforms are facilitators for different kinds of communication 

(needs) and therefore result in different social consequences and rewards for its 

users. On the one hand, the outcome of this are users which follow trends in the 

usage of certain platforms but add them to their existing bundle of media use 

rather than completely replacing existing ones (cf. Quan-Haase/Young 2010, 

p. 350). On the other hand, for marketing, this implicates that companies have to 

understand the communication needs and resulting consequences to select the 

right channels for their communication purposes. 

 

To define the scope of the term “social media”, the differentiation to related terms 

has to be given. It has to be highlighted at this point, that even though the terms 

are often interchanged, social media platforms and social network sites cannot be 

used synonymously. As seen in the matrix above, social network sites are a 

subcategory of social media. They are “web-based services that allow individuals 
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(boyd/Ellison 2007, p. 211). 
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It can be concluded that social media channels are technological channels that 

can be used for different communication reasons. Among those possible purposes 

for businesses is the use for marketing purposes. 

 

4.1.2. Social media marketing 

As social media channels are based on the interaction between people, and the 

main task of marketing is the shaping of interaction between organisations and 

people, it is congruent that social media has its main business relevance in the 

functional area of marketing (cf. Bruhn/Hadwich 2013, p. 11). 

Through the introduction of social media, communication between organisations 

and its stakeholders is democratised. Regardless of the wishes and actions of 

organisations, communication about them takes place. The possibility to give 

permission to communicate with or about an organisation is taken from the 

marketing and public relations departments. People create, share and consume 

information on social media channels, irrespectively if the organisation concerned 

participates in the communication or not. The decision to be part of that 

communication as an organisation is the first step to conducting social media 

marketing (cf. Kietzmann et al. 2011, p. 242). Social media marketing only works 

properly if people participate in the process of creatively generating content. This 

implicates the necessity to persuade them to do so (cf. Evans 2012, p. 34). 

Social media communication can be utilised in different components of the 

marketing mix. Product, price, place, people or promotion politics can benefit from 

social media usage if applied well. The passing of a preparative examination of 

effectiveness is a prerequisite (cf. Bruhn/Hadwich 2013, p. 34), even though 

communication via social media is seen as one of the channels with most impact 

on a company’s success in short- and medium-term (cf. Richardson 2010, p. 2). 

This implicates that the usage of social media communication for marketing 

purposes cannot be seen as “an isolated process but rather the final step of a 

consistent strategic effort” to improve the entire organisational standing 

(Constantinides 2014, p. 43f). On a tactical level, social media marketing can be 

defined as an “interdisciplinary and cross-functional concept” which aims for the 

reach of organisational goals by the creation of value for stakeholders. At the level 

of strategies, social media marketing includes all decisions of the organisation 
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regarding scope, culture, structure and governance of social media utilisation for 

organisational purposes (cf. Felix/Rauschnabel/Hinsch 2017, p. 123). 

The above-mentioned decisions are all connected with each other. Considering 

social media marketing just as supplemental, as mean for interaction with 

customers or as a simple tool for managing reputation is not ample enough. Social 

media marketing is rather a method of managing all these and many more aspects 

simultaneously. Therefore, solely setting up a presence on social media channels 

cannot be classified as marketing (cf. Andzulis/Panagopoulos/Rapp 2012, p. 306). 

The consequence of the scope of social media marketing is a need for 

commitment of resources of all organisation parts, for collaboration and for a vision 

regarding the organisational development that it can contribute to (cf. 

Andzulis/Panagopoulos/Rapp 2012, p. 309). 

Regarding the incorporation of social media marketing, different approaches are 

found (see Figure 5 Incorporation of social media marketing, p. 23). In the past, 

social media marketing was primarily classified as a subcategory of online 

marketing, which itself covers all measures targeted on guiding people towards a 

specific online presence where a business deal can be made. Online marketing in 

turn is a division of internet marketing, which consists of all target-oriented usage 

of internet services for marketing purposes. Depending on the social media 

activities, recently it is often classified as a separate marketing category, 

interfering with online marketing. This occurs for example when using a link to the 

proprietary website in social media postings or – if using the fan page for selling – 

aiming to guide people to the fan page itself (cf. Lammenett 2015, p. 26).  

 

Figure 5: Incorporation of social media marketing (based on Lammenett 2015, p. 26)  
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For businesses, the interminable number of social media platforms, the different 

characteristics of its stakeholders, which lead to the usage of different social 

media platforms and different goals, result in the necessity of being present on the 

“right” channels (cf. Bruhn et al. 2011, p. 37). Below can be found an introduction 

to the largest platforms, which are available for this selection. 

 

4.2. Largest platforms 
Through the definition of social media can be noted, that it is not possible to 

determine a definitive number of worldwide social media channels. Further, the 

term “largest” has to be defined before deciding upon certain platforms. For this 

paper the selection of channels for further description was conducted in the 

following way: The ten most popular social media channels according to the 

number of users as percentage of population (Q4 2015) of each of the relevant 

countries of China, Hong Kong, Singapore and Japan (no numbers found for 

Macau and Taiwan) were ranked. After an accumulation of those rankings a new 

cumulated ranking was compiled. 

As for certain popular social media channels like Facebook the number of 

publications is significantly higher than for non-famous channels, next, via the 

search engine Google, a search for all the above ranked channels (search term: 

“social media … explained”) was conducted and compiled in a ranking. Those 

channels with the least results in the Google search (Sina Weibo, QZone and 

WeChat) were selected for further elaboration. 

To countercheck, a ranking of the largest channels (linked to the number of MAU – 

monthly active users) conducted in September 2016 by WE ARE SOCIAL PTE 

LTD., was consulted. Among those, WeChat is on 5th place, QZone is on 6th place 

and Sina Weibo is on 12th place worldwide. This list will be explained according to 

their functionality, relevance for social media marketing as well as monitoring and 

measurement aspects the next chapters (cf. Simon Kemp 2016b). 

All relevant ranking diagrams for the selection of channels can be found in the 

appendix, chapter 1. Diagrams for channel selection, p. A-2. 
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4.2.1. Functionality 

For being able to make use of a certain social media channel for marketing 

purposes, it is crucial to comprehend its functionality. This includes general 

information about the channel, the functions which are offered to its users and the 

user activities. 

Aspects that all channels have in common were left out in the elaboration. These 

include for example the significance of censorship by Chinese internet 

government. Through the implementation of a “cyber police” as well as the 

cooperation of the site operators, the monitoring of communication was 

established (cf. Fu/Chan/Chau 2013, p. 43). 

 

WeChat: 

Established in 2011 and with currently 806 million worldwide MAU (cf. Simon 

Kemp 2016b), WeChat is part of the Tencent Group which offers internet value 

added services in China (cf. Tencent n.d.b). Beyond China, WeChat is mainly 

used in the regions Singapore, Taiwan and Hong Kong by Chinese-speaking 

people (cf. Graziani 2015). 

Tencent itself describes WeChat as a social app, which is “innovating new ways to 

connect, communicate and share” (Tencent n.d.b). Constantly evolving, WeChat 

offers much more features than the “Western” social media user is used to. The 

interrelated services and functions, all integrated directly within WeChat, build an 

entire ecosystem (cf. Reddy 2016a). Among other functions, users can do the 

following within the WeChat app: 

• Read web articles and news 

• Play games 

• Order a taxi 

• Order food delivery 

• Send money to friends (“Red Pocket”) 

• Pay for purchases 

• Donate to charity 

• Book medical appointments 

• Renew their passport 

• Pay municipal charges/ fines 

(cf. Kemp 2016a) 

The “classic” functions of WeChat are instant chatting, for which a private account 

is necessary (opposite: public accounts, see chapter 4.2.2 Relevance for social 

media marketing, p. 28) and the so-called “WeChat Moments” which is one of the 
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core functions. It is similar to the news feed of social media channels like 

Facebook. Users can share content with people they are connected with (cf. 

effective marketing (Shanghai) Co. Ltd. 2016). 

The Top Ten activities for private users on WeChat are: 

1. Browsing and posting on Moments 

2. Sharing (image, voice message, video, etc.) 

3. Reading content via followed public accounts 

4. Sending/receiving money 

5. Mobile payment 

6. Sharing stickers/emoji 

7. Use “Shake” feature 

8. Use WeChat sports 

9. Gaming 

10. Social commerce  

(cf. Graziani 2016) 

Over 61% of users check their WeChat Moments each time they open the 

application (36% open WeChat more than 30 times per day) and 55% of users use 

the app more than 1 hour daily. WeChat Moments is of great importance to 

organisations which aim for marketing communication via this social media 

channel because there, also the content generated by public accounts which a 

user has subscribed to, can be found (cf. Graziani 2016). 

 

Weibo: 

The social media channel Weibo was launched by the Chinese Sina Corporation 

in 2009. “Weibo” can be translated from Chinese literally as “micro-blog”. As there 

is also another one (Tencent’s Weibo), this specific channel is also popular as 

“Sina Weibo” (cf. Koetse 2015). With currently 282 million MAU it currently is the 

biggest Chinese web portal (cf. Simon Kemp 2016b). 

The classification as a combination between Twitter and Facebook often arises 

because functions such as “Groups” like in Facebook can be found in Weibo. 

Other functions of Facebook are not included in Weibo. In the Western regions, 

the channel Weibo is also often compared with the microblogging service Twitter. 

Those microblogs are characterised by sending and reading short messages, 

usually restricted to 140 characters. Nevertheless, Weibo offers more functions to 

its users than Twitter. These additional functions (e.g. posting of sentiments, 

commenting on other posts, etc.) and the circumstance that 140 Chinese 

characters allow much more content in one posting than 140 Latin characters, 
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propose a unique classification. A main difference to WeChat are the unidirectional 

relationships. This implicates that people “follow” others to read their postings 

(called weibos, consisting of text, videos, images, GIFs or hyperlinks) and can 

then like or share them without the need to be followed back (cf. Koetse 2015; 

Berthon et al. 2012, p. 263; Hettler 2010, p. 45). 

 

Popular created or shared content on Weibo predominantly consists of jokes, 

images and videos. This can be traced back to the demographics of the users. 

Weibo users “tend to be young urban students between the ages 18 and 30” 

(Yu/Asur/Huberman 2015, p. 1154 quoted from CNNIC 2014, n.p.). In comparison 

to Twitter, Weibo is seen as a rather private channel by its users. Therefore, the 

postings are more frequent and include more private information than on Twitter 

(cf. Koetse 2015). 

 

QZone: 

QZone is a social media channel, which was established by the Tencent Group in 

2005. It is described as “a next-generation personalized multimedia space 

exclusively owned by users (…) [which] creates a brand-new online lifestyle built 

around three major content categories: self expression, content sharing and peer 

interaction” (Tencent n.d.a). Currently, QZone has 652 million MAU worldwide (cf. 

Simon Kemp 2016b). 

It is strongly connected to another social media channel by Tencent called “QQ”, 

as all users of QZone automatically become a member of QQ and vice versa. 

Users build a private network through relationships to acquaintances in which they 

then share content. The core of QZone are so-called personal microsites via which 

users can post text blogs and pictures as well as listen and share music (cf. 

Honigman 2016). Further functions include for example status updates, document 

sharing and gaming. The personal profile is highly customisable, similar to the 

possibilities on MySpace. Additionally, QZone offers the connection with third party 

applications (cf. Kaplan 2016b). 
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4.2.2. Relevance for social media marketing 

If planning to use a social media channel for marketing purposes, the focus is on 

different aspects of the functionality then when using it in private life. The relevant 

differences in functions to “ordinary” accounts as well as the behaviour of users 

when being confronted with marketing activities for each channel will be 

elaborated in the following paragraphs, oriented alongside the phases of 

developing a social media marketing concept (see chapter 5 International social 

media marketing concept, p. 34). Due to the specifications of monitoring and 

measurement for the three elaborated social media channels, this aspect is 

explained in an own chapter 4.2.3 Monitoring and measurement, p. 32. 

 

Target group 

As mentioned before, organisations, public figures, etc. can establish an “official 

account” within WeChat. A limitation concerning the official accounts consists in 

the requirement for one thousand followers before being able to verify an account. 

Due to the advantage in contrast to private account, of obtaining geographical 

information about users which can be used for sharing location-specific content 

with a certain group of users, the effort contributes to the further targeted usage of 

WeChat as a marketing tool (cf. effective marketing (Shanghai) Co. Ltd. 2015). 

Similar to other social media channels, Weibo offers the verification of users, 

which gives organisations the opportunity to communicate with their stakeholders 

via Weibo (cf. Yu/Asur/Huberman 2015, p. 1144). As mentioned earlier, Weibo is 

perceived as a private channel by its users. This feeling also effects the field of 

communication with organisations and the possible target group that can be 

reached via Weibo. Micro-blogging on Weibo is seen as the “equivalent of text 

messaging a friend”. For organisations, this results in users that actively demand 

information (cf. Nelson 2013, p. 2). On Weibo, it is possible to communicate 

privately with others. By these means, organisations can directly interconnect with 

followers to react to their postings (cf. effective marketing (Shanghai) Co. Ltd. 

2015). 
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Objectives 

Accounts on WeChat are linked to a mobile phone number, which is required for 

identification. This results in a low number of fake profiles in comparison to other 

social media channels like Weibo. Consequently, the “value” of a follower of an 

organisation is higher and the spreading loss, which distorts goal accomplishment, 

is lower on WeChat than on other channels (cf. effective marketing (Shanghai) Co. 

Ltd. 2015). 

For private and professional users who are not familiar with the Chinese language, 

the comprehension issue is of mayor concern when pursuing objectives. A 

constant increase in users not posting in Chinese attracts more leads to Weibo 

being an increasingly international social media platform, which helps Western 

companies with the language barrier, and reaching their targets (cf. Zhang 2015). 

Generally, when following an organisation’s page on QZone, this is done because 

the user strives for entertainment reasons. This can also be seen in the following 

spiral: Social media channels are used to get in contact and interact with others. 

The more a certain channel can meet the perceived appropriateness for this 

concern, the higher is the willingness to use it. This again leads to a higher 

suitability and so forth. Organisations have to integrate themselves into that circle 

without disrupting it. The usage frequency does not affect this spiral or the 

tendency to interact with organisations negatively. This means that also those 

users, which are less intensively active on QZone, can be engaged (cf. Apaolaza 

et al. 2015, p. 68). 

 

Channel selection 

For official accounts, a variety of advertising formats, which can be seen as 

advertising channels within the social media channel, are at disposal on WeChat. 
The targeting options include demographic characteristics such as location, 

interests, age, gender, access device and mobile service provider (cf. effective 

marketing (Shanghai) Co. Ltd. 2016). 

By its functionality, Weibo aims to serve as a “discovery based network” to its 

users. Similar to WeChat, Weibo offers the possibility to target users differentiated. 

This results in the instinctiveness to serve as a social media marketing tool (cf. 

Kaplan 2016a). According to Millward and the Sina Corporation (cf. Millward 
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2016), 45.8% of users find advertisements on Weibo very or quite useful while 

only 23.7% think that advertisements are not very or seriously not useful. In 

addition to the standard functions of Weibo, verified accounts have specific 

additive options that aim for the improvement of interaction rates of users: 

• Arrange contests or polls 

• Schedule weibos to “prime-time” 

• Customise page layout 

• Interconnect related pages 

• Analyse account and page 

followers 

(cf. Wee 2011) 

QZone can be used for marketing purposes by different means. Additional to 

those functions which also regular accounts can use, business accounts can place 

advertisements as “sponsored posts” in the user feeds or as banner ads. It is as 

well possible for organisations to become members of relevant group discussions 

on QZone and to take part actively in the conversations on a regular basis by 

posting and commenting on relevant topics (cf. Kaplan 2016b). 

 

Content 

While within the WeChat “Moments” function, users prefer to be confronted with 

content in the form of pictures (50.7%) and text (50.0%), short videos (45.2%) and 

articles (22.3%) are less favoured. Besides viewing content, users on WeChat 

Moments like (57.6%) and comment (38.5%) other postings, post own (35.1%) or 

share content (23.8%) (cf. Graziani 2016). 

A function available for both kind of accounts on Weibo, though of greater 

importance for those which want to increase the interaction rate, is called “Hot 

Topics”. It is comparable to “Google Trends” or Twitter’s “Tailored Trends”. 

Through filtering functions, users can research which are the current widely posted 

words and hashtags within the social media channel (cf. Reddy 2016b). 

Organisations can use this to discover content trends to follow. 

The results of a study conducted by Apaolaza (cf. Apaolaza et al. 2015, p. 67) 

support the information regarding content from the previous chapter, that QZone is 

used for “fun” rather than for information search, even though male users have a 

preference for more information and therefore interact more often with associated 

organisations.  
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Organisational Implementation 

Due to the diverse range of functions, the integration of WeChat with other 

business and marketing aspects can easily be conducted. For example, by the 

WeChat payment service, convenience for customers during the payment process 

can be established (cf. Soper 2016). 

Weibo is increasingly integrated into Western social media management tools that 

enable their professional users to share cross-channel content. While Twitter, 

Facebook, LinkedIn, etc. are already well established among those tools, most 

Eastern Chinese social media channels are still less developed in regards of this 

professionalism. Weibo is included in the most popular cross channel 

management tools, for example “Hootsuite” since 2012, and can be managed by 

the use of a dashboard (cf. Schroeder 2012). 

The core element of QZone, the microsites, are highly customisable and resemble 

more the appearance of own websites rather than the rigid structure as known 

from Facebook pages. Because of this flexibility, the suitability for campaign 

marketing is given (cf. Honigman 2016). Likewise, the function of creating events 

where users can be invited to – similar to Facebook events – is available (cf. 

Apaolaza et al. 2015, p. 63). 

 

Resources 

By private people, WeChat is predominantly used to “receive and share important 

and timely information”. This implicates a wish for social interaction (Lien/Cao 

2014, p. 109). As a result, organisations have to ensure resources and automated 

tools for providing the desired conversations with users (cf. Tanner 2013).  

A limitation to integrated communication by the use of various social media 

channels and interlacing the followers of each account is given through the 

competition between Tencent Group and Sina Corporation, respectively WeChat 

and Weibo. Even though the channels contrast in many aspects, both go after 

attention and consideration of social media users in China. On the one hand, this 

results in the banning of accounts on Weibo which promote their accounts on the 

respective other social media channel (cf. Custer 2014 quoted from TechWeb 

2014, n.p.). On the other hand, a need for extra resources is created, as content 

has to be reprocessed separately for those channels.  
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4.2.3. Monitoring and measurement 

Irrespectively of the chosen social media channel and the activities an 

organisation conducts on them, to being able of perform effectively and efficiently, 

performance has to be evaluated. While a high return on investment can be seen 

as the top-level goal to be measured, each social media channel has unique 

metrics that provide information about an organisation’ social media deployment. 

 

WeChat: 

WeChat offers analytics features to verified accounts. In comparison to the level of 

detailedness of Western social media channels like Twitter or Facebook, WeChat 

analytics are rather basic and do not give a profound look onto the follower base 

(cf. Kingham 2016). 

A simple, yet important metric in measuring the success of an organisations 

marketing appearance on WeChat is the number of followers. In comparison to 

social networks where the search function is an important tool for users to find 

organisations to connect with, WeChat is arranged around so-called QR codes 

(some kind of further developed barcodes). By scanning an organisations’ 

personalised QR code, WeChat users can become followers. The codes have to 

be implemented on websites, (where allowed) other social media channels, 

products, etc. to be found and scanned easily (cf. Tanner 2013). 

Nevertheless, a more significant metric in this sphere is the arrival rate. It targets 

the messaging function of WeChat. It sets the number of content receivers and the 

total number of followers in relation. The difference between those two numbers 

result by followers blocking the organisations messages. This reaction again can 

be caused by various reasons like annoyance by the receiver because of “bad” 

promotion activities and is particularly alarming to organisations as those users, 

might as a next step, “unfollow” the organisation. The so-called open rate aims for 

the WeChat Moments function. It compares the number of users which visit the 

organisations’ Moments (and therefor see the newest published postings) with the 

number of users which then also interacts by clicking on the links, pictures, etc. 

This metric gives insight into the content relevance for users, the choice of 

publishing time, etc. (cf. Yun 2015). 
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Weibo: 

The most basic, still valuable metrics, which can be directly retrieved from Weibo, 

are: 

• Influence level 

• Most loyal followers 

• Followers’ growth rate 

• Most popular weibos 

• Categories of interest of users 

who are following 

• Categories of interest the 

followers are from 

(cf. Wee 2011) 

The above-mentioned influence level “measures the impact of each user on 

overall information propagation of microblogging platform” and is depending on the 

attention rate, activity level and microblog content influence. The greater the 

influence level, the higher the attention rate and further on, the higher the 

dissemination of the users published content (cf. Yu/Chen/Ran 2016, p. 868). 

In consequence of the combination of the cultural behaviour that Asians refer to 

peer feedback in the buying decision process and the fact that social media 

channels are used by them to retrieve this information, organisations should pay 

attention to the number of positive feedback on Weibo for assessing long-term 

success. If the number of endorsement is not satisfactory, by providing incentives 

to leave reviews, an increase can be supported. Supplementary, the rate of user-

generated content is used for measuring the followers’ engagement degree. 

Generally, Weibo has a relatively high proportion of user-generated content. This 

content can be reused by organisations, which reduces the necessity of own 

content production. Another characteristic of Asian social media channels is the 

popularity of gift-giving features. This means buying relatively low-priced items 

directly via social media or sending small amounts of money to show appraisal (cf. 

Schraff 2015). By offering and measuring the acceptance, respectively buyers 

rate, organisations can involve themselves into everyday life of social media users. 

 

To complete the social media section, a review of social media marketing concept 

parts follows with the aim of complementing the preceding chapters.  
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5. International social media marketing concept 
5.1. Introduction to marketing concepts 
After WWII, production was seen as the primary bottleneck, a need to “empathise” 

with customers and considering their needs was not given. Nowadays, due to a 

generally high level of competition, modern marketing is conducted in a market-

oriented manner as visible in Figure 6: From production to market orientation, 

p. 34. This results in the criticalness of the competitors’ relative positions to each 

other, which is determined by the viewpoint of customers’ advantageous 

perception (cf. Plinke 2015, pp. 80 - 84). 

 

Figure 6: From production to market orientation (Plinke 2015, pp. 80 - 84) 

 

Marketing can influence the customer’s perception only if managed well and 

therefore has to include “the processes of analysis, planning, implementing, 

monitoring, and controlling of the value-creating activities” targeted towards 

favourable customers and actively conducted (Plinke 2015, p. 97). The 

corresponding phases of those processes are compiled of the following: 

1. Define competitive arena: 

This is the context regarding the competitive positions and focusses on the 

elements which differentiate the competitors 

2. Analyse players’ roles and rules of the game: 

This step takes into consideration all participants in the “competitive 

arena” and therefore includes competitors as well as the target customers. 
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3. Set marketing goals: 

They are derived from the organisations overall objectives and are sub-

divided. They give insight in the competitive market position regarding 

aspects like price and quality. Without them, no monitoring and therefore 

no effective and efficient marketing can be conducted. 

4. Plan market tools: 

This concerns the design of interaction with potential customers. Only by 

matching the selection of channels and activities to the customers’ needs, 

the commercial interests can be pursued successfully. 

5. Implement: 

This involves coordinating and targeting all activities of the areas involved 

to the customer by translating the plan into actions. 

6. Monitor: 

The actual internal and external effects of the conducted marketing 

activities are compared with the predetermined goals. This provides the 

basis for future improvement. 

(cf. Plinke 2015, pp. 99 - 101) 

 

If expanded by the phase of resource determination, a social media marketing 

concept can be built upon these phases. Accordingly, the next chapters reflect 

precisely those topics. All these steps are constituted by management decisions, 

which build upon each other and have to be taken to being able to go through the 

whole process (cf. (Lilien/Rangaswamy 2008, p. 529). 

It has to be understood that social media channels, even if intended by the 

organisation, are not for pure advertisement sending. The users expect to be 

granted additional benefit by “following” the organisations social media activities. 

An only pretended proximity to users will lead to not be taken seriously. In 

contrast, the required transparency, authenticity and endurance will be profitable 

on the long-term (cf. Fiege 2012, p. 910f). This has to be considered when setting 

up any social media marketing concept. 
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A solid social media marketing concept is the premise for successful 

implementation. Nevertheless, it is neither rigid nor eternal. Due to changes in 

social media channel trends, accomplishment of goals, unexpected challenges, 

business expansion, etc. a formerly suitable social media marketing concept might 

result as outdated. The supervision of the current status and possible adaption 

therefore accompanies social media marketing constantly (cf. LePage 2016). This 

is also apparent in Figure 7: Circle of social media marketing, p. 36, which displays 

the before mentioned phases of building a social media marketing concept as a 

circle. 

 

Figure 7: Circle of social media marketing (based on Ceyp/Scupin 2013, p. 20) 

 

5.2. Initial situation 
To identify the influencers, a subdivisional analysis on macro- and micro level as 

well as the organisational situation itself has to be conducted. The macro level 

consists of information on the developments in social, economic, politic, legal and 

technological level. On the micro level, general market characteristics such as 

changes in customer needs and behaviour as well as competitors’ goals and 

strategies are looked at (cf. Homburg 2017, p. 471f). 

Cylce of 
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situation 
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stakeholder 
determination
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execution

activities 
controlling
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For an integrated method to analyse macro-, micro- and organisational level, a 

SWOT analysis can serve as information basis for the further course of action (cf. 

Homburg 2017, p. 501). The analysis of strengths and weaknesses represents the 

internal part of this management method, the opportunities and threats constitute 

the external, macro level analysis. 

The SWOT for social media marketing purposes has to cater to social media 

aspects. This means that a more detailed insight with the social media activities 

has to be included next to the general business information. First, the 

organisational readiness to using social media marketing has to be investigated. 

On the one hand, being willing to let go of the control over the message and on the 

other hand, the willingness to invest time and effort in pursuing the social media 

marketing goals has to be ascertained (cf. Weinberg/Heymann-Reder/Lange 2010, 

p. 19). The analysis should contain: 

• Landscape of current social media channels where the organisation is 

represented and the current activities which are carried out 

• Information of responsibilities, resources and know-how for social media 

activities within the organisation 

• Already available content that could be used for social media 

• Current goals and strategies, if applicable 

• Current people connecting with the organisation via social media 

• Comparison of own social media activities to competitor’s activities 

o Frequency 

o Content 

o Response by target group 

(cf. LePage 2016; Holmes 2015, pp. 179 - 181; Beilharz 2014, pp. 82 - 84) 

 

A further aspect to consider is based on the circumstance that communication 

about a certain organisation is probably already taking place online, even if the 

organisation itself does not participate. Part of the SWOT therefor should also be 
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detecting the current online conversations and overall mood in those 

conversations (cf. Weinberg/Heymann-Reder/Lange 2010, p. 20).  

 

The high degree of abstraction needed is achieved through the purely descriptive 

report of findings and is ideal because interpretations, recommendations and 

priorities may hinder uninfluenced proceeding to further steps of the social media 

marketing concept (cf. Kotler/Berger/Bickhoff 2016, p. 26f; Alex 2012, p. 38f). 

 

After the determination of the initial situation’s aspects is completed, the next 

phase can be entered which is defining a specific, suitable target group, which is 

then planned to be aimed at. 

 

5.3. Target group 
The first precondition for creating “right” content for social media marketing usage 

is identifying and characterising people that should be appealed. A method for 

characterisation is creating so-called marketing personas, which are “fictional, 

generalized representations of your ideal customers” (Vaughan 2015). If 

conducted properly, accurate marketing personas help organisations to “target the 

right people, in the right places, at the right times with the right messages” and 

therefore increase conversation rate. Characterisation includes various details 

about the target group like “age, occupation, income, interests, pains, problems, 

obstacles, habits, likes, dislikes, motivations and objections” (Daoud 2016; 

Procopio/Spielvogel/Thomson 2012, p. 16). Further the current choice of solutions 

to their problems (cf. Scott 2009, p. 119f), buying and information channels as well 

as (content) preference when using them should be included in the marketing 

persona description (cf. Weinberg/Heymann-Reder/Lange 2010, p. 42). 

Another, complementary method for building target groups is based on their 

distinct user behaviour on social media platforms by Brandtzæg 2010, p. 952. It 

builds upon the frequency of use, variety of use and the activity preferences. It 

results in eight distinct user types, additionally gives a short overview of the “most 

typical media services and platforms that different user types are associated with” 

(Brandtzæg 2010, p. 952) and is found as Table 2: Media-User Typology, p. 40.  
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With the help of building marketing personas on the above-mentioned 

characteristics, supplemented by those user types on social media, the target 

group for social media marketing can be determined. 

Congruence between the satisfaction of users’ wants and needs and the social 

media marketing activities as well as a higher effectiveness can be achieved by 

aligning all relevant aspects (cf. Zhu/Chen 2015, p. 336). 
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Table 2: Media-User Typology (based on Brandtzæg 2010, p. 952)  
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5.4. Objectives 
The integration of social media in the existing processes of an organisation is a 

verifiable competitive advantage. Those that are open to a bilateral communication 

with customers, record an economic growth in turnover and profit above average 

(cf. Fiege 2012, p. 9). Setting clear social media marketing goals and monitoring 

the progress of achievement is prerequisite to identify the necessary resources 

and further steps (cf. Weinberg/Heymann-Reder/Lange 2010, p. 23). As already 

shown in chapter 4.1.2 Social media marketing on p. 22, social media marketing is 

integrated in the organisations sphere. This implicates that social media marketing 

should not be self-serving but rather contribute to the achievement of a “ultimate 

bottom line goal” (Shemenski 2016). This means that objectives for social media 

marketing should be intermediate steps while achieving higher business goals (cf. 

Roper 2016). 

After identifying the organisations’ needs, it can be derived from them how social 

media usage should contribute to their accomplishment. Typical social media 

marketing objectives include increase of brand awareness, customer retention or 

reduction of marketing costs. To make the objectives usable, it has to be clear 

which parameters indicate the achievement of them and justify the necessary 

effort (cf. Quesenberry 2016, p. 45). Therefore, they have to be “SMART”, 

meaning specific, measurable, achievable, relevant and time-bound (cf. Daoud 

2016). Another aspect to bear in mind, is the objectives’ context. Without a relation 

to be put into, objectives and their measurements later are relatively meaningless 

(cf. Sterne 2010, p. 4). Consequently, organisations should to be able to identify 

their competitors or their own past performance. These also serve as a basis for 

setting reasonable but ambitious objectives (cf. Ward 2016). 

In Table 3: Setting social media goals, p. 42 the exemplified embedding of 

meaningful purposes of social media marketing usage can be seen. By 

subdividing social media goals along the customer journey phases, Shemenski 

facilitates the understanding of the subordination under and contribution of social 

media goals towards higher business goals (cf. Shemenski 2016). The goal setting 

therefore starts with identifying the customer journey phase that the target group is 

currently in. Successively, the purpose of social media and relating, SMART goals 

are deduced. 

 



 42 

B
us

in
es

s 
im

pa
ct

 

Sh
ar

e 
of

 v
oi

ce
 

an
d 

to
p 

of
 m

in
d 

aw
ar

en
es

s 

C
on

te
nt

 a
nd

 
m

es
sa

ge
 q

ua
lit

y,
 

am
pl

ifi
ca

tio
n 

an
d 

m
ar

ke
t s

ha
re

 

W
eb

 tr
af

fic
 

Q
ua

lit
y 

le
ad

 a
nd

 
co

nt
en

t q
ua

lit
y 

Su
bs

cr
ip

tio
ns

 

R
ef

er
ra

ls
 a

nd
 

br
an

d 
re

pu
ta

tio
n 

M
et

ric
 

R
el

at
in

g 
to

 
nu

m
be

r o
f 

im
pr

es
si

on
 a

nd
 

re
ac

h 

R
el

at
in

g 
to

 
in

te
ra

ct
io

n 
ty

pe
 

an
d 

ra
te

 o
f 

in
te

ra
ct

io
n 

R
el

at
in

g 
to

 
nu

m
be

r o
f l

in
k 

cl
ic

ks
 a

nd
 tr

af
fic

 

Q
ua

lit
y 

tra
ffi

c 

N
um

be
r o

f l
in

k 
cl

ic
ks

 

Ea
rn

ed
 re

ac
h 

an
d 

im
pr

es
si

on
s,

 
us

er
 g

en
er

at
ed

 
co

nt
en

t, 
m

en
tio

ns
 

So
ci

al
 M

ed
ia

 
A

ct
io

n 

Po
st

in
gs

 a
nd

 
pr

om
ot

ed
 

po
st

in
gs

 

Po
st

s 
an

d 
re

sp
on

se
s 

Po
st

s 
an

d 
ad

ve
rti

si
ng

 

Po
st

s 
an

d 
ad

ve
rti

si
ng

 

Po
st

s 
an

d 
ad

ve
rti

si
ng

 

Po
st

s,
 in

flu
en

ce
r 

an
d 

th
ou

gh
 

le
ad

er
 

en
ga

ge
m

en
t, 

re
-

sh
ar

es
 

So
ci

al
 M

ed
ia

 
R

ol
e 

Ex
po

se
 ta

rg
et

 
gr

ou
p 

to
 c

on
te

nt
 

G
en

er
at

e 
en

ga
ge

m
en

t o
f 

ta
rg

et
 g

ro
up

 w
ith

 
co

nt
en

t 

D
riv

e 
ta

rg
et

 
gr

ou
p 

to
 o

w
ne

d 
m

ed
ia

 p
ro

pe
rti

es
 

D
riv

e 
qu

al
ity

 
tra

ffi
c 

to
 o

w
ne

d 
m

ed
ia

 p
ro

pe
rti

es
 

D
riv

e 
ta

rg
et

 
gr

ou
p 

to
 o

w
ne

d 
m

ed
ia

 p
ro

pe
rti

es
 

Ac
tiv

at
e 

in
flu

en
ce

rs
 a

nd
 

th
ou

gh
t l

ea
de

rs
 

Pu
rp

os
e 

In
cr

ea
se

 
aw

ar
en

es
s 

G
en

er
at

e 
de

m
an

d 

D
riv

e 
tra

ffi
c 

In
cr

ea
se

 c
on

te
nt

 
en

ga
ge

m
en

t 

D
riv

e 
co

nv
er

si
on

 

In
sp

ire
 

ev
an

ge
lis

m
 

C
us

to
m

er
 

jo
ur

ne
y 

A
w

ar
en

es
s 

C
on

si
de

ra
tio

n 

In
te

re
st

 

D
ec

is
io

n 

C
on

ve
rt

 

A
dv

oc
ac

y 

Table 3: Setting social media goals (based on Shemenski 2016) 

 

An overview like this table in the next phase gives base not just for deviating 

“SMART” objectives but also for selecting suitable social media channels as it will 

be elaborated in the next chapter. 
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5.5. Channels 
Due to limited resources, it is not recommendable for organisations to select too 

many channels for social media marketing. The selection and further use of not 

fitting channels also wastes resources, which implicates the importance for 

thoughtful channel selection (cf. Daoud 2016). Various aspects play a role in the 

decision-making process. By the use of a systematic channel selection, a 

substantiated decision can be taken (cf. van Looy 2016, p. 71). 

Among others, some key aspects that should be answered, regard the needed 

resources for implementation and maintenance, expected reach of target group 

and the fit of organisation, its offer and the different channels (cf. Follett 2013). 

If there are social media channels, which are currently in use, their cost and 

benefit has to be evaluated. If the benefit does not exceed the necessary input, it 

should be considered to discontinue the channel (cf. LePage 2016). 

Another importance is the integration of social media marketing channels. 

Providing content consumes resources. If proceeds cannot be generated through 

the usage on more than one channel, probably the balance of cost and benefit is 

not given. This also includes other marketing areas such as online marketing, 

internet marketing and sometimes even offline marketing (cf. Osly 2014). 

Solving such a multi-criteria decision making problem can be achieved by using 

mathematical models like the weighted sum method, where a number of 

alternatives is evaluated in terms of a number decision criteria (cf. 

Alanazi/Abdullah/Larbani 2013, p. 16). For this, weighted importance percentages 

have to be distributed among the before mentioned key aspects. Inserting various 

channels that are available, is the preparatory work for the allocation of points. 

Finally, a ranking according to the reached score should give insight to the fitting 

of different channels (cf. Follett 2013). 

 

Once the suitable channels for social media marketing have been selected, the 

process moves to the next step. Due to the strong dependence, proceeding with 

the content is advised. 
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5.6. Content 
“The first rule of knowing what kind of content you’ll create is knowing who you’re 

creating it for.” (Lieb 2012, p. 16). This implicates that besides the dependence on 

the social media channel, also attention to the target group’s preference has to be 

paid. The form of content – respectively information – presentation defines if it is 

transported by the means of text only, images, links, video, etc. In combination 

with the content’s context, suitable types and tonalities to post on each social 

media channel are determined (cf. Daoud 2016). Nevertheless, some guidance 

concerning the type of content is generally valid. Milbrath’s Social Media’s Rule of 

Thirds gives advice about the information a social media posting should include: 

• ⅓ promoting the organisation and converting social media users into 

customers to generate profit 

• ⅓ sharing industry relevant content which fosters the organisation’s position 

as professional expert 

• ⅓ personal interaction through social content to build a social brand image 

(cf. Milbrath 2014) 

 

Connecting social media marketing with content marketing gives insight into 

different content categories by which a posting on social media can be classified: 

• Content that entertains – By storytelling and arousing emotions, the primary 

instinct of humans is addressed. This leads to the urge to pass on content 

• Content that informs and educates – By sharing knowledge, expertise and 

information, it can be facilitated for users to navigate buying processes 

• Content that provides utility – By providing content for a better 

understanding of the organisation’s offer, the target group can be helped in 

the decision-making process 

• Curated content – By screening, sorting, organising and publishing already 

existing information in a meaningful way, an organisation can take workload 

off and increase its significance and further its reputation among users 

(cf. Lieb 2012, p. 19, 27, 38; Cisnero 2014)  
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In addition to the type of content, the success of any social media posting also 

depends on the time and frequency of posting, which then heavily depends on the 

organisation’s industry and the kind of social media channel (cf. Daoud 2016). 

Further, the understanding that the creation of “good” social media content is not 

enough, is essential. It has to be transmitted properly and, if attempting to fully 

exploit the success, also by the use of advertising (cf. Weinberg/Heymann-

Reder/Lange 2010, p. 18) and/or cross-referencing to other marketing activities. 

Due to the dispersion of communication’s power, which is in the nature of social 

media marketing, can be classified as marketing according to the “pull strategy” 

(cf. Ceyp/Scupin 2013, p. 143f). 

 

A comprehensive social media marketing content strategy therefor should answer 

the following: 

• Form and types of content intend to post and promote  

• Target audience for each type of content 

• Frequency of posting content 

• Promotion of content 

• Responsibilities for creation of content 

(cf. LePage 2016) 

 

The legal aspect of self-made and especially third parties’ content cannot be 

generalised to an appropriate level (heavily dependent on social media channel, 

regional copyright law, type of usage, etc.) and will therefore not be elaborated 

further here. Obtaining reliable information concerning the current legal situation 

from an expert should be conducted before posting on any social media channel. 

 

Social media marketing cannot act independently of other organisational areas. 

Besides the dependence based on content delivery, same as any other 

department, social media marketing has to be integrated in the organisational 
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structure as well as in the organisational strategy. This in turn affects the 

implementation of social media marketing itself. 

 

5.7. Organisational implication 
The use of social media marketing has to be seen as a holistic business approach. 

An organisation has no influence on the social media consumption patterns of 

people, respectively can barely decide who gets in touch with its social media 

activities. These factors lead to a need for a complex strategy. Various 

stakeholders are affected by the content and use, evaluate and perhaps share it. 

The resulting necessary content quality and variation can only be achieved 

through the involvement of all. Especially employees are involved because social 

media marketing is integrated in their daily work life. They have to be sensitised 

regarding the topic. In the end, they are the ones who have to provide content for 

the social media marketing responsibles (cf. Buchenau/Fürtbauer 2015, p. 51). 

The business divisions serve as information sources and therefore have to be 

reliable regarding technical and content-related competence. Otherwise, the social 

media marketing responsible cannot use the provided information. The employees 

have to be fully aware of this aspect (cf. Buchenau/Fürtbauer 2015, p. 52). 

The coordination between the various involved departments should converge at a 

competent internal employee in the department where ultimate responsibility lies. 

There, the core tasks like planning, execution, monitoring and analysis take place. 

A frictionless, prompt communication and the dedication to two-way feedback is a 

mandatory requirement for the beneficial usage of social media marketing. Without 

the bidirectional communication, valuable input from user interaction cannot reach 

the concerned business divisions (cf. Buchenau/Fürtbauer 2015, p. 79f). 

The position in the organisational structure of the employee(s) responsible for 

social media marketing can vary and is seen in Figure 5: Incorporation of social 

media marketing, p. 23. 

Outsourcing to or cooperation with consultants or marketing agencies, competent 

in social media marketing, should be considered, especially when operating 

international. The enlaced cultural differences, language barriers, etc. have to be 

handled professionally (cf. Weinberg/Heymann-Reder/Lange 2010, p. 44). 
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The core benefit of social media, the interaction and possibility of viral spread can 

also lead to problems for an organisation because of the behaviour of employees 

on social media. Especially the conduct and choice of words, when representing 

the employer indirectly or directly, has great influence. By implementing a social 

media guideline and including the following aspects, a social media guideline can 

support success-oriented and successful social media marketing through the 

avoidance of bad reputation originating within the organisation: 

• Objectives and strategy: Highlight personal responsibility by employees for 

achievement  

• Clear differentiation between private and occupational usage: define range 

of private social media usage during working hours 

• Individual responsibility: make employees individually responsible if 

publicise something unauthorised 

• Marking of private opinions: alternatively, advise to not poste them or not to 

identify the employer on social media channels 

• Destructive statements: if applicable, show consequences 

(cf. Buchenau/Fürtbauer 2015, pp. 52 - 54) 

 

5.8. Monitoring and measurement 
When analysing an organisation’s performance on social media, there are two 

tasks to be undertaken. As mentioned before, communication in social media 

about an organisation takes place, no matter if the organisation is part of it or not. 

Social media monitoring, respectively “searching for and collecting data and 

mentions of your brand, industry, and audience conversations” assures that the 

organisation regards this communication (Fontein 2016). It includes the 

registration of various mentions (including misspelling of each): 

• Organisation’s name 

• Competitor’s name 

• Industry buzzwords 

• Public representatives’ names 

• Campaign names/keywords 

• Organisation’s slogan (if 

applicable) 

(cf. Fontein 2016)  
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When seeing the mentions as “symptoms”, the next step after finding them, is to 

find the “causes” by “listening” (cf. Neely 2010). This means that the collected data 

has to be converted into useful information for the organisation. 

While “listening” to the communication on social media, an organisation might 

encounter causes for positive or negative mentions that are not directly related to 

marketing but are rather caused by other organisation’s aspects (cf. Fiege 2012, 

p. 10). This information is valuable feedback and be made use of by forwarding. 

The relevant communication patterns for this are illustrated in chapter 5.7 

Organisational implication, p. 46. 

The second task is identifying the progress in goal achievement (cf. 

Grabs/Bannour 2011, p. 101). As the set goals usually are not directly 

measurable, as in other business areas as well, the initial step is to establish a 

catalogue of significant measurement indices derived from the goals (cf. Blanchard 

2012, p. 250). A simple but effective method for identifying significant metrics is 

the so-called “Three Layers of So What” test by Kaushik. Each pre-elected metric 

is confronted with the question “so what?”. The answer, a cause for the specific 

metric is again challenged with two layers of that question. If there cannot be 

deviated a specific recommendation for action after the last round, the concerned 

metric is not specific enough and/or not significant for the organisation (cf. Kaushik 

2007, p. 122). 

In chapter 4.2.3 Monitoring and measurement, p. 32, an introduction to metrics 

tailored to specific social media channels was given. To complement them, 

following, valuable metrics, which can be adjusted to different channels, will be 

outlined: 

1. Conversation rate – instead of measuring the total number of comments 

per social media posting, a relation between this number and the total 

number of followers helps determining how stimulating to add voice a 

posting is 

2. Amplification rate – instead of measuring the total number of shares of a 

social media posting, a relation between this number and the total number 

of followers helps determining the degree of extending the existing 

follower base (due to second degree network) 
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3. Applause rate – instead of measuring the total number of “likes” on a 

social media posting, a relation between this number and the total number 

of followers helps determining the level of interestingness of a certain 

posting to the followers 

(cf. Kaushik 2011) 

An additional decision to be taken concerns the context of the metrics. Depending 

on the competitive structure and the history of social media marketing in the 

organisation, it can be more signification to measure against competitors or the 

organisation’s own performance over time (cf. Jeffrey 2013, p. 9). As metric for 

measuring against competitors the social share of voice can be applied: 

4. Social share of voice – instead of measuring the total number of 

organisation’s mentions on social media, comparing the organisation’s 

percentage of mentions within the industry with the competitor’s 

percentage gives information on the organisation’s competitive social 

media standing 

(cf. Dawley 2016) 

 

5.9. Resources 
In the end, resources all get together under the cost aspect but before are 

composed of time, knowledge, skills, input from other departments, budget, etc. 

There are two approaches to determine the budget with these components. On the 

one hand, establishing a budget first and selecting afterwards a corresponding 

strategy or on the other hand, deciding on a strategy and afterwards determining a 

suitable budget. If the available budget is lower than the needed execution fees, a 

ranking according to fastest ROI helps prioritising and further selecting the 

inevitable and optional parts of social media marketing (cf. Daoud 2016). 

There is no generally valid budget because too many variables like dependence 

on business size and age, other marketing activities, profits and needs have 

influence when setting an adequate budget. Only very vague patterns can be 

discovered. The “most commonly encountered marketing budget [percentage], if 

not the magic number” lies with ten percent of revenue (Rojas 2016). 
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Nevertheless, it is possible to determine some components, which every social 

media marketing budget should contain: 

1. Plan & setup  

2. Software & tools 

3. Management 

4. Creative & branding 

5. Content 

6. Paid advertising 

7. Campaigns & promotions 

(cf. Milbrath 2016) 

 

The above seen list has to be filled with details on the planned activities and the 

annual projected costs. Only this way, a comprehensive view in what investments 

are made and how they affect the marketing budget is achieved. (cf. Daoud 2016) 

Regarding time as a resource, it can be said, that a timespan of six to eight weeks 

is realistic to be sufficient for the parts objectives, target group and channel 

selection. The remaining parts of planning a social media marketing concept highly 

depend on the available information and human resource to conduct the work (cf. 

Ruess 2016). Further, the time effort can be controlled by setting clear 

responsibilities to avoid overlapping efforts (cf. Daoud 2016) and by establishing 

an editorial schedule (cf. Burkheimer 2014). 

 

The parts included in the whole chapter 5 International social media marketing 

concept do not exhaust the aspects, which may be advantageous to be included in 

a social media marketing concept but rather should be seen as the minimum parts. 

Additionally, considerations regarding crisis communication, social CRM, employer 

branding, etc. should not be neglected.  
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6. Consolidation 
As introduction to the subject, the theoretical section starts with a presentation to 

the topic of marketing for alcoholic beverages. Due to the vast differences and 

just as other business activities regarding those products, marketing for alcoholic 

beverages has to be subdivided into beer, spirits and wine to be sufficiently 

targeted. Nevertheless, their common marketing mix established by its P’s, is 

characterised by its mutual dependence. As part of this, promotion has the main 

goal of creating an emotional bond between the consumers and the brand of 

alcoholic beverage and of transporting a certain favourable image to them. To the 

disadvantage of the industry, criticism because of health issues and stricter 

regulations regarding marketing for alcoholic beverages are constantly increasing 

and become continually stricter to avoid appealing adolescents and to foster 

responsible consumption. 

When aiming for successful marketing, also for alcoholic beverages and 

especially wine, in Greater China and Japan, peculiarities and similarities among 

those markets have to be considered. While some marketing aspects have to be 

adjusted to general differences such as market size and language, the differences 

in cultural dimensions (masculinity, uncertainty avoidance) and legal regulations 

regarding advertising for alcoholic beverages, other influential aspects (e.g. power 

distance, collectivism, long-term orientation, restraint orientation) are shared by 

the countries of Greater China and Japan. 

As part of this, social media marketing can be used. There are different 

categories of social media platforms that are suitable for different marketing 

communication purposes. Among the largest platforms worldwide are WeChat, 

Sina Weibo and QZone with each providing different functionalities and therefore 

different influences on usage for marketing purposes. 

All the input illustrated by now, can be merged in developing an international social 

media marketing concept. This means that for example, the specifics of marketing 

for wine, as well as the cultural and legal particularities of Greater China and 

Japan, have to be permanently kept in mind during the concept development and 

further when conducting social media marketing for or within a specific 

organisation. To have a profound starting basis, the initial situation on macro-, 

micro- and organisational level with special focus on social media has to be 

investigated by the use of a SWOT analysis. Then, the target group for, ergo 
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those people that should be appealed by the social media activities, has to be 

defined. Making use of creating so-called marketing personas can be supportive. 

Additionally, the objectives of social media marketing have to be established. 

These should contribute to “higher” business goals and be expressed as specific, 

measurable, achievable, relevant and time-bound goals. Next, the spotlight is put 

on selecting suitable social media channels. After identifying key criteria such as 

fit to target group, needed resources, etc. and a first selection of channels, by the 

weighted sum method, they can be determined. If any are already in use, their 

current performance also has to be evaluated. The strategy for form, type, tonality 

and frequency of content is heavily dependent on the preceding decisions within 

the social media marketing concept but can be generalized to a mix of providing 

entertainment, information and utility as well as curated content. Input for the 

content has to be gathered through the involvement of the entire organisation. In 

designing of organisational implication, responsibilities and coordination is 

managed. Moreover, by conceptualising monitoring and measurement of the 

social media conversations about the organisation and their impact on goal 

achievement through significant metrics, the effectiveness and efficiency of social 

media activities are evaluated. Finally, the necessary resources for this, in form of 

budget, time/employees, expertise and skills has to be determined according to 

the specifications of the entire customised social media marketing concept. 

 

Following, a profound research on Austrian Wine Marketing Board’s macro and 

microlevel surrounding will be conducted. After an introduction to the Austrian 

Wine Marketing Board itself, via desk research the PEST (political, economic, 

social-cultural, technological) factors and the competitors’ approaches will be 

investigated. Within the primary research, qualitative interviews with a predefined 

target group are included. On basis of the theoretical insights and the further 

gained understanding of factors influencing AWMB, a tailor-made social media 

marketing concept will be developed. 
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7. Austrian Wine Marketing Board 
The Austrian Wine Marketing Board, founded in 1986, is a national service body 

for the Austrian wine industry with the aim to support all Austrian wineries equally 

through marketing work. It is located in Vienna, Austria and involves 23 

employees. Various precedent organisations before, all rooting in the “society for 

protection of Austrian wine” from 1884, were engaged in the commercialisation of 

Austrian wine. After the discovery of the diethylene glycol wine scandal in 1985, 

the decision was taken to found the nowadays known “Österreich Wein Marketing 

GmbH” (also short ÖWM) or Austrian Wine Marketing Board (AWMB) (cf. 

ÖSTERREICH WEIN MARKETING GMBH n.d.e). 

50% of the company are owned by economic organisations (25% chamber of 

agriculture Austria and 25% Bundesgremium des Agrarhandels), the other 50% 

belong to government (divided into 15% Lower Austria, 15% Burgenland, 10% 

Styria, 10% Vienna). Just as comparable to other similar organisations, AWMB 

cannot finance itself by profits, as other conventional companies can. Instead it is 

financed through obligatory marketing contributions of wineries (2016: ~4.3 

million euro), contribution by government (2016: 3.5 million euro) and by EU 
funding (2016: ~1.0 million euro) which, because of 2016’s small crop, result in a 

relatively low budget of 8.8 million euro for 2016 (cf. Pfleger 2016, p. 11). 

As seen in Figure 8: Organisation chart of AWMB, p. 54, on the one hand, under 

the management of Mag. Wilhelm Klinger, the AWMB is organised according to 

the regional target markets (“D-A-CH”, West and East), on the other hand 

according to the communication type and supported by a department for general 

organisational issues such as finance, controlling and human resources. The 

markets of Grater China and Japan are therefore incorporated in the department 

for “East”. In this organisational part of the organisation, such things as local 

events in Asia (masterclass seminars, commented wine tastings, etc.), PR 

journeys and local online and offline media appearance (e.g. vinehoo.com, Tasting 

Kitchen, Wine & Dine, Wine and Spirit Digest, Wands, etc.) are coordinated. Other 

continuous tasks are the processing of all kinds of assistance to local wine 

professionals with information and information material as well market observation 

in cooperation with opinion-leaders and the Austrian Economic Chamber. It is 

supported by the communication department in content, graphic and related tasks. 
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The social media work would have to be located under communication but is 

currently outsourced in large parts. 

 

Figure 8: Organisation chart of AWMB (based on ÖSTERREICH WEIN MARKETING GMBH n.d.b) 

 

While within Austria, AWMB’s aim is to promote the sale of Quality Wine, its aim 

towards foreign countries is the promotion of Austrian wine bottle exports which 

provide a high level of value added. Within this field, Austrian wine is seen as an 

umbrella brand, for which AWMB conducts marketing work. This means that 

AWMB is not in charge of promotion of individual wineries but rather for marketing 

work which the whole Austrian wine market or at least larger wine regions within 

Austria (e.g. Carnuntum, Wachau, Weinviertel, South East Styria, Neusiedlersee, 

etc.) benefit from, to prevent a fragmentation of the comparably small wine region 

of Austria on the global wine market. (cf. Pfleger 2016, p. 4). 

Especially in the key export markets (Germany, USA, Scandinavia, Netherlands, 

UK, Switzerland), AWMB organises various events for its target group of wine 

experts (importers, merchants, sommeliers, restaurateurs, media, etc.) which in 

2016 supported the preassigned topics of the sustainability campaign (cf. 

ÖSTERREICH WEIN MARKETING GMBH n.d.a). This includes commented 

tastings, wine seminars, workshops, sommeliers competitions, dinners, etc. 

By creating a differentiation to competitors (other wine selling countries) and 

establishing an across-the-board image for Austrian Quality Wine, sales revenue 

should be extended. Also the support of the therefore underlying marketing work is 

separated into wine topics and wine-growing areas (cf. ÖSTERREICH WEIN 

MARKETING GMBH n.d.a). For differentiation and positioning, the essential 
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attributes of Austria – superior, natural, hospitably, nonchalant, exiting and fresh – 

were elaborated in 2015/16 (cf. ÖSTERREICH WEIN MARKETING GMBH 2017, 

p. 4). This is combined with a new communication strategy with the slogan “The 

Art of Wine. Unpretentious.”. It should position Austrian wine in closeness to 

culinary delight, art and music (cf. ÖSTERREICH WEIN MARKETING GMBH 

2017, p. 8). Visually this is implemented by arranging premium, typically Austrian 

elements in still life with one single everyday object, which symbolically stands for 

the down-to-earth attitude of Austrian wine (cf. ÖSTERREICH WEIN MARKETING 

GMBH 2017, p. 10). 

Besides the already mentioned events, offline communication is conducted 

primarily by PR, e.g. promotional literature, press releases, etc. The publications 

are all available in German, mostly in English and some in further languages (e.g. 

Chinese, Japanese). The content of the literature which can be accessed via the 

website is ranging from brochures regarding different grape varieties or food and 

wine pairing to detailed information such as training material (cf. ÖSTERREICH 

WEIN MARKETING GMBH n.d.c) and cooperations with numerous domestic and 

international wine related special-interest media such as magazines, online 

platforms, etc. (cf. ÖSTERREICH WEIN MARKETING GMBH 2017, p. 8). 

The website itself (in German, English, Russian, Chinese and Japanese) is an 

essential part in online marketing of AWMB and gives the visitors detailed 

information about Austrian wine like climate, regions and sustainability, as well as 

insight into current news, gathered in a blog-like form, and the national and 

international events organised by AWMB itself and other wine-related 

organisations. (cf. ÖSTERREICH WEIN MARKETING GMBH n.d.d). 

The social media channels – YouTube, Pinterest, Twitter, Facebook, Instagram, 

Google+ – make a supporting appearance and are run by different external 

marketing agencies that are located in different countries. Only sporadically, there 

is a coordination and connection obvious between the postings on the different 

channels. Currently, they follow a general, very loose knit strategy, are largely 

autonomous and do not focus on special countries (cf. ÖSTERREICH WEIN 

MARKETING GMBH 2016, pp. 1-13). More detailed information on the current 

state of social media usage by AWMB is given later on in chapter 8.2 Competitors’ 

approach, p. 61 and chapter 10 Social media marketing concept for AWMB, p. 89.  
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8. Desk research 
8.1. PEST analysis 
The environment of operation on macro level, meaning those factors and 

developments that are of relevance for not just the organization solely but for a 

broader sphere (e.g. market, industry, business segment) has to be analysed for 

being able to counter changes in time. An analysis tool, which can be used for 

that, is the so-called PEST (or STEP) analysis (cf. Koob 2014, p. 117). 

The term results from the four forces that are included in this macro-environment 

analysis: 

• Political factors 

• Economic factors 

• Social/cultural factors 

• Technological factors 

(cf. Bickhoff/Opresnik/Hollensen 2014, p. 35) 

 

There is an extended version of the PEST analysis, the so-called PESTLE 

analysis, which includes also legal and ecological factors. As legal factors were 

already elaborated on in the chapters 3.1.2, p. 16 and 3.2.2, p. 19 and ecological 

factors are of insignificance for the subject matter (marketing of wine in Greater 

China and Japan), following, the four forces of the PEST analysis will be 

elaborated on. 

 

8.1.1. Political factors 

Generally seen, factors influencing the work of AWMB as everything else within 

the country, are the political stability and grade of democracy. On a higher 

economical level, driven by political decisions, foreign trade agreements such as 

ASEAN (Association of Southeast Asian Nations) and trade restrictions are 

influencing factors. As law is here seen as a political factor, those which in the 

broader sense influence AWMB are environmental protection law, labour 
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legislation, tax law and consumer protection act (cf. Grünig/Morschett 2017, p. 87, 

Koob 2014, p. 117f, Wollny/Paul 2014, p. 104). 

It can be said that in China, one of the political factors with the greatest influence 

for AWMB and the whole industry is the media censorship by the Chinese 

government. The social media channels are partially inaccessible and all forms of 

communication are subject to content monitoring (cf. MarketLine Advantage 

2016d, p. 19). Another aspect that effects the wineries exporting to China, and 

therefor also AWMB and its competitors, is the policy fragmentation in China. The 

numerous official bodies implement regulatories from tax to advertisement, which 

might conflict (cf. MarketLine Advantage 2016d, p. 34). 

Even though Hong Kong is not under direct control of the Chinese government 

and therefore disposes of certain civil liberty, in the last years, media freedom is 

declining. For example, the “Western” social media channels are all accessible but 

as the Chinese government constantly shows more interest and influence in all 

existing communication in Hong Kong, there might arise the risk of media 

censorship, including inaccessible social media channels in the future (cf. 

MarketLine Advantage 2016e, p. 16f). 

Despite the fact that the general value-added tax in Singapore is only 7%, taxation 

for alcoholic beverages increases wine prices significantly, making wine a product 

only for a certain clientele, which again has a major impact for AWMB and the 

necessary strategy (cf. MarketLine Advantage 2017, p. 56). 

Because of the so-called “one China policy”, Taiwan is recognized by the EU only 

as an economic and commercial entity, not as a sovereign state. Nevertheless, the 

trade relation is fostered, making not only investments easier but also deepening 

economic ties and cooperating ties and opening export feasibility for Austrian wine 

(cf. MarketLine Advantage 2016f, p. 24). 

Japan is part of negotiations for the TPP Agreement (Trans Pacific Partnership), 

which includes, among other countries, New Zealand and Chile, which are among 

the biggest competitors for AWMB and Austrian wine. Even though the future of 

TPP is uncertain at the moment because of the US exit, the agreement includes 

free trade of wine, which would strengthen New Zealand’s and Chile’s position in 

comparison to Austria’s position immensely (cf. MarketLine Advantage 2016c, 

p. 26).  
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8.1.2. Economic factors 

Among the economic factors which affect the wine industry in Greater China and 

Japan are the inflation/deflation rate, the purchasing power, the rate of economic 

growth (GDP growth rate) and furthermore the industry development (cf. 

Bickhoff/Opresnik/Hollensen 2014, p. 35, Grünig/Kühn 2015, p. 91, Koob 2014, 

p. 118, Wollny/Paul 2014, p. 104). While the first three can be examined in 

Table 1: Characteristics of Greater China and Japan, p. 14, the infrastructure 

influencing the industry, is elaborated further now. 

As it to a certain extent even defines the market size, an economic factor of 

importance in the wine industry, is the per-capita wine consumption per year in the 

relevant countries: 

• Singapore 5.5 litres 

• Hong Kong 4.7 litres 

• Japan 2.5 litres 

• China 1.4 litres 

• Taiwan 1.0 litres 

• Macau no number available 

(cf. ÖSTERREICH WEIN MARKETING GMBH 2017, p. 21) 

Even though this numbers are relatively low in comparison with Western countries, 

for the most important export markets for Austrian wine, such as Germany (24.5 l), 

Switzerland and Liechtenstein (33.4 l) and USA (9.2 l), the annual growth over the 

last years and expectancy for the next years (up to 2018/2020) and the relative 

high number of total population has to be considered and gives insight in the 

potential of wine exports to Greater China and Japan (cf. ÖSTERREICH WEIN 

MARKETING GMBH 2017, pp. 15 - 17): 

• Singapore 7.8% 

• Hong Kong 8.1% 

• Japan 4.3% 

• China 15.6% 

• Taiwan   8.0% 

• Macau no number available 

(cf. MarketLine Advantage 2016a, p. 14, MarketLine Advantage 2014b, p. 15, 

MarketLine Advantage 2016g, p. 15, MarketLine Advantage 2016b, p. 16, 

MarketLine Advantage 2014a, p. 15) 

 

The total population of the different countries is also the starting point for another 

economic factor influencing the wine industry and respectively the marketing 

communication about it. When focusing on the communication work, which takes 
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place offline, and locally such as outdoor billboard advertising or events, a success 

factor is the general number of people that can be reached (first population 

parameter for measurement of advertisement impact). While at first glance the 

total population might be seen as important measurement, the population density 

can be used as an even more meaningful figure. As seen in Table 4: Population 

density per country, p. 59 the ranking of the countries of Greater China and Japan 

according to their total population differs vastly from the ranking of the same 

countries according to the population density. For comparative purpose, the urban 

area with highest population density was used. The implications of the resulting 

ranking can be consulted for the selection of the suitable areas for offline 

advertising but also for online advertisement when the possibility to set a certain 

local area for advertisement emission is given, as it is for example of Facebook. 

 total population 
in millions 

ranking acc. to 
total population 

inhabitants per 
square meter 

ranking acc. to 
population 
density 

China 1,343 1 11,200 

Shanghai 

3 

Japan 126 2 5,300 

Osaka-Kobe-Kyoto 

6 

Taiwan 23 3 7,500 

Taipei 

4 

Hong 
Kong 

7 4 25,700 1 

Singapore 6 5 6,000 5 

Macau 0.6 6 25,700 1 

Table 4: Population density per country (based on Wendell Cox Consultancy 2017, pp. 53 - 70) 

 

8.1.3. Social/cultural factors 

Among many other social/cultural factors, those which influence the work of 

AWMB, are social structure of population, social and ethical philosophy as well as 

religion, media consumption habits, attitudes towards leisure and work, consumer 

behaviour, values, perceptions, preferences and other behaviour such as life 

styles (cf. Bickhoff/Opresnik/Hollensen 2014, p. 36, Grünig/Morschett 2017, p. 87, 

Koob 2014, p. 118, Wollny/Paul 2014, p. 104). The chapters 3.1.1, p. 14 and 3.2.1, 

p. 17 about cultural peculiarities and similarities among the countries of Greater 
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China and Japan give a first impression on these cultural aspects alongside the six 

cultural dimensions by Hofstede and their impact on wine trade. 

As later on a social media marketing concept will be developed, the relevant 

media landscape which shows the possibilities which are available for media 

consumption is limited to social media channels. The landscape is presented in 

chapter 4.2.1 Functionality, p. 25 and in the appendix chapter 1. Diagrams for 

channel selection, p. A-2. The input regarding what media is consumed, how often 

and how it is consumed, retrieved from the primary research and the included 

interviews will be elaborated later on in chapter 9.2 Analysis of interviews, p. 76. 

 

8.1.4. Technological factors 

The technological factors of relevance for AWMB’s work, meaning in specific the 

communication for advertising purpose and disregarding the technological aspect 

of wine production, include internet availability (covered in Table 1: Characteristics 

of Greater China and Japan, p. 14), the interest in and focus on technology and 

industry as well as emerging innovative or disruptive technologies and the 

adaption to them (cf. Bickhoff/Opresnik/Hollensen 2014, p. 36, Grünig/Kühn 2015, 

p. 91, Koob 2014, p. 118, Wollny/Paul 2014, p. 104). 

In China, the internet censorship is a factor that effects the technological aspects 

of marketing. In June 2017, a new and tighter censorship policy was issued by 

Chinese government. Those social media channels that are accessible in China 

have to employ measures to “actively propagate core socialist values, and create 

an ever-more healthy environment for the mainstream public opinion”. 

Consumption of imported wine is currently not seen as a problem for the Chinese 

censorship ministry but the increasing insulation of the Chinese market from 

imported goods could cause future problems (cf. Shepherd/Birsel 2017). 

Due to the emerging communication via internet, the expectations regarding 

response time for any kind of inquiry influence the work of AWMB and any other 

organisation interacting with internet users. Telephone inquiries await synchronous 

response and for inquiries via e-mail and contact forms a waiting time of a few 

days is generally accepted but for the majority of inquiries via social media an 

immediate response, meaning within 60 minutes, generally regardless of the hour 

and weekday, is expected. This influences the necessary resources for social 
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media work for any of the wine marketing organisations. Immediate response 

needs efficient processes behind (cf. Baer 2015). 

The collection of data and analysis for further use, meaning the transformation into 

valuable information, is one of the reasons to use social media. This is influenced 

by the fact that 90 percent of all existing data was collected in the past three years; 

of that over 80 percent was retrieved from unstructured sources such as social 

media channels, and in turn influences the whole environment of operation. The 

profitable handling and ability to make use of “big data” differentiates the 

successful from unsuccessful players in the Asian market (cf. Hung 2016). 

 

The factors included in the present PEST analysis give insight on the macro level 

of the environment in which AWMB is operating. Besides AWMB, its competitors 

are influenced by them the same way but due to their strengths and weaknesses 

can deal differently with them. To understand these differences between Austrian 

wine, respectively AWMB’s work and the main competitors in Greater China and 

Japan, an analysis of New Zealand’s, Chile’s and Germany’s approaches follows. 

 

8.2. Competitors’ approach 
When examining the total market volume of Greater China and Japan, Austria’s 

share in imports is of very trivial value. In addition, when comparing the export 

potential and further the actual export volume of the big players in these markets 

such as France, the total numbers of exports from Austria seem negligible (cf. 

Organisation internationale de la vigne et du vin (OIV) 2016, p. 12). The 

combination of these two aspects shows the role of Austrian wine in Greater China 

and Japan. Despite remaining a niche product in these markets, Austrian wine 

exports to there can become of great importance for the Austrian wine industry. 

Even though the wine markets in Greater China and Japan are expected to grow 

significantly in the next years, to achieve its goal, the Austrian Wine Marketing 

Board has to examine its declared competitors to being able to act and react 

accordingly and not leave the export potential to them unopposed (cf. Wang 

2017). 
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These declared competitors by the Austrian Wine Marketing Board are Germany, 

New Zealand and Chile, which are all bigger players in the markets of Greater 

China and Japan, but are not as big as the market’s number one, which is France. 

The compilation of export volume and value of each competitor and Austria to the 

markets of Greater China and Japan can be found in the appendix, chapter 2. 

Diagrams for competitors’ export comparison, p. A-5.  

Whereas France has no such all-embracing organisation to represent the whole 

country’s wineries, the other three countries have similar organisations to the 

Austrian Wine Marketing Board.  

The German Wine Institute (Deutsches Weininstitut DWI) was founded in 1949, 

the New Zealand Winegrowers was established in 2002 and Wines of Chile was 

created in 2007, all with one of their aims to promote the local wine exports 

worldwide. All organisations are funded by membership fees of the wineries they 

represent, similar to the finance model of the Austrian Wine Marketing Board. (cf. 

Deutsches Weininstitut GmbH n.d.; New Zealand Winegrowers n.d.; Vinos de 

Chile n.d.) 

In Table 5: Competitors’ social media channels, p. 63 the accessible language of 

the competitors’ websites and the social media channels in use can be seen. 

When bearing the target market’s languages in mind (meaning excluding for 

example German, Spanish or Russian translations) it can be seen that New 

Zealand is missing a Japanese translation of the website and Chile is missing a 

Japanese as well as a Chinese translation. Only Germany and Austria offer the 

target group local translations of the website content. All countries share the usage 

of the social media channels Facebook, Twitter, YouTube and Instagram, whereas 

the language used in the publication there differs and by some is divided into 

separate channels. Some countries have for example more than one English 

speaking Facebook or Twitter channel where they target different English 

speaking markets such as USA, UK, Canada or Australia plus possibly an 

additional “global” English-speaking channel. Only the most relevant will be 

analysed further. The channel Weibo is used by all competitors of Austria, WeChat 

only by New Zealand and Germany. A deeper analysis on each country’s usage in 

terms of content type and content form of their social media channels follows later 

in this chapter and the following subchapters. The social media channels in grey 

font in the table (Flickr, Pinterest, Google+ and Tumblr) were not mentioned as 
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used by any interview partner and therefore will not be further analysed within this 

paper. 

 

New Zealand Germany Chile Austria 

Website EN Website EN Website EN Website EN 

Website CN Website CN - Website CN 

- Website JP - Website JP 

Facebook EN 
(global) 

3x Facebook EN 
(UK, US, global) 

Facebook EN (US) 3x Facebook EN 
(UK, US, global) 

 Facebook JP - Facebook JP 

- - - Facebook CN 
(HK) 

5x Twitter EN 
(US, CA, AU, UK, 
global) 

3x Twitter EN 
(UK, US, CA) 

4x Twitter EN 
(UK, US, CA, 
global) 

2x Twitter EN 
(US, global) 

YouTube EN 
(global) 

YouTube EN/DE YouTube BR YouTube EN/DE 

Instagram EN 
(global) 

Instagram EN 
(global) 

Instagram EN 
(US) 

Instagram EN 
(US) 

Weibo CN Weibo CN Weibo CN - 

WeChat CN WeChat CN - - 

- Flickr Flickr - 

- Pinterest - Pinterest 

- Google+ - Google+ 

- Tumblr - - 
Table 5: Competitors’ social media channels (own presentation) 

 

A comparison of the analysis of the competitors’ social media channels in use was 

conducted for May 2017. All following tables in this chapter examine the KPIs for 

this time period and always take the most relevant channels for Greater China and 

Japan, according to language and target region, of each country into 

consideration. 

 

Facebook 

As seen underneath in Table 6: Competitors‘ KPIs Facebook, p. 64, the Wines of 

Chile Association has the highest number of fans on Facebook in comparison with 
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the other selected countries  but at the same time the lowest interaction rate with 

postings. This implicates that their fan base is not as attracted by the content 

provided as the people who consume the content provided by German Wines on 

their Japanese Facebook page for example, which has the highest interaction rate. 

Further, the Japanese Facebook page of German Wines shows that a balanced 

mixture of different content forms in terms of pictures, videos, texts and links is not 

necessarily leading to success. They only publish postings with pictures and skip 

link and video postings completely. 

 

 New 
Zealand -
EN global 

Germany - 
EN global 

Germany - 
JP 

Chile -  
EN US 

Austria -
cumulated 

Total 
number 
of fans 

8,405 1,124 11,797 38,499 30,090 

Postings 
per day 

0.68 0.40 0.50 0.52 0.26 

Link-
Postings 

3 7 0 5 0 

Video-
Postings 

5 1 0 0 1 

Picture-
Postings 

13 3 14 10 7 

Weighted 
interaction 
rate with 
postings 

1.09% 0.52% 1.40% 0.12% 0.17% 

Table 6: Competitors‘ KPIs Facebook (own presentation based on Fanpage Karma 2017a) 

 

Twitter 

Table 7: Competitors‘ KPIs Twitter, p. 65 shows the KPIs for the most relevant 

Twitter channel of Austria and each of the selected competitors for the markets of 

Greater China and Japan. New Zealand has by far the highest number of followers 

and tweets per day but nevertheless, in comparison with Austria a very low weekly 

growth of followers and tweet interaction rate. The reason for this might lie in the 

difference in content type, which can be seen later in the chapter 8.2.1 New 

Zealand Winegrowers, p. 68 for New Zealand and 10.1 Initial situation, p. 89. for 

Austria.  
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 New 
Zealand - 
EN global 

Germany - 
EN UK 

Chile - 
EN global  

Austria - 
EN global 

Total number 
of followers 

26,000 12,336 17,901 4,386 

Weekly 
growth 

0.11% 0% 0.45% 2.95% 

Tweets per 
day 

6.13 3 0.03 0.03 

Tweet inter-
action rate 

0.02% 0.02% 0% 0.17% 

Table 7: Competitors‘ KPIs Twitter (own presentation based on Fanpage Karma 2017b) 

 

YouTube 

For the usage of the social media channel YouTube, Table 8: Competitors‘ KPIs 

YouTube, p. 65 shows Austria’s and the competitors’ KPIs. It can be seen that 

none of them is uploading many new videos on YouTube but are either using their 

existing content for crosslinking on other social media channels and on their 

website or are not making any use of them. The quality of their crosslinks can be 

derived from the growth in channel impressions. As further elaborated in chapter 

8.2.2 German Wine Institute, p. 70, in comparison to the other countries, Germany 

actively links to its YouTube videos on Facebook. 

 

 New 
Zealand - 
EN (global) 

Germany - 
EN/DE 

Chile - 
BR 

Austria - 
EN/DE 

Total number 
of channel 
impressions 

43,804 425,754 99,077 141,200 

Absolute 
Growth in 
channel 
impressions 

153 7104 53 0 

Total number 
of videos 

129 214 11 73 

Video per 
month 

0 1 2 1 

Views per 
video 

0 123 31 15 

Likes per 
video 

0 4 0 0 

Table 8: Competitors‘ KPIs YouTube (own presentation based on Fanpage Karma 2017c)  
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Instagram 

As to be seen in Table 9: Competitors‘ KPIs Instagram, p. 66, also for Austria and 

its competitors for their usage of Instagram, the total number of followers does not 

necessarily correlate with the rate of post interaction. While New Zealand and 

Chile have the least total number of followers, they are the most interactive ones. 

This shows, among the other KPIs, the successfulness of the content posted. 

 

 New 
Zealand - 
EN global 

Germany - 
EN global 

Chile - 
EN US 

Austria - 
EN US 

Total number 
of followers 

1,339 2,877 1,407 4,840 

Weekly 
growth 

0% 0% 1.71% 0% 

Posts per day 0.68 0.35 0.68 0.61 

Post inter-
action rate 

5.35% 1.89% 4.66% 2.76% 

Table 9: Competitors‘ KPIs Instagram (own presentation based on Fanpage Karma 2017d) 

 

Weibo 

Table 10: Competitors‘ KPIs Weibo, p. 67 shows the KPIs for the usage of the 

social media channel Weibo by the competitors of the Austrian Wine Marketing 

Board. The vast difference in the total number of followers as well as the 

difference in the number of postings per day is probably related to the history of 

each country’s Weibo usage. Germany is relatively new on Weibo (2015), New 

Zealand and Chile use Weibo already since 2012. On the first glance, the 

“successfulness” in terms of interaction of Chile’s postings seems clear, but when 

looking at the interaction rate, this is relativized as all have an interaction rate 

notably below zero percent. 
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 New 
Zealand - CN 

Germany - 
CN 

Chile - 
CN 

Austria 

Total number 
of follower 

50,661 11,130 218,835 - 

Total number 
of weibos 

3460 245 3556 - 

Posts per day 0.90 0.39 1.29 - 

Total number 
of post 
interaction 

166 18 2,263 - 

Post inter-
action rate 

0.0033% 0.0016% 0.0103%  

Table 10: Competitors‘ KPIs Weibo (own presentation based on Sina Corporation 2017a and Sina 

Corporation 2017b) 

 

WeChat 

Only New Zealand and Germany are currently using WeChat as a marketing 

channel as seen in Table 11: Competitors‘ KPIs WeChat, p. 67 and here for the 

first time it can be said, that one country – New Zealand – is evidently stronger. It 

is more active by posting more content, people seem more interested in and 

appealed by the content. The input and resources, respectively efficiency and final 

success cannot be determined, but the effectiveness, respectively attention by 

their target group in Greater China and Japan, is given. 

 

 New 
Zealand -CN 

Germany - 
CN 

Chile Austria 

Posts per day 0.45 0.26 - - 

Average 
number of 
readers per 
post 

1,731.86 386.25 - - 

Average 
number of 
likes per post 

17.86 1.88 - - 

Table 11: Competitors‘ KPIs WeChat (own presentation) 

 

Following, a deeper analysis of the social media marketing and the therefor used 

channels in Greater China and Japan by each of the competing countries will be 

given.  
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8.2.1. New Zealand Winegrowers 

It seems that New Zealand Winegrowers has a rather integrated approach when it 

comes to their social media marketing strategy: 

 

Facebook 

When analysing their English-speaking Facebook fan page named “NZ Wines”, it 

becomes clear that they do not target a specific market but use it for global 

communication. Events worldwide, introduction of wineries, news regarding the 

wine industry and some pictures, which should be perceived as fun and charming, 

are making up the topics that are covered by the postings. The content type can 

therefore be on the one hand subsumed to a mixture of entertaining and 

informational and on the other hand identified as an exact mixture according to the 

Social Media’s Rule of Thirds by Milbrath as seen in chapter 5.6 Content, p. 44. Its 

content forms include links, pictures, videos and Facebook live videos. In addition, 

the content on Facebook is aligned with the content on Instagram and Twitter, 

notwithstanding that they are rather iterative than augmenting each other. The 

postings constantly end with the hashtag “#nzwine”, often together with other 

supplementing hashtags.  

 

Twitter 

The second channel included in New Zealand’s social media marketing strategy is 

its English-speaking Twitter channel named “nzwine”, which is active since 2009 

and apparently aims for global communication. The content type and usage of 

hashtags is similar as on their Facebook fan page but the share of own and 

shared content differs. Around 85% of postings are so-called retweets and only 

15% are “own” tweets. Due to that, the content form is dependent on the postings 

they are retweeting and results in a mixture of pictures, videos and links to 

external articles. 

 

YouTube 

Since June 2010, New Zealand has an English-speaking YouTube channel named 

“NZWinegrowers”. The channel does not possess any channel descriptions and 
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video descriptions and therefore misses the opportunity of crosslinking to their 

website, social media postings, etc. Even though New Zealand has a relatively 

high number of videos uploaded in comparison to the other countries, the number 

of impressions per video is quite low, which nevertheless, results in a high total 

number of channel impressions. The topics covered in the videos are almost 

exclusively events and interviews, which were held during those. While they 

upload up-to-date videos on the other social media channels often, they do not 

upload them on YouTube. 

 

Instagram 

New Zealand’s “youngest” entrant to their portfolio of social media marketing 

channels, in use since May 2016, is an English-speaking account on Instagram 

with the name “nzwinegrowers”. Content form on Instagram is, as widely common, 

predominated by pictures and videos, underpinned by text. The overlap is also 

here seen in the content type, respectively topics, and the usage of hashtags, 

which in the case of Instagram is expanded to other hashtags like #wine 

#lovewine, #winetime and #winestagram. Crosslinks are produced by repostings 

of by external content. 

 

Weibo 

Since April 2012, New Zealand has a so-called verified account on Weibo named 

“nztewine” because “nzwine”, its usual account name, apparently is used by 

somebody else. It seems generally independent of the Western social media 

channels, as there is no overlapping in topics. Its postings are published in 

simplified Chinese, are covering topics such as event announcements, 

introduction of wines and wineries of New Zealand and its wine regions in a very 

informational manner. This is also recognizable in the article-like postings, which 

are significantly longer than on other social media channels. 

 

WeChat 

Another social media channel, which is loaded with content in simplified Chinese 

(since July 2014), is their WeChat channel named “nz_wine”. It seems 
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independent from the Western social media channels as Weibo but complements 

the content on Weibo with information, for example about raffles and the 

endangered harvest by frost. The posting length and structure, lots of text 

complemented by colourful pictures, is the same as on Weibo. 

 

8.2.2. German Wine Institute 

The German Wine Institute has a different approach within their social media 

marketing strategy as they do not always use one channel for global 

communication but differentiate according to their target market. 

 

Facebook 

On Facebook, Germany operates five different channels depending on the target 

market: 

• German-speaking “Deutsches Weininstitut” 

• English-speaking “Wines of Germany – USA“ 

• English-speaking “Wines of Germany” – targeting UK 

• English-speaking “German Wine Institute i.e. Wines of Germany” – global 

targeting 

• Japanese-speaking “Wines of Germany – Japan” 

As internet users in the markets of Hong Kong, Macau, Singapore and Taiwan, 

can access Facebook and can rather be appealed by English language than 

Japanese, the last two channels mentioned above will here be analysed. 

Both do provide crosslinks in the info section of the fan page to the matching 

website, but the Japanese Facebook version does not offer any general 

description of the fan page’s purpose. 

The global fan page’s content type consists of information about events worldwide 

and wine related news, whereas the Japanese fan page focuses its content type 

on informational content about wine in general, German wine regions and the 

pairing of wine and food. The global version provides a mixture of mainly shared 

articles and postings from related sites by the German Wine Institute (“Deutsche 
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Weinkönigin”, “Wines of Germany – USA”, “Generation Riesling”, etc.) and own 

postings, including crosslinks to their YouTube videos. Own pictures or text is 

rarely used. The Japanese version only provides own content each in the form of 

article-like texts supplemented by a relating picture. The usage of hashtags does 

not show any consistency in the global version and is not exercised by the 

Japanese version. 

 

Twitter 

On Twitter, the German Wine Institute again makes use of more than one account: 

• Mainly German-speaking “Dt. Weininstitut” 

• English-speaking “Wines of Germany US” 

• English-speaking “Wines of Germany” – targeting UK 

As the last account mentioned above is not stating in its name that it is only 

targeting the UK, it can be assumed that it would be the most appealing to internet 

users of Greater China and Japan and therefore will be the one analysed further 

on. 

This account is active since February 2009 and provides own tweets and retweets 

covering the topics of events in UK, wine related news as well as food and wine 

pairing. The mainly used content form is pictures, which are not used on Facebook 

or Instagram, as these accounts are not targeting the UK market, and links to 

external articles. Crosslinking is only referring to other, external Twitter accounts 

from the food & beverage sector and hashtags are not used at all. 

 

YouTube 

The YouTube channel called “Deutsches Weininstitut (DWI), German Wine 

Institute”, active since September 2008, shows inconsistency in the channel 

description which is in English but provides only a link to the German-speaking 

Facebook fan page. In addition, titles and descriptions are varying between only 

German, only English and both German and English. The videos cover topics such 

as events, food and wine pairing and general wine knowledge and provide links to 

corresponding information on the website of the German Wine Institute. The 
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number of impressions varies greatly from over 62,000 to 15 impressions (both 

videos older than one year). 

 

Instagram 

Same as for New Zealand, also for the German Wine Institute, the newest social 

media channel in use is Instagram. It is active since August 2016, named 

“wines_of_germany” and content is provided mainly in English. While constant use 

of the hashtags #winesofgermany and #germanwines is made, crosslinks are used 

sporadically. The content type is informational in terms of announcement of 

worldwide events and the introduction of wineries and wine regions. There is only 

minor overlapping in topics with other social media channels. 

 

Weibo 

Since March 2015, the German Wine Institute operates a verified Weibo account 

named “winesofgermany” which provides content in simplified Chinese about 

events in Asia and general wine information such as wine rankings and the 

endangered vintage by frost in May 2015. Same as the postings of New Zealand 

Winegrowers, the postings by Wines of Germany on Weibo are in the length of 

articles rather than the short and to the point postings in their Western social 

media channels. Also the independence of these Western countries is 

recognizable, it is only observable in regards to WeChat. 

 

WeChat 

Postings on WeChat by the German Wine Institute are also in simplified Chinese, 

and since January 2015 published under an account named “winesofgermany”. 

Regarding content type, respectively topics, posting length and the overlapping of 

content, the same applies as for Weibo.  
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8.2.3. Wines of Chile Association 

Facebook 

The Wines of Chile Association operates two different channels on Facebook: 

• Spanish-speaking “Nos gusta el vino” – targeting Chile 

• English-speaking “Wines of Chile” – targeting US 

As the first is Spanish-speaking and therefor owing to the language even less 

adequate than the other one, the English-speaking channel will be analysed here. 

As it is targeting only the US market, also in the info section of the fan page a 

backlink to the US-targeting Twitter account is found. Other than that, no other 

social media channels or the website is linked. 

The content is presented in the form of a mixture of shared articles and self-

produced picture content about news about wine, wine related events in the US, 

food and wine paring as well as the wine regions of Chile. Only few hashtags are 

used and no consistency can be deviated. 

The comment section of the postings is not monitored; comments by other pages 

for advertisements for their own pages are not deleted or hidden. 

 

Twitter 

On Twitter, six different channels, depending on the target market are active: 

• Spanish-speaking named “nosgustaelvino_” – targeting Chile 

• Portuguese-speaking named “Wines of Chile-BR” – targeting Brazil 

• English-speaking named “WoC_CanadaWest” – targeting Canada 

• English-speaking named “DrinkChile” – targeting US 

• English-speaking named “WinesofChileUK” – targeting UK 

• English-speaking named “WinefofChile” – global targeting 

The most active channel also with the biggest follower number of more than 

32,000 and used for global communication is identified as the most relevant for 

Greater China and Japan and therefor analysed. It is active since March 2009. 
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The channel does only retweet a few times per month from other accounts and 

does not publish own content. The content form consists mainly of pictures and a 

few videos. The topics shared with followers contain wine related news, pairing of 

food and wine and wine regions of Chile. 

 

YouTube 

The YouTube channel named “Wines of Chile” is active since September 2015. 

Even though the name is in English, video descriptions, if they exist, are only in 

Brazilian and all crosslinks are only to Brazilian websites. It seems to be targeting 

only the Brazilian market. The videos about events and some of the image videos, 

which are also used on the proprietary website, are not regularly uploaded. Also 

the opportunity to upload all videos used on the website is missed. 

 

Instagram 

The Instagram channel “drinkchile”, active since August 2014 and posting in 

English, has no backlink to the website. With pictures about events in the US 

market, it targets only the US market. Additionally, pairing of food and wine, 

people enjoying wine, wine regions of Chile and people working with wine are 

topics of the pictures uploaded. Hashtags are added to the pictures, but no 

consistency is perceptible. The hashtags #drinkchile, #lovewinelovechile and 

#lovewinedrinkchile are used without any clear strategy behind. Back- and 

crosslinks are rarely used. 

 

Weibo 

Since September 2012, the verified account named “Wines of Chile (智利葡萄酒)” 

is active on Weibo. Postings are in simplified Chinese and cover events, 

introductions to vineries, wine knowledge and shared articles. As there are no 

overlaps in topics and it seems generally independent of the other social media 

channels of the Wines of Chile Association. Same as on the other analysed Weibo 

accounts, the length of each posting is longer than on the other social media 

channels and conveys an article style.  
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9. Primary research 
9.1. Research design 
To give an outline of the primary research, a so-called research design is used. 

The insight provided in entire length can be found in the appendix, chapter 3. 

Research Design, p. A-7. A condensed form in table format is incorporated here. 

The detailed interview guideline is to be found in the appendix, chapter 4. 

Questionnaire, p. A-10. For insight in the time schedule, the project plan is 

included in the appendix, chapter 5. Project plan, p. A-12. 

Research design 
Information deficit and objectives 

• target group’s behavioural patterns 

• target group’s expectations towards social media in general 

• target group’s attitude towards advertising on social media channels 

• target group’s expectations towards social media activities by AWMB 

 

• gain insight on the behaviour and expectations of the target group 

relating to social media 

Method 
• explorative interviews with 18 interview partners 

Sample selection 
• qualitative sampling plan 

 

• professional occupation as importer, merchant, wine buyer, sommeliers, 

gastronomes, hoteliers, journalists, bloggers 

• general interest in using Austrian Wine as part of their business 

• country of residence (Mainland China, Hong Kong, Macau, Taiwan, 

Singapore and Japan) 

Enquiry instrument 
• interview guideline 

Fieldwork 
• Preparation 

• Execution 

• Postprocessing 
Table 12: Research design (own presentation) 
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As seen in Table 13: Interview partners, p. 76, the interviews were held with 

people in different job positions related with wine, working for companies in wine 

import and trade, hospitality and media and education in all six target countries. 

Further information regarding contact details and the precise job title as well as the 

mp3-file and written transcription of each interview is available upon request. 

 

No. Name Age Industry Country 

1 Austin Huo 30 Import/Trade China 

2 Michael Zhang 31 Import/Trade China 

3 Oliver Zhou 27 Media/Education China 

4 Jean-Charles Viens 49 Media/Education Hong Kong 

5 Roland Muksch 42 Media/Education Hong Kong 

6 Samuel Mak 50 Media/Education Hong Kong 

7 Mami Whelehan 51 Media/Education Japan 

8 Quentin Frantz 30 Import/Trade Japan 

9 Robert Rann 57 Import/Trade Japan 

10 Anonymous 42 Hospitality Macau 

11 Anonymous 38 Hospitality Macau 

12 Baird Grant 55 Hospitality Macau 

13 Maxim Sokolov 34 Import/Trade Singapore 

14 Moritz Deyle 36 Import/Trade Singapore 

15 Vincent Tan 30 Hospitality Singapore 

16 Chu Hsiang Pin 49 Media/Education Taiwan 

17 Hao Tseng 39 Import/Trade Taiwan 

18 Tom Curry 66 Media/Education Taiwan 
Table 13: Interview partners (own presentation) 

 

9.2. Analysis of interviews 
Due to the unstructured text results from the conducted interviews with numerous 

different messages from each interview partner, the analysis was performed 

according to Philipp Mayring’s approach to qualitative content analysis. Inductive 

classification in categories of codes was used before assigning relevant passages 

of text, which further could be concentrated, and structured (cf. Mayring 2010, 
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pp. 65 - 68). As a result, the answers to the questions, even if given at some other 

point in the interview could be assigned. 

 

9.2.1. Information about wine 

The first step of establishing a social media marketing concept is the analysis of 

initial situation whereupon the step of setting objectives is partly dependent on. 

Therefore, the information about how and where the target group, represented by 

the interview partners, gets information when searching for wine in general and 

what its current touchpoints with Austrian wine are, has to be analysed. 

 

As visible in Figure 9: Sources for information about wine, p. 78, from the total of 

18 interview partners, to the question “How and where do you get information 
about wine?” with multiple answers possible, most stated, that they receive 

information about wine from various sources. In total, 48 different sources where 

named. These were merged into five categories for clearer distinction. Under 

“personal contact” the answers about contact to wineries, merchants, importers 

and all kind of events were summarized and named by 16 of them as important. 

Offline editions of magazines (e.g. Decanter, Wine Spectator, World of Fine Wine), 

newspapers and books were summarized into the second category and are used 

by 14 people. The third category is built by websites and blogs such as 

Winesearcher, Drinks Business, Vinehoo, Google, etc (in total 17 different 

websites mentioned). The most relevant, fourth, category for this paper, social 

media, represents all mentioned social media channels during the interviews 

(QZone, LinkedIn, Instagram, Facebook, YouTube and WeChat) and was chosen 

as important by seven participants. Apps (Vivino and Delectable Wines were 

mentioned) are a source for information about wine for two interview partners. 15 

interview partners rely on more than one source and source category for 

information on the topics of wine and on average they rely on 5.4 different sources 

in 2.8 source categories. 

No deviation on preference for certain source categories in regards to industry the 

interview partners are working in and country they are living in, were possible. 

For the Austrian Wine Marketing Board and a social media marketing strategy 

tailored to them, the identification that the target group uses multiple information 
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sources implies that it sets value on the diversity of information that might 

influence them. This then implies further that the messages to be conveyed have 

to fit the overall kind of information the target group needs. 

The high number of information sources named, even within the different 

categories, shows that information which is intended to spread widely, ideally has 

to be distributed on various fitting channels, even within one source category, 

instead of one exclusively. 

The rather unimportance of the social media category in comparison with personal 

contact and websites/blogs implicates that social media should not be used as an 

exclusive marketing channel but rather be supporting those source categories with 

higher popularity such as “personal contact” which includes events. 

The importance of the “personal contact” as well as the collectivistic culture (see 

chapter 3.2.1 Culture, p. 17) is shared by all countries of Greater China and 

Japan. The collectivism is clearly apparent, as the trust in the peer group is the 

most important information source. 

 

Figure 9: Sources for information about wine (own presentation) 

 

As the target group is unified by its interest or already established touchpoints with 

Austrian wine, these touchpoints were further investigated with the question “What 
are your current touchpoints with Austrian wine?”. As to be seen in Figure 10: 

Touchpoints with Austrian wine, p. 79 three of 18 interview participants have not 

been in touch with Austrian wine so far. Another three participants have had only 

indirect contact with Austrian wine by reading about it on Wikipedia, books and 

magazines, by covering it in their wine studies and by reading about it on the 
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website Winesearcher. In direct contact with Austrian wine have been the 

remaining twelve interview partners which count for two third of total interview 

partners. Of those, nine have more than one touchpoint among the categories 

events, tasted, work with AWMB and work with wineries/importers. 

When going into detail on the country of residence of the interview partners, it 

could be derived that all participants in Singapore and Taiwan have already 

worked with wineries or importers of Austrian wine before. None of Macau has 

worked with the Austrian Wine Marketing Board so far and the participants of 

Japan did not get in contact with Austrian wine via events or social media activities 

by the Austrian Wine Marketing Board. When subdividing the participants into their 

industry, it could be derived that all people working in the media/education sector 

have had some kind of contact with Austrian wine, but not via social media. 

The majority of the target group has been in contact with Austrian wine, of all 

countries and industries at least one. When connecting this to the insight about the 

information sources gained in the previous question, it can be derived that the 

personal contact, which includes sources such as events, wine clubs and word of 

mouth, can be a multiplier of awareness about Austrian wine. These personal 

contacts often are connected via social media (announcement of events, groups 

on Facebook, WeChat, etc. for wine aficionados). For the Austrian Wine Marketing 

Board and its social media marketing, this implies that it should make active use of 

and participate in such communication within its social media work. 

 

 

Figure 10: Touchpoints with Austrian wine (own presentation)  
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In Figure 11: Obstacles to wine information research, p. 81 it can be seen that, 

when searching for information about wine in general, that means regardless of 

the region of origin of the wine, only three of total 18 interview participants stated 

that they do not encounter any obstacles. Seven only encountered one of the 

three obstacle categories (trustworthiness of source, language barriers, missing or 

too basic information), whereby missing or too basic information was the 

predominant obstacle with ten people. When searching for information about 

Austrian wine in specific, exactly half of all interview partners stated, that Austrian 

wine is not known well in their country of residence. 

With respect to the country of residence and industry the interview participants are 

working in, no significant differences could be derived for the obstacles when 

searching for wine in general. Obstacles when it comes to Austrian wine were 

shared among all participants from China and Macau but not of relevance for all 

participants from Singapore and Taiwan. Regarding the industry, no differences 

were identified. 

The higher the professional involvement with wine and the already gained 

knowledge gets, the higher gets the need for reliable detailed technical 

information. This information is perceived as not available immediately on demand 

in a language understandable for the target group. While one Chinese interview 

partner stated, that the problem of missing information lays in the Chinese search 

engine servers, which do not browse Western websites, no matter which language 

they are provided, another Chinese interview partner mentioned, that websites are 

obsolete for the Chinese market anyhow, as internet consumption shifted to 

mobile and therefor information has to be provided on channels such as Weibo. 

The missing awareness of Austrian wine leads to lower active searching for 

information about Austrian wine, which the Austrian Wine Marketing Board has to 

encounter by actively pushing information to the target group and also to the end 

consumers. As one interview participant stated, people are more likely to spend 

their money on those wines that they know (French), as they do not even think 

about Austrian wine as a choice or fear that they waste money on wine they would 

not enjoy. 

When considering chapter 3.1.1 Culture, p. 14 and its elaboration on uncertainty 

avoidance, the obstacle of parts of the target group with trustworthiness, language 
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and missing or too basic information gets clearer. All these obstacles lead to 

uncertainty and further on to a risk for the information seeker. 

 

 

Figure 11: Obstacles to wine information research (own presentation) 

 

9.2.2. Usage of social media 

For a better understanding and later on characterisation, of the target group itself 

necessary for maximising the effectiveness of social media marketing, its 

behaviour on social media has to be analysed. Also the gained insights are used 

as base for the decision on which channels to use for social media marketing. 

First of all, the determination of relevant social media channels for the target group 

was undertaken with the question “Which social media channels do you use?”. 

It was on purpose expressed in an open question to find out which channels come 

to the respondents’ minds. The results are displayed in Figure 12: Social media 

channels in use, p. 82. Those channels that they did not think of, are seen as 

impractical for this paper. Of all interview participants, 16 stated that they use 

Facebook. The second most used social media channel among them is LinkedIn 

with eleven users. Each, Instagram and WhatsApp is used by nine respondents. 

Other social media channels, which are, due to the functions currently offered to 

the public, not suitable for Austrian Wine Marketing Board’s social media 

marketing strategy, were mentioned only one time each (TripAdvisor, Viber, 

Facebook Messenger, FaceTime, Skype). 
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All respondents stated at least two social media channels as in usage. No social 

media channel is used by all respondents but all working in the media and 

education industry make use of Facebook. All in hospitality use LinkedIn and 

WhatsApp. When considering the country of residence of the interview partners, it 

can be seen that Facebook is popular in all countries of Greater China and Japan, 

including China. It is only not used by one respondent in China and one in Macau. 

LinkedIn is used by the target group in all countries, LINE only in Taiwan & Japan.  

When comparing the share of people using social media as information source for 

wine from the first question (7 people) and the share of people using social media 

in general (all 18 people), it can be assumed that not all of them use social media 

for research on wine or it is not on top of their minds when thinking about wine 

information search.  

QZone despite, according to the ranking of largest social media channels in Figure 

7 in the appendix, p. A-4 being popular, especially in China, only one respondent 

of Macau and one of Singapore use it. Also Weibo and LINE are not as 

represented as anticipated by theory. 

 

 

Figure 12: Social media channels in use (own presentation) 

 

A further insight in the usage of the distinct social media channels was gained by 

the question “How do you use the channels you mentioned in the question 
before?”. As visible in Figure 13: Social media features in use, p. 84, the 
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responses cover all social media channels and differentiate according to the kind 

of usage and feature for that. Again also here multiple answers per respondent 

were recorded but not all respondents provided insight in all the channels the 

stated as in use in the previous question. In total out of 18 respondents, twelve 

people actively post content on Facebook. The second most stated purpose of use 

is following other users including friends, fan pages, etc. with ten people. All other 

mentioned purposes are shared by less than half of the interview partners. 

No derivations dependent on country of residence and industry of working of the 

interview partners were detected. While some use Facebook and Instagram purely 

as a platform to spread their own content without consuming content provided by 

others, LinkedIn is the opposite with more people consuming content provided by 

others but not actively producing or sharing content. Those providing own content 

for Facebook and Instagram stated, that they also use pre-existing content to 

share it with their peer group if they see it as valuable. With content targeted 

specifically to them, a multiplication effect could be of use for the Austrian Wine 

Marketing Board. For the Austrian Wine Marketing Board this also implies that 

LinkedIn might be a useful social media channel as the target group likes to 

consume content there but the multiplication effect is missing, as the target group 

does not share consumed content, even if it was appealing to them. WeChat, with 

the numerous features it provides to the users, is the social media channel with 

the most diverse used features, whereas private communication is the most 

popular purpose of use.  
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Figure 13: Social media features in use (own presentation) 

 

The second question regarding targeting the usage of social media was “How do 
you interact with content obviously provided by companies on social 
media?”. As seen in Figure 14: Interaction with social media content provided by 

companies, p. 85, out of all 18 interview participants, only three said that they 

interact with so-called “sponsored” or “promoted” content in the same way they do 

with so-called organic content. Seven stated that they skip content that does reach 

them by paid advertisement categorically. The remaining eight affirmed that they 

decide whether to interact or skip such content for each occasion separately 

depending on the perceived value. 

While no respondent from Japan stated to skip such content under all 

circumstances, none from China, Hong Kong or Taiwan declared to interact with it 

implicitly. Also, no interview partner working in the media or education industry 

would do so. 

The knowledge and awareness of the different kinds of marketing, differs among 

the industries and those that are familiar with it, some even working with it 

themselves, are less appealed by marketing content. Especially for those, the 

messages the Austrian Wine Marketing Board wants to convey, have to be 
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formulated specifically. For China, no such obligations to label advertisement on 

social media are active. Due to that, the distinction between promoted content and 

“regular” content is even more difficult and people might have become suspicious. 

 

 

Figure 14: Interaction with social media content provided by companies (own presentation) 

 

9.2.3. Appealing content on social media 

Details on what makes postings on social media appealing to the target group 

form the last part of the interview questions. The gained insight is used later on for 

the content strategy for social media marketing. 

As first question the interview partners were asked “What form of content, 
meaning pictures, videos, plain text, etc. do you like to see on the social 
media channels you mentioned before?”. As seen in Figure 15: Content form 

on social media, p. 86, out of 18 respondents, 16 appreciate to be exposed to 

pictures (including photographs and infographics) on social media channels. Ten 

like to see videos and nine enjoy text in form of articles, etc. 

The content form audio was mentioned only by one respondent from China 

working in the media/education industry and only in connection to the social media 

channel WeChat. Pictures and videos were mentioned from interview partners 

from all countries and text was mentioned from all except Japan. All people 

working in the media or education industry stated to appreciate pictures. 

On the one hand, three participants explicitly mentioned that the do not like videos 

because it is inconvenient for them. The reason behind is the usage of social 
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media on their smartphones where they either do not want to turn on the sound 

which would be needed to perceive all impressions of a video or do not want to 

spend their mobile data volume for a video. On the other hand, one participant 

stated that “live videos” such as on Facebook is the content form of preference. 

 

 

Figure 15: Content form on social media (own presentation) 

 

The second aspect of a social media posting and the favouritism of the different 

kinds was investigated with the question “What content type, meaning 
informational, entertaining, utility providing do you want on the social media 
channels you mentioned before?”. Arising from the different social media 

channels the respondents use, also here more than one answer was accepted as 

seen in Figure 16: Content type on social media, p. 87. Informative content such 

as information about the work of Austrian winemakers, harvest reports, etc. is 

wanted by twelve respondents. Nine like to see content that provides utility like 

event announcements, new trends, etc. and eight appreciate entertaining content 

on social media that targets emotions more than information. 

No interview partners from China and Macau prefers emotional appealing, 

respectively entertaining content and no one from Hong Kong and Singapore likes 

content that provides utility. 

Even though entertaining content is the least preferred, three interview partners 

explicitly mentioned that they want to see informative or utile content but in an 

entertaining form rather than plain text. This is especially compatible with the wish 
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for pictures, which gives the opportunity to pack information into graphical 

supported infographics for example. 

As elaborated in chapter 5.6 Content, p. 44 by Milbrath, Lieb and Cisnero the 

content type should not be limited to one kind but rather be portioned. This 

corresponds with the insights gained from the interviews, as there is no consensus 

either. 

 

 

Figure 16: Content type on social media (own presentation) 

 

The language of the postings is another important factor for the acceptance and 

further effectiveness of social media postings. The interviews were all held in 

English and this language did not seem to be a problem for any of the interview 

partners. The question regarding the posting language therefore targeted their 

insight into local wine consumers. As seen in Figure 17: Posting language on 

social media, p. 88 the majority of respondents (ten) stated that postings should 

include text in English but half of them also sees Chinese as indispensable. Two 

respondents stated that postings should be in Japanese. 

Japanese was only mentioned by respondents in Japan. Further deviations from 

country of residence or industry were not possible.  

In Hong Kong English is an official language and therefore widespread, Chinese 

written on computers is normally with simplified Chinese characters and readable 

for the majority of people in Greater China. The interview partners mentioned that 

even if providing the whole text in Japanese or Chinese is not feasible, at least 

some kind of punch line should be included because this is very much 
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appreciated. If translations are made, the wine variety should be kept in English, 

as there is no universal translation of them, which could cause confusion. Some 

social media channels like Facebook offer targeting options for postings, which 

can be used by the Austrian Wine Marketing Board for language differentiation. 

 

 

Figure 17: Posting language on social media (own presentation)  
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10. Social media marketing concept for AWMB 
Based on all gathered insights from the theoretical part, the desk research and the 

primary research, a tailored social media marketing concept for the Austrian Wine 

Marketing Board for the geographical area of Greater China plus Japan is 

developed in the following. As there is substantial preliminary effort missing, 

recommendations of action are given within each following chapter. These 

decisions and elaborations should take place even before starting with the 

analysis of the initial situation. 

 

10.1. Initial situation 
As amplified in chapter 5.2 Initial situation, p. 36, the analysis of the initial situation 

can be conducted with a SWOT analysis. The aspects mentioned in the following 

Table 14: SWOT for AWMB, p. 90 are linked to the specific influence it has on the 

Austrian Wine Marketing Board and which reaction or aim should result from it. 

 

Aspect Influence on AWMB Aim and Reaction 

Strenghts 

• Local partners and 
AWMB department 
“East” 

• get insight into target 
group’s needs and 
expectations betimes 

• pledge them to report 
thereupon for reaction 
on time and involve 
them in the social 
media marketing work 

• AWMB can learn from 
competitors’ 
mistakes on social 
media 

• prevent those mistakes 
in their social media 
marketing 

• monitor their activities 
regularly and analyse 
their successfulness 

 

• Existing information 
in the local 
languages 

 

• usable as a starting 
point for social media 
marketing 

 

• screen, evaluate and 
modify the existing to 
content for social 
media marketing 

Weaknesses 

• AWMB has less 
resources available 
than the competitors 

 

• No appropriate social 
media work possible 
for AWMB 

• evaluate current 
budget apportionment 
and assign sufficient 
resources to social 
media marketing 

• AWMB has no 
strategical social 
media presence in 
the region 

 

• miss opportunities to 
increase the 
awareness level of 
Austrian wine 

 

• acquire knowledge, 
strategically start 
social media 
communication and 
built a first “fan base” 
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Aspect Influence on AWMB Aim and Reaction 

Opportunities 

• Future trend of 
market growth in the 
region 

• increasing importance 
of Greater China plus 
Japan for AWMB 

• commitment to the 
communication 

 

• Communication with 
target group and 
market development 

 

• target group 
unsatisfied with current 
communication 
patterns 

• optimize current 
communication and 
broaden it with 
complementing social 
media channels 

Threats 

• Competitors already 
have experience and 
presence on relevant 
social media 
channels for the 
region 

• AWMB falls behind 
competitors in terms of 
communication 

• start with social media 
marketing as intended 
in the goal by 2018 

 
 
 

• Local regulations 
regarding promotion 
of alcoholic 
beverages in the 
region are diffuse 

 

• threat of social media 
channel being 
(temporarily) locked or 
even being charged 
according to local 
advertisement law 

• consult experienced 
advisors and be 
attentive to always 
balance spontaneity/ 
creativity with 
deliberateness 

• Differences within 
the region (language, 
culture, development 
of market situation, 
relevant social media 
channels, trade 
restrictions and 
agreements) 

 

• Inability of providing 
content in right 
language 
independently, threat 
of cultural misunder-
standings and resulting 
image damages, need 
for different content, 
costs for additional 
monitoring 

• Collaborate with local 
experts (social media, 
wine industry), classify 
and prioritize actions 

 
 
 
 
 
 

Table 14: SWOT for AWMB (own presentation) 

The aspects of the SWOT analysis and the corresponding reactions influence the 

subsequent process steps of the social media marketing concept and are 

considered in their elaboration. First is the definition of the target group, which is 

prerequisite for the tailored preparation of the other following steps in the social 

media marketing concept. 

 

10.2. Target group 
The so-called marketing personas including the user types by Brandtzæg 

introduced in chapter 5.3 Target group, p. 38, build the theoretical input for the 

definition of the target group for Austrian Wine Marketing Board’s social media 

marketing strategy. The first three parameters; those of country of residence, 
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professional occupation and general interest in Austrian Wine; were defined 

before. Other demographic characteristics such as the target group’s gender, age 

and income need to be evaluated as relevant or not by the Austrian Wine 

Marketing Board to being able to create entire marketing personas. Further 

necessary practical insight in the other characteristics was gained in the 

conducted interviews with the target group. The social media channels they use, 

are deliberately not elaborated in detail within the characteristics list, because their 

selection process is not only dependent on the target group’s behaviour and will 

be elaborated in chapter 10.4 Channels, p. 93. 

• Living in Mainland China, Hong Kong, Macau, Taiwan, Singapore and 

Japan (not necessarily their country of origin) 

• Currently working as wine importer; wine merchant; wine buyer or 

sommelier for restaurants, hotels, etc.; journalists or bloggers; at wine 

schools/lectures 

• Generally interested in using Austrian Wine as part of their business, but 

not necessarily having profound knowledge about Austrian wine already 

• Latching onto information in wine topics which comes primarily from their 

international and local, personal and word of mouth, personal contacts and 

acquaintances 

• Using primarily non-social media sources for wine information but also 

social media, even if not consciously, to gain further information about wine 

• Seeking for an information source providing information in a usable 

language which they can fully trust 

• Using social media on a regular basis (at least weekly) and actively, 

expressed by following fan pages, as well as liking, sharing and 

commenting of postings, etc. 

• Sceptical about the usefulness for consuming social media advertisement  

• Rather open-minded towards the different forms and types of content on 

social media 

• Having command of English but being appreciative about content in the 

local language 
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The characteristics above could be amplified by the user types “entertainment 

user” and “instrumental user” of Brandtzæg. 

 

This insight should also be, where offered, used for technical targeting options like 

interests for postings and advertisement on social media.  

It has to be taken in consideration that the target group can change in the course 

of carrying out social media marketing. Regular revisions keep the work efficient 

and effective. 

 

After the target group is defined for now, the elaboration of the objectives for the 

social media marketing strategy can follow. The then used target group is already 

defined clearly. 

 

10.3. Objectives 
As mentioned in chapter 5.4 Objectives, p. 41, the goals of social media marketing 

should contribute to the achievement of an “ultimate bottom line goal”. In the case 

of the Austrian Wine Marketing Board, this goal is the increase of annual wine 

export turnover to the markets of Greater China and Japan from currently 4.3 

million euro to 7 million euro by 2019. The therefore needed strategic handling and 

declared awareness level of 7% among the target group is the level at which social 

media marketing comes into play. The definition of awareness is a preliminary 

decision to be taken. The so-called top-of-mind awareness, describing “the first 

brand that comes to mind when a customer is asked an unprompted question 

about a category. The percentage of customers for whom a given brand is top of 

mind can be measured” (Bendle, et. al 2015, p. 45). 

As also detected in the interviews with the target group, Austrian wine is not on top 

of their mind, even among those who have been in contact with Austrian wine 

before. Social media marketing should emend this missing brand awareness, 

respectively consideration of Austrian wine in decision-making situations. 

When examining Table 3: Setting social media goals, p. 42 the customer journey 

phase “awareness” and “consideration”, depending on the social media channel in 
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consideration (existing Facebook versus non-existing WeChat for example) can be 

defined as most relevant. The appropriate metrics are relating to the number of 

impressions and reach as well as relating to the interaction type and rate of 

interaction. 

The relation to put into for new social media channels are evidently non-existing 

impressions/reach and interaction types/rate. For those social media channels 

already used, the own past performance is the benchmark to be exceeded. The 

target to be met by each KPI on each social media channel will be elaborated in 

chapter 10.7 Monitoring and measurement, p. 98. 

 

The setting of objectives is only of use if their progress in achievement is 

measured. The therefore needed metrics, especially the ones specific for the used 

social media channels can only be determined after selecting suitable social media 

channels. For this reason, the channel selection is the next step in developing a 

social media marketing concept. 

 

10.4. Channels 
As visible in Table 15: Channel selection - Weighted Sum Method, p. 94, for the 

application of the Weighted Sum Method according to Alanazi/Abdullah/Larbani 

(see chapter 5.5 Channels, p. 43), relevant factors influencing the practicality of a 

social media channel for marketing purposes in Greater China and Japan were 

defined by being derived (cf. Hisham 2015) and supplied with correspondent 

weights in accordance with the Austrian Wine Marketing Board. The social media 

channels mentioned during the interviews as in use by the target group (see 

chapter 9.2.2 Usage of social media, p. 81) were used to complete the matrix. 

Then points from 1- bad to 10- good were allocated, also in accordance with the 

Austrian Wine Marketing Board. As WeChat and Twitter were scored with the 

same amount of points, the decision was taken that WeChat with higher score at 

the most important factor (suitable for increasing brand awareness among target 

group) with 30% should be ranked fourth. From the then four best rated, two are 

already established social media channels for the Austrian Wine Marketing Board 

(Facebook, Instagram) and should be optimized. The other two are new channels 

for them (LinkedIn, WeChat) have to be established.  
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Table 15: Channel selection - Weighted Sum Method (own presentation)  
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10.5. Content 
Whereas a general common direction, respectively a superior objective can be 

shared between and pursued on all now selected social media channels, each 

channel should have a different approach to achieve it. The content is a main 

aspect for that. 

As the divergence in the target group’s likings of content type is remote and the 

willingness to consume information from different sources is high, it here can be 

commended for all four social media channels that the content categories by Lieb 

and Cisnero as well as Milbrath’s Social Media’s Rule of Thirds; stating that 

content that entertains, content that informs and educates, content that provides 

utility and curated content should balance; should be applied (see chapter 5.6 

Content, p. 44). 

The target group’s preference for content in the form of pictures primarily and 

videos just before text, can be combined with an alteration of Milbrath’s Social 

Media’s Rule of Thirds (equilibrium between the different contents), meaning 

altering to content form instead of content type, adopted for Facebook. For 

Instagram pictures with supporting captions are naturally the most suitable content 

form but should be partly alternated with videos where applicable. On LinkedIn 

pictures and videos are suitable as well, but usually the supporting text passages 

are more detailed than on the before mentioned channels. As for WeChat the 

reference currently are the competitors’ accounts and the target group is also used 

to their content form, the Austrian Wine Marketing Board should provide content in 

the form of longer “articles” where text is combined with supporting pictures. 

Videos should be avoided, as the target group does not feel comfortable with this 

content form on WeChat. 

The tonality of postings on Facebook and Instagram can be relatively casual, 

fitting to the new communication strategy with its slogan “The Art of Wine. 

Unpretentious.”. On LinkedIn, by the target group perceived as a truly business-

related social media channel, a more professional tone should be applied. On 

WeChat with the “article-style” of postings, a neutral tone suits. 

The posting time should fit the target group’s time zones (China, Hong Kong, 

Taiwan, Singapore, Macau – UTC +8, Japan – UTC +9) and, as the majority 
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stated that they do not have a lot of time for consuming social media during work, 

be scheduled in the late afternoon on all social media channels. 

The target group uses all four social media channels at least several times a week, 

if not a day. To animate them to think about Austrian wine regularly when they use 

social media, the frequency of postings by the Austrian Wine Marketing Board 

should not be too low. Bearing in mind that the content creation for article-like 

postings for WeChat needs more resources, especially in the beginning, the 

frequency of New Zealand’s and Germany’s postings (every second day and twice 

a week, see Table 11: Competitors‘ KPIs WeChat, p. 67) should not be forced. 

Once a week, with an increase as soon as successfulness is perceptible, is 

suggested. For LinkedIn, Facebook and Instagram the posting frequency should 

even out to every second day. 

The different posting languages needed (Japanese, Simplified Chinese) as well 

as content only relevant for specific geographic areas (for example the 

announcement of an event in Tokyo) can be displayed to the right target group by 

separating them with targeting options for each posting like on Facebook. 

Advertising is possible on all selected social media channels. While on the newly 

established ones, advertising should focus on introducing the new accounts to the 

target group, the already established ones should force interaction with the new, 

strategical postings. 

Cross-referencing among the used social media channels, in this case also with 

YouTube, and the Austrian Wine Marketing Board’s website should be enforced to 

create the best possible coverage of the target group. Also a consequent use of 

hashtags (general one like #austrianwine, #austria, #wine for every posting plus 

content dependent ones) is commendable. Integration of the social media 

channels in other online and offline marketing actions should be used to attract 

new fans/followers. Examples would be the use of WeChat’s QR-Code on flyers, 

brochures and event tickets and the mentioning of the Facebook and Instagram 

account in articles, advertisements, e-mail signatures, etc. 

 

Obtaining reliable information concerning the current legal situation from an expert 

should be conducted before posting on any social media channel.  
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10.6. Organisational implication 
The goal is to implement this social media marketing strategy by 2018, therefore 

the implication into the organisation of the Austrian Wine Marketing Board already 

has to start earlier, with the allocation of first resources for account creation, 

content preparation, etc. (see chapter 10.8 Resources, p. 100). 

By now, the Instagram channel representing the Austrian Wine Marketing Board, 

only focuses on the US market and is operated by a marketing agency in the US. 

The expansion of focus to Asia (other regions would have to be evaluated 

separately) implicates a reintegration of this platform’s handling. If outsourcing for 

Instagram has to be kept or outsourcing of a newly created channel like WeChat, 

is considered, clear instructions should be provided so that no “isolated” social 

media channel is created (compare with New Zealand’s and Germany’s handling 

of WeChat). The integration of topics should not be lost but local expertise should 

be considered as valuable. 

Irrespectively of the decision if social media work is outsourced or kept within the 

Austrian Wine Marketing Board, the information about relevant topics have to be 

kept in-house. The business divisions, first and foremost the department “East” 

acts as information source and recipient of “personally delivered” feedback by the 

target group. 

One person ideally should act as “information hub” for all social media channels 

included in the strategic approach and coordinate the necessary resources 

(budget and labour force) for planning, execution, monitoring and analysis, which 

will be determined in chapter 10.8 Resources, p. 100. The position in the 

organisational structure for this person (and its team if so) should be subordinated 

in the communicational department “Press, PR, Online, Corporate Design” as 

seen in Figure 8: Organisation chart of AWMB, p. 54. 

 

Among the work task for this social media coordinator for Greater China and 

Japan, the tracing of successfulness of the social media marketing strategy plays 

a major role. The therefore needed instruments belong to the next chapter, 

monitoring and measurement.  
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10.7. Monitoring and measurement 
The two tasks of this process step are on the one hand monitoring ongoing 

conversations on social media and on the other hand identifying the progress in 

goal achievement. 

The first assignment, the monitoring of mentions of Austrian Wine Marketing 

Board, the competitors, key words in the industry such as “Riesling”, “Veltliner”, 

etc., would be consuming irrationally much working time when being conducted 

without the use of a professional social media monitoring tool like for example 

“Fanpage Karma” or “Hootsuite” (include analytics for Facebook, Instagram and 

LinkedIn). The therefore needed monthly budget is taken account of in chapter 

10.8 Resources, p. 100. For monitoring of WeChat no such tool was identified, it 

therefore has to be done manually, according to chapter 5.8 Monitoring and 

measurement, p. 47. 

No matter if the gained insights come from a professional tool or manual 

monitoring, the gained information has to be directed to the involved organisation’s 

parties, which is task of the social media coordinator. 

The second assignment is the measurement of significant indices derived from the 

social media objectives defined in chapter 10.3 Objectives, p. 92. A catalogue of 

those indices was established by the use of the so-called “Three Layers of So 

What” test by Kaushik: 

 

1. Applicable for each of the four social media channels 

Conversation rate: 

total number of comments per social media posting 

total number of followers 

 

Amplification rate: 

total number of shares of a social media posting 

total number of followers 
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Applause rate: 

total number of “likes” on a social media posting 

total number of followers 

 

Ad readiness: 

Conversation rate + Amplification rate + Applause rate = >5 (for the beginning) 

 

2. Applicable for WeChat 

Arrival rate: 

total number of content receivers 

total number of followers 

 

Open rate: 

total number of users which then interacts 

total number of users which visit the organisation’s “Moments” 

 

3. Applicable for Instagram and Facebook 

Hashtag usage: 

Total usage of a certain hashtag - own usage of a hashtag 

 

The development of these KPIs has to be monitored over time and connected to 

the different aspects of content of the specific posting to detect more and less 

appealing postings for the target group. Adaptions of the strategy can be derived 

from this insight then. 
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The mentioned “top-of-mind” awareness and the desired level of 7% can be 

measured by so-called “brand recall tests, [where] researchers measure the ability 

of consumers to recall brand names in a particular product category” (Linton n.d.).  

 

The last process step of developing the social media marketing concept for the 

Austrian Wine Marketing Board is the allocation of needed resources, which 

follows in the next chapter. 

 

10.8. Resources 
As no information on an existing budget for social media marketing in Greater 

China and Japan is on hand, the second approach (see chapter 5.9 Resources, 

p. 49) of determining a suitable budget for the recommended concept is followed. 

It is assumed that no rework, except for the initially mentioned “preliminary work”, 

on the present concept is carried out, as this would require additional resources 

depending on the extent of alterations.  

As visible in Table 16: Needed resources for AWMB, p. 101, non-recurring costs of 

2,375 €, annual costs of 24,909 € and an annual time effort of 907 working hours, 

mindless of by internal employees or externally paid services, should be reckoned.  

For simplification, costs of 25 euros per working hour of the social media 

coordinator for Austrian Wine Marketing Board as well as for external services 

(e.g. translations, monitoring of WeChat, etc.) are assumed. The tasks (equalling 

matters of expense) included are derived from all preceding steps of the social 

media concept and matched with the corresponding monetary value. 

The necessary skills and knowledge, which is as much resource as input from 

other departments, highly depends on the exact job definition for the social media 

coordinator, the available support by other internal employees (like graphic 

designer) and motivation of everybody involved. These existing internal knowledge 

resources have to be identified by the Austrian Wine Marketing Board preliminary. 

  



 101 

  Non-recurring 
time required 

Non-recurring 
costs 

Annual 
time 
required 

Annual 
costs 

Setup 

 Set up 
LinkedIn  

2 h  50 €  -  -  

Set up 
WeChat  

5 h  125 €  -  -  

Optimize 
Facebook  

2 h  50 €  -  -  

Optimize 
Instagram  

2 h  50 €  -  -  

Editorial 
calender  

5 h  125 €  24 h  600 €  

Software 

 Hootsuite  -  -  -  240 €  

Management 

 Monitoring  -  -  24 h  600 €  

Measurement  -  -  24 h  600 €  

Optimization  -  -  24 h  600 €  

Content 

 Topic 
investigation  

75 h  1,875 €  220 h  5,490 €  

Creation  -  -  275 h  6,863 €  

Translation  -  -  48 h  1,200 €  

Posting  -  -  149 h  3,731 €  

Community 
interaction  

-  -  60 h  1,493 €  

Advertising 

 Posting  4 h  100 €  60 h  1,493 €  

Advertising fee  -  -  -  2,000 €  

TOTAL 95 h  2,375 €  907 h  24,909 €  

Table 16: Needed resources for AWMB (own presentation)  
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11. Conclusion and outlook 
The theoretical input, including specialities of marketing for alcoholic beverages, 

in Greater China and Japan, on social media as well as the peculiarities of an 

international social media marketing concept, has to be borne in mind. 

Changes of the macro environment in politics, economy, society and technology 

have to be monitored. These include, among others, foreign trade agreements and 

media censorship, wine market development and economic development in 

Greater China and Japan, media and internet consumption as well as availability 

and changes to it. 

Currently; the competitors of the Austrian Wine Marketing Board; Germany, Chile 

and New Zealand; are ahead of the Austrian Wine Marketing Board in terms of 

targeted communication on social media within Greater China and Japan, but 

improvements could be required as well. 

From the gathered information from the conducted interviews the conclusion can 

be drawn, that the target group is actively searching for information about 

(Austrian wine) – not yet so on social media – and is confronted with various 

problems when doing so. The mostly used social media channels are the 

“Western” ones, both for actively contributing with content or just consuming 

other’s content. They are rather sceptical about consuming advertisement on 

social media, anyhow are fairly open for the different types and forms of content. 

The thereupon-based social media marketing concept for the Austrian Wine 

Marketing Board for the region of Greater China and Japan starts with the analysis 

of the initial situation. The results from the SWOT analysis show that the Austrian 

Wine Marketing board needs to put effort into pulling even with its competitors by 

making efficient use of the limited resources available to establish strategic 

communication with the target group in Greater China and Japan. The target 
group was defined by the gained insights through the conducted interviews and is 

generally open for the different types and forms of wine-related content by the 

Austrian Wine Marketing Board on social media. The objective to be contributed 

to by the social media work is a top-of-mind awareness level of 7 percent. With the 

Weighted Sum Method four social media channels were identified as the most 

suitable for the Austrian Wine Marketing Board’s social media marketing – 

Facebook, LinkedIn, Instagram and WeChat. The different aspects of the content 
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to be published on the selected social media channels are in relation to the form, 

type, tonality, time and frequency of posting, targeting and advertising: 

Aspect Facebook Instagram LinkedIn WeChat 
Form pictures, 

videos, text 
pictures and 
videos with 
captions 

pictures and 
videos with 
longer 
captions 

„article-style“ 
incorporating 
all other forms 

Type Milbrath‘s „Rule of Thirds“ 
Tonality casual casual professional neutral 
Time after-work hours 
Frequency every second day once a week 
Targeting language, geographic area, etc. 
Advertising introducing channel force interaction 

Table 17: Aspects of content on social media (own presentation) 

For the organizational implication, one central authority within the department 

“Press, PR, Online, Corporate Design” is recommended to function as information 

hub with the tasks of allocating resources, respectively undertaking the tasks, 

reintegrating Instagram and coordinating outsourced activities, if chosen. The 

monitoring of ongoing conversations on social media about related topics should 

be conducted by means of professional software and measurement of success, 

related to the objective of further of top-of-mind awareness and the therefore 

elaborated KPIs is necessary. Existing resources, in terms of knowledge have to 

be identifies preliminarily by the Austrian Wine Marketing Board to being able to 

potentially adapt the budget estimation at hand. If no adaptations are needed, non-

recurring costs of 2,375 €, annual costs of 24,909 € and an annual time effort of 

907 working hours should be calculated. 

Recommended next steps for the preparation of the social media presence of the 

Austrian Wine Marketing Board are the preliminary decisions and elaborations 

regarding further relevant demographic characteristics of the target group, 

compilation of suitable content and first drafts of postings, creation of the job for 

the social media coordinator, selection of a suitable professional social media 

monitoring tool and establishment of system for KPI measurement as well as 

budget adaption or release. 

Adaptions of the social media strategy according to environmental changes have 

to be conducted when necessary in the future.  
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1. Diagrams for channel selection 

 

Figure 1: Most popular social networks (according to users as percentage of population) in China 

Q4 2015 

 

Figure 2: Most popular social networks (according to users as percentage of population) in Hong 

Kong Q4 2015  

 

Figure 3: Most popular social networks (according to users as percentage of population) in 

Singapore Q4 2015 
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Figure 4: Most popular social networks (according to users as percentage of population) in Japan 

Q4 2015 

 

Figure 5: Most popular social networks (according to cumulated ranking of) Greater China and 

Japan Q4 2015 
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Figure 6: No. of results in Google Search (for "social media ... functions explained" in thousands 

('000) 

 

Figure 7: Ranking of largest social media channels (according to number of MAU in September 

2016 (in millions) 
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2. Diagrams for competitor’s export comparison 

 

Figure 8: Export volume and value Austria 

 

Figure 9: Export volume and value Chile 

(based on ÖSTERREICH WEIN MARKETING 2017) 

(based on United Nations Statistics Division 2017) 
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Figure 10: Export volume and value Germany 

 

Figure 11: Export volume and value New Zealand  

(based on United Nations Statistics Division 2017) 

(based on United Nations Statistics Division 2017) 
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3. Research design 
3.1. Information deficit and objectives 
As the objective of AWMB is to achieve an awareness level of 7% among the 

relevant target groups in Greater China and Japan until the year 2020 and 

therefore the aim of this master thesis is to develop a social media marketing 

concept which AWMB can implement in Greater China and Japan by the 

beginning of the year 2018, the desk research as well as the primary research 

should help in reaching these goals. 

While the desk research focusses on the general PEST factors and the 

competitors’ approaches, the primary research focusses on the target group. The 

main task here is balancing the current existing information deficit regarding the 

target group’s aspects relating to social media consumption. 

The target group’s behavioural patterns which include the information channels, 

respectively used features, and the underlying motivations should be identified. 

Apart from that, the expectation towards social media in general and towards 

the social media activities by AWMB are aimed to be identified. Those 

expectations cover preferences for channels as well as language, frequency and 

content type of postings. 

 

3.2. Method 
In comparison to quantitative primary research is the focus of qualitative primary 

research on gaining an in-depth view on data. Statistics are less important than 

reasons and motives for a certain behaviour (cf. Oberzaucher 2012, p. 24). 

This, in combination with the complexity of the information deficit, the expected 

difficulty for target group to express their behaviours and expectations in written 

form and the resulting need for explanation of question correlations suggest the 

qualitative primary research method for this master thesis. 

Within the qualitative primary research a decision between the use of one-to-one-

interviews, group interviews, group discussions or qualitative online survey has to 

be taken. As the one-to-one-interview gives the interviewer an optional setting for 

an intensive enquiry to find out the underlying motives (cf. Oberzaucher 2012, 

p. 25), this method helps the most to achieve the research goals. 
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A further differentiation between the benefit of explorative, psychological in-depth 

and focussed interviews leads to a need for the explorative interview style which 

is used for the behavioural aspects and the underlying motives. 

 

3.3. Sample selection 
After the determination of the statistical population, the methods for sample 

selection within qualitative primary research become applicable. For this master 

thesis, a deliberate theory-controlled sampling procedure is selected. The known 

target group’s characteristic which could influence the research topic are used as 

selection criteria. Relevant characteristics include the professional occupation as 

importer, merchant, wine buyer, sommeliers, gastronomes, hoteliers, journalists, 

bloggers; general interest in using Austrian Wine as part of their business and the 

country of residence and are used for qualitative sampling plan. The target 

group is located in six different countries (Mainland China, Hong Kong, Macau, 

Taiwan, Singapore and Japan), the 18 interview partners accordingly are also 

equally distributed among those. 

 

3.4. Hypotheses 
As the objective of this master thesis’ primary research is the discovery and 

exploration of certain behaviour and attitudes, predefined hypotheses would limit 

the investigation scope and therefore are disregarded (cf. Oberzaucher 2012, 

p. 45). 

 

3.5. Enquiry instrument 
To ensure the execution of interviews in proper quality, an interview guide is used. 

The semi-directive questioning technique is advantageous because for the 

research aim, it is more important to merge the discovered information rather than 

simply comparing it. The used interview guide is found in the appendix in chapter 

4. Questionnaire, p. A-10. 
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3.6. Fieldwork 
The fieldwork is divided into three parts, the preparation, execution and 

postprocessing phase. 

 

3.6.1. Preparation 

First contact to some possible interviewees is established through AWMB, the 

further search for interviewees via LinkedIn directly and after the help of Austrian 

Embassies and branches of the Austrian Chamber of Commerce, via e-mail, is 

following. The final selection of interviewees is conducted by the author of this 

master thesis. 

 

3.6.2. Execution 

Interviews are conducted by the author of this master thesis in talking (English) via 

Skype, Facebook Messenger or WeChat and recorded starting with the moment 

the permission is given. In exceptional cases, when no oral interview is possible 

due to time difficulties, the option to fill out the questionnaire in written form is 

given. 

 

3.6.3. Postprocessing 

Transliteration takes place synchronic to the interview conduction, meaning March 

2017 to May 2017, and data analysis is performed afterwards in May and June 

2017. Analysis is conducted according to Philip Mayring (cf. (Mayring 2010, pp. 65 

- 68). 
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4. Questionnaire 
Part No. Question Impulses/ Comments 
Introduction - - Includes salutation, topic, etc. 

Demographics - Name 
Age 
Company 
Industry 
Job title 
Location 
E-Mail 
Skype, etc. 

If possible collect in written 
form prior to the interview 

First part 
(information 
research 
behaviour 
regarding wine) 

1 How and where do you 
get information about 
wine? 

Differences for private / 
professional purpose 
Media channels (offline / 
online) 
Frequency 
Preferences for certain 
channels/information 
Differences among information 
for different wine regions 
Missing media / information 
available 
Obstacles when searching for 
information 

 2 What are your current 
touchpoints with 
Austrian Wine? 

Offline/ online/ social media 
Helpful information to feel well 
informed 
Obstacles 
Differences to other wine 
regions 

Second part 
(behaviour 
when using 
social media) 

3 Which social media 
channels do you use? 

For private purpose 
For professional purpose 
Motives/reason for certain 
channels 
Preferences among the 
channels 
Frequency 
Future skipped/ added 
channels 
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 4 How do you use the 
channels you mentioned 
in the question before? 

Features/activities in use 
Difference private/professional 

 5 How do you interact with 
content obviously 
provided by companies 
on social media? 

Differences for promoted 
content (banners, sponsored 
content, etc.) 
Best practise examples 

Third part 
(likes and 
dislikes 
regarding 
social media 
posting) 

6 What form of content, 
meaning pictures, 
videos, plain text, etc. 
do you like to see on the 
social media channels 
you mentioned before? 

For each social media channel 
included in question no. 3 

 7 What content type, 
meaning informational, 
entertaining, utility 
providing do you want 
on the social media 
channels you mentioned 
before? 

For each social media channel 
included in question no. 3 

Closing  Is there anything else 
you would like to add as 
important? 

Includes farewell 
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5. Project plan 
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