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Abstract

The objective of this study was to evaluate to what extent social media platforms are effective on the marketing
performances of food companies. Facebook was the most effective platform in terms of some performance criteria
such as time-saving, easy access to customers, customer feedback, brand awareness, marketing costs, order taking
frequency, and sales amount. The most effective platforms after Facebook in terms of marketing performance are
Instagram and Twitter, respectively. Marketing costs and product sales are factors that affect the attitude of food

companies towards social media platforms.
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Introduction

The research of new marketing methods and the rapid
development of technology have improved the market-
ing techniques. More access to people with the Web has
started to move marketing to the digital environment.
The convenience of Web marketing for product promo-
tion, services, and to reach potential customers has made
companies adopt this method. Companies that promote
their marketing activities digitally started to offer prod-
uct and service promotions at a low cost. Internet mar-
keting is not limited to space and time, makes it more
attractive.

Technological changes and constantly changing con-
sumer demands have created new avenues in market-
ing. Companies use those sites for marketing which has
increased usage. For example use of social media (SM)
and the awareness of its ease of use attracted compa-
nies to these platforms. According to the report pub-
lished by the SM analysis company “We Are Social’ for
2020, 4.5/ 7.7 billion world population use the Internet,
out of which 3.8 billion are active SM users. The active
SM users in the world increased by 9.2% compared with

the previous year (We Are Social, 2020). Because of the
increase in SM users, companies have started to show
their presence on SM platforms (SMPs) to reach users.

Companies that can promote their products and services
with minimal marketing expense have started to continue
their marketing activities on SM to increase their brand
awareness. The use of SM increases the rate of interac-
tion with existing and potential consumers. SM market-
ing (SMM) is the new media marketing channel that uses
SMPs to interact with customers (Yao et al., 2019). SMM
makes a significant contribution to companies in terms
of customer relationship management by allowing rapid
consumer feedback. Companies prefer SMM for fast
target audience reach for unique products and for con-
tacting potential customers. Today, SM is also a product
research tool for conscious and interested consumers in
product research.

SMM has become a preferred marketing channel in many
sectors and , has increased marketing food sector prod-
ucts on SM. The global epidemic i.e., the coronavirus
(COVID-19); has also increased the tendency of compa-
nies to use digital marketing channels for marketing food
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products. However, advertising many nonfood products
in the digital environment is easier versus food products
owing to seasonal variations, fluctuations in production
amount, durability of products, and cultural differences.
It is not difficult to predict that the impact of COVID-19
and similar shocks have increased the high consumers’
demand in the digital environment. However, without
considering the short-term effects of these shocks, it
is pivotal to study the effects of SM, one of the most
important digital marketing channels, on the marketing
performance of companies in the food sector.

This study studied the effect of SMPs on the marketing per-
formance of food companies. This evaluation differs from
previous studies in some ways. Previous studies investi-
gating different aspects of this topic have been analyzed
within the scope of one or more SMPs where Facebook
is predominant (Ainin et al, 2015; Aspasia and Ourania,
2015; Say, 2015; Nyarkoa and Altintas, 2015; Saad and
Badran, 2016; Francisco, 2016; Yurttadur and Sari, 2017;
De Vries et al., 2018; Pantano et al., 2019; Bernal Jurado
et al., 2019). In this study, the marketing performance of
food companies was analyzed concerning seven SMPs,
including Facebook (FB), Twitter (TW), Instagram (IG),
YouTube (YT), Google Plus (G+), LinkedIn (LI), and Blogs.
In previous studies, the effect of SMM on companies was
generally examined within the scope of sales increase
(Ainin et al., 2015; Nyarkoa and Altintas, 2015; Say, 2015;
Canovi and Pucciarelli, 2019) and marketing costs (Ainin
et al., 2015; Yurttadur and Sari, 2017; Baris$i¢ and Vujnovic,
2018; Yao et al., 2019). This study more comprehensively
analyzed the effect of SMM on companies with perfor-
mance criteria such as time-saving, easy access to cus-
tomers, customer feedback, brand awareness, marketing
costs, order taking frequency, and sales amount. Another
different aspect of this study from previous studies is that
research was conducted on companies operating in differ-
ent subsectors of the food industry. In previous studies, it
is seen that the food sector has been examined in general
terms or together with nonfood sectors. This study exam-
ined a total of five different subfood sectors.

Materials and Methods
Data acquisition

The primary data of this study were obtained from survey
interviews with different food subsector companies that
actively use SMPs. Five subsectors of food that use SM
intensely in the food industry in Turkey were selected that
included confectionery (CONF), milk and dairy prod-
ucts (MDP), olive and olive products (OOP), dry food
and pulses (DFP), and coffee and tea (CT). Information
obtained from SMPs, statistics published by SM analysis
companies, and previous research on the subject helped

generate the secondary data of this study. A survey was
conducted by selecting food brands that actively use
SMPs in each subsector. The authors planned to interview
100 companies (20 per sub-sector). Additional surveys
were also conducted to eliminate the negativity that may
arise from incomplete and erroneous surveys. A total of
101 questionnaires were taken into consideration for data
analysis after obtaining the feedback and accuracy levels
of the survey. Valid questionnaires received from each
subsectors included 19 for CONF, 21 each for MDP and
OOQP and, 20 each for DFP and CT.

During the selection of food companies in each sector,
their FB followers were also considered. Companies with
at least 1000 followers were included in the context of the
research. For general evaluation of each subsector, com-
panies with different number of followers were selected
(between 1000 and 100,000). An online survey was con-
ducted to obtain data from companies using Google
Form and was shared with the respective company offi-
cials for survey completion.

Statistical analysis

The data obtained from the surveyed food companies
were presented using the five-point Likert scale. The
Kruskal-Wallis (KW) test was used to test whether the
data means differ in terms of the food subsectors exam-
ined. The reason for using this test is that the data do not
show normal distribution. Kalayc1 (2006) defines the KW
test as a nonparametric alternative to a one-way analysis
of variance between groups.

Results and Discussion
General information about the examined food companies

Table 1 gives the general information about the examined
food companies. The legal structure of food companies
showed that most of the companies (56.40%) operated as
limited companies. The rate of food companies operating
as sole proprietorships and joint-stock companies was
38.60% and 5%, respectively.

The activity period of food companies showed that the
majority (88.0%) have been operating for 10 years or
more, 9.90% of the companies for 4-9 years, and 2% for
1-3 years. Grouping based on the number of employees
revealed that more than half of the companies (51.50%)
have a workforce of 10-49 people, 41.60% of the compa-
nies, however, had 50-249 people.

The distribution of domestic and foreign sales of food
companies showed that the share of companies with
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Table 1. General characteristics of food companies surveyed.
Variables Frequency  Percentage
(%)

Legal structure

Joint stock company 5 5.00

Limited liability company 57 56.40

Sole proprietorship 39 38.60

Operating period (years)
1-3 2 2.00
4-9 10 9.90
210 89 88.10

Number of employees
1-9 6 5.90
10-49 52 51.50
50-249 42 41.60
>250 1 1.00

Share of domestic sales as a percentage of total sales (%)
50-75 8 7.92
76-99 40 39.60
100 53 52.48
Average domestic sales rate (%) 92.76

Share of food products in total sales (%)
<50 3 297
50-75 6 5.94
76-99 67 66.34
100 25 24.75
Average share of food sales (%) 87.38

domestic sales was high. The portion is 92.76% on aver-
age, and 52.48% of the companies make all their sales
domestically. In general, the share of food products in the
total turnover of companies was high. The average share
of food products in the total turnover of the companies
interviewed is 87.38%. The share of food products in

the turnover of 66.34% of the companies varies between
76—99%, and 24.75% of the examined companies got their
entire turnover from the food products sale.

Evaluation of SMPs in terms of marketing performance

Following the opinions of the examined companies, a
comparison of SMPs for marketing performance was
conducted. Some performance criteria such as time-
saving, easy access to customers, customer feedback,
brand awareness, marketing costs, order taking fre-
quency, and sales amount were used to compare SMPs.

Companies need to carry out, follow, and interpret mar-
keting activities in a shorter time. It was observed that
companies had started preferring SM applications to per-
form these activities faster as they wanted to reach more
customers in less time.

Effectiveness of SMPs in terms of timesaving

When the data were analyzed to get an idea about the
time-saving platform for companies marketing activi-
ties, the FB platform led the list, followed by IG and TW,
respectively. In general, companies in different subsector
groups find FB, IG, and TW effective for saving time in
marketing, and no statistically significant difference was
found between the groups. YT and G+ were evaluated as
moderately effective, but LI and Blogs are less effective.
However, a statistically significant difference of opinion
among subsector groups in terms of time savings was
noted (Table 2). Companies in the CT and CONF sec-
tors found these four platforms less effective in terms of
saving time.

Effectiveness of SMPs for easy customer access
When the opinions of companies regarding the effective-
ness of SMPs for easy access to customers were examined,

Table 2. Evaluation of social media platforms in terms of time-saving.

SMPs CONF MDP (o]0] DFP CT Total KW test
X SD X SD X SD X SD X SD 7 gy PED

FB 4.26 1.05 4.57 0.60 443 0.60 4.25 0.55 4.45 0.69 4.40 0.71 0.483

W 3.37 1.46 4.24 0.62 3.76 1.22 4.05 0.39 3.70 1.42 3.83 112 0.465

IG 3.37 1.57 4.19 0.68 4.00 0.84 3.70 0.86 4.05 1.05 3.87 1.06 0.298

YT 2.16 1.07 3.71 0.90 3.24 1.04 3.60 0.88 3.00 1.12 3.16 1.13 0.000*

G+ 2.68 1.29 3.62 0.92 343 0.98 3.45 1.00 2.80 1.15 3.21 1.12 0.023*

LI 2.21 1.08 3.24 1.09 3.14 1.01 3.35 1.09 2.45 1.32 2.89 1.19 0.005*

Blogs 2.11 1.10 338 1.06 3.24 1.00 BIRY) 1.09 2.70 1.26 2.96 1.18 0.003*

X: mean score of the Likert scale by the level of effectiveness of each SMP (1: not at all effective to 5: highly effective); SD: standard deviation.

*Statistical significance at 1%.
**Statistical significance at 5%.
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FB with a mean score of 4.52 was determined to be quite
effective . Platforms found to be moderately effective in
terms of easy access to customers were IG, TW, and YT,
respectively (Table 3). In general, it was understood that
the FB platform was more convenient for food compa-
nies to reach their customers. The number of FB users
in Turkey is high, causing many customers to focus on
this platform. LI (1.87) stands out as the least effective
platform concerning easy access to customers as it is
primarily business-oriented.

Effectiveness of SMPs concerning customer feedback

When the opinions of customer feedback on SM were
examined, the FB platform was effective in customer
feedback with an average score of 4.61 followed by the IG
(3.62), and TW was moderately effective (3.29). YT, G+,
LI, and Blogs platforms were found to be minimally effec-
tive concerning customer feedback (Table 4). The FB, was
quite impressive for customer feedback, as it allows users
to comment and share, directly message the companies,
and provides more notifications from the customers.
The IG also offers users the opportunity to comment and

send messages to the relevant company. Unlike FB and
IG, the sharing of users via text messages is limited on
the TW, and the option to send direct messages to the
company is often not available. A statistically signifi-
cant difference was observed between the group evalu-
ations for TW, YT, and Blogs platforms. Compared with
the other groups, companies operating in the CONFEC
industry did not find TW, YT, and Blogs platforms very
effective for customer feedback.

Effectiveness of SMPs for brand awareness

When the impact of SMPs for increasing brand aware-
ness was analyzed, the FB platform led with an aver-
age score of 4.58. Large number of users attribute to its
popularity. The other two platforms that were effective
in increasing brand awareness were IG (4.22) and TW
(4.07), respectively. Other SMPs scored 3.64 (YT ), 3.43
(G+), 3.23 ( Blogs), and 3.21 (LI ) concerning their effect
on increasing brand awareness (Table 5).

The evaluations made according to the 5-point Likert
scale used in the survey study indicated that the

Table 3. The effectiveness of social media platforms in terms of easy access to customers.

SMPs CONF MDP 0oP DFP cT Total KW test
P sD P sD I3 sD % sD % sD X gy ke
FB 447 112 462 059 457 060 475 055 420 083 452 077 0146
™w 332 116 338 116 329 131 365 104 310 147 335 116 0657
IG 363 112 381 098 390 100 390 117 400 097 38 103 0829
YT 232 141 252 103 262 102 240 110 275 121 252 108 0586
G+ 232 100 257 098 248 098 220 077 245 123 241 099 0841
L 184 107 205 092 214 091 170 057 160 088 18 089 0170
Blogs 189 094 262 102 252 087 200 065 245 105 231 095 0022

X: mean score of the Likert scale by the level of effectiveness of each SMP (1: not at all effective to 5: highly effective); SD: standard deviation.

*Statistical significance at 5%.

Table 4. The effectiveness of social media platforms in terms of customer feedback.

SMPs CONF MDP 0OoP DFP CT Total KW test
X sD X sD X sD X sD X sD X SORERA

FB 4.63 0.76 4.67 0.48 4.71 0.46 4.70 0.47 4.35 0.75 4.61 0.60 0.385

W 247 1.39 3.57 1.08 3.52 1.33 3.75 0.97 3.05 143 3.29 1.31 0.027*

IG 2.95 1.58 3.90 1.00 3.71 1.27 3.75 1.07 3.75 112 3.62 1.24 0.301

YT 1.63 1.01 2.76 1.09 288 1.15 2.50 1.00 2.80 1.24 242 1.16 0.003*

G+ 2.05 1.13 2.48 1.03 2.57 1.21 2.15 0.93 2.45 1.23 2.35 1.11 0.459

LI 1.58 1.07 2.00 0.95 2.05 1.02 1.90 0.85 2.30 1.22 1.97 1.03 0.130

Blogs 1.53 1.02 248 0.98 243 1.16 2.30 0.92 2.45 1.23 2.25 1.11 0.004*

X: mean score of the Likert scale by the level of effectiveness of each SMP (1: not at all effective to 5: highly effective); SD: standard deviation.

*Statistical significance at 1%.
**Statistical significance at 5%.
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Table 5. The effect of social media platforms on brand awareness.

SMPs CONF MDP 00P DFP cT Total KW test
% sD % sD % sD % sD X sD X gy s
FB 453 096 462 050 457 060 455 060 465 059 458 067  0.969
™w 368 100 433 066 381 103 440 060 410 142 407 093  0.070
IG 400 111 448 068 414 079 400 117 445 069 422 091 0353
YT 280 124 405 067 357 108 355 105 410 102 364 109  0.004
G+ 268 125 386 079 348 103 350 105 355 119 343 112 0.020%
L 242 130 381 081 348 087 325 121 300 156 321 124 0014
Bogs 226 128 386 079 329 096 325 121 340 147 323 125  0.003

X: mean score of the Likert scale by the level of effectiveness of each SMP (1: not at all effective to 5: highly effective); SD: standard deviation.

*Statistical significance at 1%.
**Statistical significance at 5%.

Table 6. The effect of social media platforms on reducing marketing costs.
SMPs CONF MDP (o]0] DFP CT Total KW test
X sD X sD X sD X sD X sD X g D
FB 4.21 1.23 443 0.60 4.29 0.72 4.35 0.59 4.40 0.82 4.34 0.80 0.926
TW 4.00 1.25 424 0.62 4.00 1.00 4.30 0.57 4.05 1.19 412 0.95 0.951
IG 3.89 1.33 4.24 0.62 424 0.70 4.05 0.76 4.25 0.97 4.14 0.89 0.823
YT B 1.34 3.95 0.67 3.90 0.94 3.85 0.81 4.00 0.92 3.82 0.96 0.478
G+ 3.32 1.34 3.81 0.75 3.90 0.94 3.75 0.79 3.95 0.94 3.75 0.97 0.385
LI 2.68 1.38 3.71 0.96 3.67 0.91 3.60 0.88 3.50 1.43 3.45 117 0.091
Blogs 2.63 1.38 3.71 0.96 3.76 0.89 3.65 0.93 3.75 1.16 3.51 1.14 0.031*

X: mean score of the Likert scale by the level of effectiveness of each SMP (1: not at all effective to 5: highly effective); SD: standard deviation.

*Statistical significance at 5%.

companies had a positive opinion about the effect of
SMPs on brand awareness. A statistically significant dif-
ference was found between groups for other SMPs other
than FB, IG, and TW. The companies in the CONFEC and
MDP sectors were effective in this difference. Companies
in the CONFEC industry found SMFs other than FB, IG,
and TW had minimal effect of increasing the awareness
of their brands. On the other hand, the opinions of the
companies in the MDP sector on this issue are more pos-
itive versus other subsector groups.

Effectiveness of SMPs in terms of marketing

cost reduction

When the effect of SMPs on reducing marketing costs
was analyzed, FB once again led the race with an aver-
age of 4.34, followed by IG (4.14) and TW (4.12). Table 6
shows the effectiveness of SMPs on reducing marketing
costs. The effect of these platforms in reducing mar-
keting costs was noted as 3, which is above the neutral
value according to the 5-point Likert scale average. The
KW test was conducted to determine whether there is
a difference between the evaluations of the company

groups regarding the effect of SMPs in reducing market-
ing costs. A statistically significant difference was found
for the Blogs platform. Compared with other food sub-
sectors, companies in the CONFEC industry found the
Blogs platform’s decreased effect on reducing marketing
costs.

According to the results mentioned above, the examined
food companies think that SMPs are generally effective in
reducing marketing costs. This result is consistent with
the findings obtained in previous studies (Ainin et al.,
2015; Yurttadur and Sari, 2017; Bari$i¢ and Vujnovic,
2018; Yao et al., 2019). In particular, the FB platform was
evaluated as highly effective in reducing marketing costs,
which can be attributed to its free content sharing and
easy tracking of user comments.

Effectiveness of SMPs concerning increasing

product sales

When the effect of increasing product sales was exam-
ined, FB again led with an average of 4.11, followed by
moderate product sales by IG (3.26) and TW (3.15).
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Table 7. The effect of social media platforms in increasing product sales.
SMPs CONF MDP (o]0] DFP CT Total KW test
X SD X sD X sD X sD X sD X g e
FB 4.37 0.83 4.43 0.87 3.90 1.09 4.20 0.95 3.65 1.35 4.11 1.06 0.206
W 3.00 1.20 3.57 0.87 3.00 1.38 3.40 1.10 2.75 1.59 3.15 1.26 0.336
IG 3.21 1.36 3.71 0.96 3.05 1.47 3.30 1.34 3.00 1.62 3.26 1.36 0.615
YT 1.63 0.68 2.33 1.11 2.14 1.35 1.90 0.91 1.90 1.21 1.99 1.09 0.309
G+ 2.1 1.05 2.14 0.91 2.05 1.28 1.85 0.81 1.75 0.97 1.98 1.01 0.561
LI 1.68 0.67 1.95 0.86 1.76 1.00 1.70 0.73 1.45 0.69 1.71 0.80 0.348
Blogs 1.63 0.68 2.10 0.94 1.95 1.12 1.75 0.72 1.50 0.69 1.79 0.86 0.249

X: mean score of the Likert scale by the level of effect of each SMP (1: not at all effective to 5: highly effective); SD: standard deviation.

Table 7 reports the impact of YT, G+, Blogs, and LI plat-
forms in enhancing sales.

FB was the most effective platform in the sales increase
because of marketing their products via SM, which attri-
butes to the consumers’ emphasis on visuality in market-
ing food products through SM. Ainin et al. (2015) and Say
(2015) also revealed that FB effectively increased product
sales. Ainin et al. (2015) showed that the use of FB had a
positive effect on the sales volume of SMEs in Malaysia.
Say (2015) determined that the companies in the conve-
nience food sector in Turkey increase their online sales
with campaigns supported by FB. IG was placed second
concerning the effect of increasing product sales because
of its visual density like FB.

Attitude of food companies towards SMM

Fifteen statements were presented to companies during
the survey study to measure the attitude of companies.
Likert scale responses of companies for these statements
were tested with reliability analysis. In the analysis,
Cronbach’s Alpha value, the general reliability coefficient,
was determined as 0.873. Since this value was between
0.80 < « < 1.00, the scale was found to be reliable.

The responses of food companies to some statements
through SMM are shown in Table 8. The statements to
which the companies mostly agree were: providing brand
awareness, the convenience of offering products and ser-
vices to target regions, presenting campaigns and activ-
ities at the appropriate time, increasing the competitive
power, strengthening the status of the company, reducing
marketing expenses, increasing loyal customers, provid-
ing tips about the market, and increasing sales.

The statement that the interviewed companies least
agreed was about the price. Companies hardly agreed
with the view that SMM provides a higher price than
traditional marketing. Besides, companies believe that

marketing food products on SM are more difficult than
other product categories.

In general, there is no statistically significant difference
between companies in different food subsectors in terms
of their level of agreement with some statements related
to SMM. There is a statistical difference of opinion among
companies for statements that “social media enables cus-
tomers to make better decisions” and “social media is pre-
ferred over other marketing channels” However, the degree
to which companies agree with both statements is high.

Table 9 shows the correlation analysis results of the
relationship between the general attitude of companies
towards SMM. These results revealed that the attitude of
companies towards SM is not in a statistically significant
relationship with the size of the companies, operating
period of the companies, and the SMM experience of the
companies.

The correlation analysis was used to determine the atti-
tude change toward SM according to the company size.
However, there was no significant relationship found
between company size and attitude toward SM. This
aspect was not examined in previous studies. However,
some studies investigated the relationship between com-
pany size and SM use. Aspasia and Ourania’s (2014)
study on the Greek food sector found a positive relation-
ship between company size and the adoption of SM tools.
According to the authors, this is because large firms allo-
cate more staff and budget to SM. Braojos-Gomez et al.
(2015) and Pantano et al. (2019) state that small compa-
nies with low financial resources must improve their SM
skills to gain a competitive advantage in SM. Tarsakoo
and Charoensukmongkol (2019) argue that both small
and large companies use SM to add value to their busi-
ness activities. But many difficulties that limit the capa-
bilities of small companies in terms of effective SMM.

On the other hand, the increasing effect of SM on reduc-
ing marketing costs positively increases the attitude of
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Table 8. Level of agreement of food companies with some statements on social media marketing.
Statements CONF MDP OoP DFP CT Total KW test
i s & SO % SO % SO % SO x sp Fvale
SM increases brand 416 090 452 051 443 068 430 066 440 060 437 067 0.645
awareness
It is easier to reach the 389 099 443 060 443 060 420 062 430 08 426 076 0.236
target audience with SM
SMis effective for 387 113 414 048 438 059 455 060 430 066 425 074 0.100
campaigns
SM gives a competitive 381 093 427 076 436 072 431 062 438 057 423 074 0.161
edge
SM strengthens the 384 083 443 051 443 060 415 049 410 079 420 0.68 0.059
status of the company
SM reduces marketing 374 099 438 050 419 075 415 067 440 060 418 074 0.120
expenses
SM increases loyal 369 106 419 060 438 067 4.05 0.51 420 077 4N 0.76 0.163
customers
SM provides market- 406 091 414 057 419 060 390 055 420 062 410 066 0.400
related tips
SM increases sales 395 078 400 077 3.81 108 375 085 405 105 391 091 0.704
SM enables customers 357 076 395 059 405 067 364 074 420 077 38 0.73 0.023*
to make better decisions
Selling on SM is easy 384 090 373 062 398 071 368 056 419 070 3.8 0.71 0.078
| prefer SM to other 328 114 371 064 38 057 338 049 405 069 366 077 0.008*
marketing channels
SM offers special 303 100 311 08 305 09 312 021 318 131 310 091 0.673
products to customers
SM is a good option 290 107 257 100 252 095 252 073 258 140 262 1.04 0.365
for marketing food
products.
Sellers on SM get 2.01 123 184 113 151 0.7 173 082 220 134 185 108 0.526
higher prices
X: mean score of likert scale by the level of agreement with statements (1: not at all effective to5: highly effective); SD: standard deviation.
*Statistical significance at 1%.
**Statistical significance at 5%.
Table 9. Correlation analysis results between the attitude of companies towards social media.
Attitude of  Size of the Operating SMM Effect of SM on Effect of SM
companies  companies  period of the experience of reducing on increasing
towards SM companies the companies  marketing costs  product sales
Attitude of Pearson Correlation 1.000 0.114 —0.182 —0.030 0.216** 0.317*
companies — giq (9-tajled) = 0.255 0.069 0.763 0.030 0.001
towards SM

*Correlation is significant at the 1% level (2-tailed).
**Correlation is significant at the 5% level (2-tailed).

companies toward SMM (r = 0.216; P = 0.030). Analysis
findings also revealed a statistically significant and pos-
itive relationship (r = 0.317, p = 0.001) between the
increasing effect of SM on product sales and attitude
toward SM. Although the relationship between them
is not strong, according to the size of the correlation

coefficients, the effect of SM, both to reduce marketing
costs and increase product sales positively affects the
attitudes of companies toward SM. However, the high-
est degree of relation with the attitude of companies
towards SM is the increasing effect of SM on product
sales.

60

ltalian Journal of Food Science, 2021, 33 (2)



Comparison of social media platforms in terms of marketing performances of food companies

Conclusion

This study examined the effectiveness of SMPs on the
marketing performance of food companies. According to
the outcomes, FB is the most effective platform for per-
formance criteria such as time-saving, easy access to cus-
tomers, customer feedback, brand awareness, marketing
costs, order taking frequency, and sales amount. The
most effective platforms after FB in terms of marketing
performance are IG and TW, respectively. LI, Blogs, and
G+ are the platforms with the least performance.

The marketing performance of food companies var-
ies according to SMPs. The use of all SM platforms
for marketing purposes will waste the time of compa-
nies. Hence, a company should first determine which
SMP their current and target customers use more. In
the next stage, these companies should conduct their
marketing activities over the SMP chosen. A food com-
pany that is engaged in marketing activities on a plat-
form where there are no current and target customers
will not reach the SM usage purpose. Since the content
offered by the food company cannot reach current and
target customers, SMM will not have an impact on the
product sales of the company. Besides, companies need
to follow the SM activities of their competitor compa-
nies while continuing their marketing activities on SM.
Food companies to examine the content on SM pro-
vided by competitors that produce similar products and
their feedback.

Enhancing the company’s knowledge on the use of SM
and SMM will aid in increasing the marketing effec-
tiveness of food companies on SM. In general, the food
companies make intensive marketing initiatives on SM.
However, they do show their competence in using SMPs.
It has been observed that some companies have incor-
rect/ no or nonsuitable information entered in their SM
accounts. Food companies should start operating on
SM after doing a good research on using the functional
features of SMPs as every SMP has options specific to
the platforms it offers. Since marketing strategies will
change according to platforms, preliminary research is
required on this subject. In addition, visually intensive
shares for food products should be presented to the con-
sumer. Hence, food companies need to pay attention
to the quality and remarkable features of the content
offered on SM. Rapid and positive feedback of food com-
panies on SM will be a supportive effort to achieve the
SMM goal.
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