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Abstract

The aim of the paper is to observe and analysectimtributions made by social media in
redefining firm-client relations in the wine sectas a support for CRM systems. After a
literature review, in order to define the theoralidramework, the research will provide two
stages of analysis:the first step concerns an tigy&son of buyers aimed at gathering
information about their degree of usage of sociatla for interacting with customers as well
as the spread of content and critical issues;theosd step investigates the content and
characteristics of Web 2.0 communication for detgcsocial media best practices in the use
of wine blogs and the social networking site Facdbo

The originality and managerial usefulness of thapgr consists of studying the emerging
trends in the use of Web 2.0 tools in the wineosgdtlentifying the main purchase
determinants that lead the choice process of coassiand developing new guidelines for the
effective implementation of the instruments obskervéis will help companies to better
manage the social media communication tools cal€RM applications as well as their
related marketing strategies, according to the cam@s’ mission and goals.

Key words:. social customer relationship management (sCRbbiaé media communication;
wine sector

1. Introduction

The evolution of web-based communication modelsdoasributed to the achievement of an
active role for users in the creation and distrdoutof content (Ozuenet al, 2008),
producing a review of the marketing strategies &by firms. The two pillars of the tools
of web communication are based on the interactiomeed to listen to and satisfy the
customers’ desires as well as the participation andouragement of companies to the
creation of new needs. In addition, CRM applicaiowhich in the last few years have
established an integrated logic of relationship ketng (Borghesi, 2001), are currently
enriched by social components (hence, the acros@RNMN), with the purpose of integrating
the asset of information, taking advantage of thtadyained by thes6cial' evolution of
processes and communication channels (Wang & Ow\201).sCRMis a technology that
enables companies to monitor, import and manageecsations and relationships with real
and potential customers through social media coniration tools.sCRM represents the
response by firms to a communicative context coagad by and for customers (Greenberg,
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2009), with which it is possible to increase thewkiedge of the client, acquire new ones and,
as a consequence, personalize the relationshipthath.

The main contribution o$ocial networkss, in fact, to offer participants the role of co-
creator and commentAuthdr in other words, to become the primary actorshi@ process of
creating the proposal (Solima, 2008; Riva, 201@hRlad & Ramaswamy, 2004; Boaretto,
Noci & Pini, 2007; Kotler, Kartajaya & Setiawan,3).

The activities of interaction, sharing and regetiena of content (Costantinides &
Fountain, 2008; Bernhoff & Li, 2008), typical of we2.0 tools, are well suited to wine
products, because of their high cognitive contertt eomplex structure tied with emotional
and experiential elements, such as territorial el@s) that characterize them (Mattiacci,
Ceccotti & De Martino, 2006).

It is believed, in fact, that the identification wkb-based communicatiamaracteristics
in the wine sector (lack of constraints on spaca #@me and the full involvement of users)
may favour the perception of complind-brandrelationships, allowing them to appreciate
autochthonous productions and specific geographical areas.

The aim of this paper is therefore to observe th@rdutions made by social media in
redefining firm-client relations, assuming both pegspectives of buyers, for the reasons that
will be provided later, and of businesses. In patér, this paper will identify the ideal
characteristics that this form of communication tnbghlight in order to generate the
planned results. These characteristics are relebacduse of the peculiarity of the tools
above, which are placed between the marketing ariceggeneurship fields (Finotto &
Micelli, 2013); therefore, they require a plannedrmagement approach in order to avoid
potential risks and maximize their utility for coarpes.

For the aforementioned reasons, the present woilk amalyse the content and
characteristics of Web 2.0 communication as a stipfoo CRM systemsyith reference to
the wine sector — which still represents a reldyivender-studied field, despite its growing
importance and interest. In fact, this work wasngpted by a research project aimed, among
other things, at the adoption 8ERMin a business enterprise engaged in the produatidn
marketing of wine. Such planning is designed toinoize the trade relations and have a
greater personalization of the supply (Borghes@12Gaccording to a logic of co-creation of
value (Payne, Storbacka e Frow, 2008).

The theoretical framework of referencdngegrated Marketing Communicatipthe core
of which is the adoption of a relational architeetynetwork type), which redefines the
content (co-created through social interactiore)onfigures the adopted channels, and mixes
different forms and information flows.

After a literature review on corporate communicatim the light of the changes
introduced by the advent of social media, the ¥iglk considered:

- an investigation of the buyers’ social media usatgsigned to gather information
related to: the propensity of social media usagktha most widely spread content as well as
critical issues;

- an investigation of the contents and charactesisbicWeb 2.0 communication, for
detecting social media best practices in the useiné blogs and the social networking site
Facebook

2. Business communication in the age of social media

Business communication has undergone a major ocevdiits traditional paradigms with the
rapid spread o$ocial networkswhich have allowed access to extraordinary knowdealgput
consumers using interactive forms of communica@on building shared meanings about
firms, products and, more generally, supplies (&asio & Di Maria, 2008).



ournal of economic hehavior = yol. 3, 2013 e———————————— 1 05

leuonewdu|

Therefore, a new marketing model, calldbile marketinghas emerged, which uses
multimedia technology to monitor intentions and sltmer behaviours, provide social and
interactive experiences that are able to give vauproducts and services, and transfer the
messages to the target audience when the conssimerée focused and ready to consider and
acknowledge these messages (Mardegan, Riva &iP2ii2; Scatena & Mardegan, 2012).

This has led to the development of a new framehitkwvproduction and consumption are
no longer separate, autonomous and independentisydmlit, on the contrary, integrated and
complementary entities within which the customeereises “forms of attention-seeking,
unthinkable until the recent past” (Fabris, 2008448).

At this point, the business and the consumer ibecpart of the sameommunityand
communication takes on new values, directing atéfy influencing purchasing behaviour
(Graffigna, Ravaglia & Brivio, 2012) and strengtimenthe link between the audience and the
brand, thanks to its interactive nature.

As noted in recent academic contributions (Vernuc€eccotti & Pastore, 2012) that fit
into the branch of research relatediitegrated Marketing Communicatipthe relationship
architecture moves from a linear to a networkingdelp redefining content (co-created
through social interactions), reconfiguring chaspallowing different shapes and streams to
coexist:one-to-many, one-to-one and many-to-many.

The nature of these new forms of communicationjbatiable toWeb 2.0 (O’'Reilly,
2005), is then: (i) the horizontal dimension, Gijdirectionality, (iii) the active participation
of the client, (iv) the auto-generation of contéhblima, 2008; Riva, 2010).

On the basis of this discussion, it can be said ithahe near future, customers will
continually increase their use of such technolaggammunicate information about their own
needs and experiences as consumers, turning te btogonvey and transfer meanings
attributed to products and determining implicithetcompetitive position of companies and
these companies’ degree of satisfaction of custenmeds (Crottset al, 2009; Luque-
Martinezet al, 2007; Kuo e Lee; 2009)

The new dimension ofveb marketingwill thus increasingly aim to suppo@ustomer
Relationship Managementreating social bonds and ensuring a quality onbeevice.
(Biloslvao & Trnavcecic, 2009; Chen & Chiu, 2009rButiaet al, 2009; Limet al, 2011).

This new scenario, in addition to imposing a rdthig of the tools and techniques
utilized until now, determines the need to analysgtomer behaviour within the environment
of social networks for monitoring features and sag® content (posts) (Bertehal, 2007;
Kaplanet al, 2010).

A firm must therefore: (a) constantly keep conveoses under control, not merely
through a passive revision but by taking part diyein them; (b) evaluate whatsersshare
and find common elements among these items; (c)itoroits reputation using appropriate
metrics and the development of specific indicat¢dd; stimulate the formation of groups
according to the characteristics of the individom@mbers of these groups (Kietzmeinal,
2011).

Last but not leastthe management should concentrate on overseeingrénd that, in
the new dimension, must be consideredacial sense-making process (rather than an entity)
made by various and dynamic interactions of brandkeholders, bridged by brand
narratives in which all these agents participat@landelli, 2012).

This requires the presence of actors in constamiersation in social networks, who act
as narrators, animate the discussions about thedkaad the company, and have skills in
marketing culture.

Social media brand managemehneérefore becomes an additional marketing stratiegty
essentially involves the monitoring and gate kegmihrelevant conversations with the active
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participation in them and the involvement of auitative stakeholders, influencing
consequent purchases (Weinberg & Pehlivan, 2011).

3. Research results

3.1  Social media in the wine sector: the perceptionbaofyers

The firststepof thefield research concerned the degree of utilization aascommunication
by commercial agents in order to perceive the mament and obstacles to its diffusion.

Buyers represent a privileged partner to a comm&aause of their knowledge, creativity
and ability to identify the target and trend masket which the company works. Observing
the processes of consumer choice through thesdoituéors has several advantages (Kotler
et al, 2012), primarily due to consumers’ direct knovgedof the market (by product
categories, customers and territorial area). Thesdtigation was conducted by means of a
semi-structured questionnaire, sent to multi-firgersts operating in Italian territories. Such
observations of data were taken between the pefidibvember-December 2012.

Preliminarily, we attempted to observe some disitredraits of the respondents with the
aim of identifying the level of their business ait{i (cfr. Figure 1). We noted that more than
a half of the respondents showed trade relationls more than 100 wholesalers and retalil
distributors, while one-fifth of respondents rethte a number of over 50 interlocutors.

The main channels used by agents for the commigatian of products were restaurants
(30% of sales), followed by bars (15.7%), wine pbarsed wholesale trade, which, in both of
the latter cases, had a use percentage exceed#g Sdme agents imported wines from
abroad (one-fifth, all from France); one case wgsificant, where a value of approximately
25% of the turnover was imported, and in another ¢ases, the quantity imported was equal
to 10% of the total. Concerning lItalian wines, thain product brokered (in terms of grape
variety) was Prosecco, followed by Primitiv@uztraminerwas the second most marketed
product.

Figure 1 — Number of distributors who communicatth\agents
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Source: authors' processing

The study proceeded, therefore, with the verifaratwf the determining factors of wine
purchases, considering the intrinsic and extrimsicbutes of the product (Olson & Jacoby,
1972); in particular, the respondents were askedttigbute a value between 1-5 (1=not
important, 2=of little importance, 3=neither impaort nor unimportant, 4=important,
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5=indispensable) to some factors that may deterrthivepurchase of the product (amc
others Schamel & Anderson, 2003; Goodman, Lockshir€Cohen, 2005; Lockshin ¢
Halstead, 2005), in thaew of different channels with which they rele

The factor that waattributed greast importance in the sales processs theprice, with
a mean value equal to 4; the lowest value meadwyrdbe variance, equal to 0.27, highlig
a common level of attention from all commercial whels

Particular consideratiomas expressed with relation to theand manufacture (mean
value equal to 3.64, variance 0.30) ipackaging(average value of 3.59, variance 0.27). L
importance wasttributed to themethods of productioand the presence information on
the internet.

In-depth analysisas presentt in Figure 2, shows the value assigrby the agents in
determining the purchase of wirfrom the view of the channel used.

With regard to individual sales channels, the fe of price wasperceived as a releva
factor in the case of sales throughs, wholesale and GD. The restaurant induwas more
attentive (level of significance of 3.93) to tbrand manufacturerthe organoleptic qualit
(3.87) andeputationfecognisability of the denomination of origif8.83).

Figure 2 -Determining factors in thpurchase of wine
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This collection of data shows some trends withia Halian context: on the one hg
attention wa focused on some factors such price, brand of the manufacturer ar
reputation/recognisabilityof the denomination of orig; on the other hand, ttinternet and
production methodwere not considered crucial. These reshaveshown to be useful in tt
implementation of sociatommunicationby way of building, transmitting and sharir
specific content.

Referring to the spreaof Web 2.0 communication, orieird of those interviewe
resorted to the use of social networks in the mamagnt of customer relationships. The
justification for this use, as indicat in this study, is linked to the visibility that the tools
offer in combinationwith contained cos of their use In addition, the responnts realized
that they could gain a better understanding ofrinégliaries an consumers with whom the
deal byusing social media. Conversely, for those who douse theaforementionecools,
this nonuse is due to the fact that they consiit most convenient to resort to perso
relationships, which, in their view, allow fa greater involvement of the interlocu

Figure 3 -Level of importance of social me«
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Not all of the resources availatwere used in the same why those studie(see Figure
3). The use of social networks and internet wasconsidered important for the relations
between companies arfmbth wine bars(with evaluationsequal to 4.14 and, respectively)
and with caterers (3.70 for both tools). The ovdigure for each category of interlocutc
highlights theincreased importance of social mewith relation towine bars while the GD
appears to be less attentive to these 1

The evaluation by type of the communication meddemonstrates: i) a greater level
importance (although with a mean value 013) attributed tovideo/photo sharing sis; ii) a
widespread attention, although not high, towardhsactool (variance=0.42); iiichats are
generally the leastsed mediums, evidencing a greater focus on conuatiomn forms sucl
asmany-to-many.

The man justification for the use social media concerne promotion of initiative
(events, wine and food tasti match winetypical products, etc). Marginally, the 1 of social
mediais related to the exchange of news and views ooifspéopics or on thedynamics of
sales.
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Among non-users, only a few consider that custoraeeswilling to use social media.
The rest of the respondents maintain that a dirgletionship with customers has greater
efficacy and that customers appear not to be istiedein the aforementioned alternative
forms of information exchange.

There is no correlation between buyers’ behaviounsing social media tools and their
features or operational characteristics.

3.2 A quantitative analysis of the textual content ofrve blogs

Taking into consideration the exploratory purposé¢hes study, represented by the desire to
achieve a descriptive analysis and interpretatiowelb communication related to wirnthis
research has focused on the quantitative analysikeotextual content extracted from the
selected blogs. The field analysis proceeds asvisli

- the first five wine blogs were selectbddentified by implementing a search on
Googlecom (blog section), in the period between 15th November 201P5th January
2013;

- the text mining methodology was implemented, withick texts are processed using
statistical methods in order to identify the wotlat appear most frequently (Bolasco,
1997; Feldman, & Sanger, 2007); the research wasedaout using the articles
discussing “wine” as the units of context and thwerd” as the unit of analysis;

- the data was reworked with Catpac software, pangitthe detection of a data set
comprised of the 80 most recurring words for eaait of context

- After the normalization processf the dataset above, the only words investigatsdg

ex postencoding (Molteni, &Troilo, 2003) were those thabherent with the objective
of the study (with Win€’ asthe main unit of analysis), were indicative of:

- Elements of contexterms that refer to intrinsic or extrinsic attribsi of wine, such as
price, quality, organoleptic characteristics, dem@tion, grapes, etc (Olson, & Jacoby,
1972; Schamel, & Anderson, 2003);

- Cognitive elementswords within the sphere of knowledge, perceptieensory and
emotional factors closely related to wine, suchadgectives explaining the quality
(Steenkamp, 1990);

- Experiential/lemotional elementsvords that recallwine within a holistic/perceptive
system, such aterroir, specific wine territories, collateral environmg&ntlements
(Tragearet al, 1998).

Based on these classifications, the contingenalrixnof “category/blog” was created,
in which the following were reported:
- the absolute frequencies of each unit of analydis the individual context units (blog

articles),
- the absolute frequency of each category, repreddntehe sum of words belonging to
it.

! Jamie Goode's wine blog(http://www.wineanorak.com/wineblog/, London, UK)Dr. Vino

(http://www.drvino.com/, California, USA)Steve Heimoffhttp://www.steveheimoff.com/, California, USA),
Terroirist: A Daily Wine Blog(http://www.terroirist.com/, Washington, USARacchus&Beery(http://wine-
blog.bacchusandbeery.com/, Colorado, USA).

2 Adverbs, conjunctions, and pronouns were elimihate
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The matrix allowedus to view the lexical composition of the texts, anginis of
similarity, differentiation and specifi@ssociations between categories and blogs.
contingency table was then reworked in order t@acgboints on the row/column (expres:
in terms of relative frequency) that could be iadilce for each blog, based on the importe
of each category withespect to the total of each and the specific bldgs mad it possible
to graphically represent the associations betwhendentified categories and the exami
blogs by means of a positioning map. The followatgervationawerederivec from the joint
analysis of the map in Figure 4 and the input datarded in the matr.?

The map shows that the positioning of elementf context for Bogs 1, 2, 3and 5 is
very similar and, in any case, greater than therotivo categories. This results m the
presence of some similar elements that, in termswofds, belong to this categol
characterizing this group of blc with the words “taste,” “red,” Vineyar¢,” “noir,” “white,”
“winemaker,” and “bottle’appearing most frequen, followed by awidespread reference
wines rather than a denomination or specific brand, whi& appearance of words sucl
“Pinot,” “Sauvignon,” and Caberne.” Blog 4, however, had higher ranking depeing on
the presence armbmmon elements of worsuch as “quality,” “grape,”’rfosg,” “tannin,” and
“tone” that reinforce the references to intrinsic chargsties of wine as a product, anon
references to specific factomwith words such ¢ “Cabernet,” ‘Champagn,” “Chardonnay,”
“Oak,” “Sauvignon,” “Pinot”and “Cherry.” Thispoint was confirmed by the nameBlog 4
— Terroirist: A Daily Wine Blog— which, from a lexical point of viewndicates a intention
to endorse the relationship betweerroir andwine

Figure 4 —Positioning of categories/blo
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Note: Blog 1Jamie Goode's wine bl¢(London, UK), Blog 2Dr. Vino (California, USA), Blog ZSteve Heimoff
(California, USA), Blog 4rerroirist: A Daily Wine Blog(Washington, USA), Blog Bacchus & Beery
(Colorado, USA)

With regard to cognitive elements, it is possildenbte a contrast betweBlogs 1 and 2
compared to Blogd and 5 and an intermediate positionin¢Blog 3. In fact, although thei

% Because of exposit requirements, the matrix ofingency is not reportt.
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is a substantial homogeneity with all blogs resgltirom the use of adjectives such as
“good,” “great,” and “better,” indicative of the peption of the quality of the product, and
words such as “fruity” and “drinking,” which indit&a reminiscent sensory elements
associated with the pleasure of tasting. For Blbg® and 3, in terms of incidence, the link
between the frequency of words associated withrégcptar category and the total number of
words found in the text was shown to be relevant.

With reference to experiential elements, the pasitig of the blog was similar to the
type of words utilized. Terms such as “people,” fd;0 “countryterroir” were common and
frequent, except in Blog 3, which had a greatattteral contextualization through the use of
words such as “Valley,” “California,” “Napa” and toma.”

Indeed, it is significant to remember that thesecames derived from the analysis of
texts from the five most indexed blogs, which dnaracterized by a USA-centred orientation
and are specialized in such areas of production.

Observations taken via the analysis of the datkedeld, though not exhaustive of the
phenomenon, are considered interesting in showirey geculiar trends in theocial
communication of wine. It is, in fact, possible itentify four components of this kind of
communication:

- specific characteristigsin which variables are represented by intrinsictdrs of the

product (“red,” “white,” “nose,” “tannin,” “Oak,” Vineyard,” etc), linked to specific
geographic areas (“Australia,” “USA”). This is imdtive of the fact that in the
aforementioned areas, these attributes are usédgnetter frequency as vehicles for
communication regarding wine;

- extrinsic attributeswhich consist of variables that detect the tltie@ensions ofvine

v' commercial (“bottle,” “price,” “tasting,” “vineyary,

v' sensory (quality adjectives as “great,” “good,” doldl”),

v' emotional, with references to the pleasure of dnigk(“drinking”), to wine
tourism territories (“Napa Valley,” “Sonoma Valléy,“California”) and
experiential elements (“counttgfroir,” “people,” “world”);

- country imagewhich involve words that recall territories andjegctives representative

of their features \intage, reminiscent of the aging processes of French wara$
English spirits anahatural, beckoning the natural landscape of New Zealand);

- landscape elementsvhich concern terms corresponding to specific gggphical
features (“river,” “road”) that, while present irh& online conversation, do not
characterize it.

LIS LEINTS

3.3 Social Network Communication — Facebook pages

The conciseness and immediacy that characterizencmication insocial networkgBernoff
and Li, 2008; Pehlivan and Weinberg, 2011) reqairenethodology of study specific to
content analysis. Within the present research attention has been focused on one of the
most popular tools for socializing onlinEacebook,with the aim of identifying the main
topicsadopted to generasngagementhrough the examination of the pages of the waseri
previously selected, as well as observing the @sgiommentsof the fans.
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In particular, the first 5 Facebook winery pagesreveselectey identified by
implementing a search d@oogle.com(All the Websection) with help from the key words
“winery Facebook” and “Facebook winery” (applyirtgetcriteria of relevance). The analysis
of the content (posts and comments on Facebookspdgeng the period between 15th
November 2012 and 15th January 2013) was carrigdbguadopting the text mining
methodology (Bolasco, 2005).

Using the logic otext mining the study proceeded with the observatiopasts(context
units) published by eachinery (in the timeframe specified above), considering word as
the unit of analysis. The analysed texts weresealiwith Catpac software, resulting in a
dataset of the 25 most used words; this list, agsalt of the normalization process,
represented the starting point of a process ofyaisahimed at finding out what messages
were sent through those words.

The in-depth analysis of thposts of each Facebook page was considered, and the
comparison of posts allowed the verification of bsantial similarity between the most
common terms withirFacebook communicatiorBelow is the list of recorded content, in
descending order based on the observed frequgetieBigure 5):

“wine’;

- winery nameevocative of thérand image

- product used in combination with the name of the grapeetsg identifies a specific
company product (for example “Cabernet SauvigntiRifiot Noir,” etc) or it indicates
organoleptic characteristics (“flavour,” “qualitygtc);

- land, mentioned with reference to both the location ieh@ewineryis located and in
relation to the territory in a holistic acceptati(for example “Napa Valley,” “South
Australia,” “Vancouver,” “Sonoma Valley,” etc);

- event identification of “tasting” organized in cellafalso called “supper party”) and/or
scheduled events in the territory, in both cades key words included “local,” “food”
and “sustainability”;

- award i.e. achievements, awards and accolades gaiaedtfrewinery and shared with
fans;

- suggestionparticularly “homemade recipe,” “match” betweeod and wine and “gift”
involving the company’s products, whereby one @gain additional reason for the
sharing and appreciation of the products;

- curiosity, relevant to the world of wine (“*combibloc,” “wireonsumer profile”), useful
for the involvement of thevine interested

- opinion, necessary to acquire the opinions of the fanthercompany’s products or on
general topics (“trivia”);

- winery life meaning the specific references to the experiehognership/management
of the winery (“birthday,” “anniversary”), employed to reduceethelational distance
with the final consumer.

41. Ram’s Gate Winery & Estate Vineyat@®noma, Californiahttps://www.facebook.com/ramsgatewinge?y
V. Sattui Winery and Vineyardslapa Valley, Californiahttps://www.facebook.com/vsattuil885. Vancouver
Urban Winery (Vancouver, Canadahttps://www.facebook.com/vancouverurbanwine#d. Bird in Hand
(Woodside, South Australiahttps://www.facebook.com/birdinhandwiner$. Robertson WineryRobertson
Valley, South Africa) https://www.facebook.com/Rotsen.Winery.

® Cfr. footnote 2.
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Figure 5 -Cloud of Facebook wor
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Such involvement activity, implemented by those pogsible for the social
communication of thewvinery had a response from Facebook usesgar as they wrote
comment replies to messapostings and indeed, spontaneously ded to share winery
posts or their personal experier within the social network.

The maintopics in the cases observed, are essentially attribrtéd thanks and
approval, with reference to:

- wine (“favourite”), tastedby users for the first time or to demonstrate theyalty,

especially during special occasior‘tasting,” “brand loyalty,” ‘telebratio’);

- events organized or suggested by the wil

- winery life&award

- informaton&suggestio, requested by the user on “winefhatct,” “winery event”
and “local event.”

From theexamination of Facebook pages of wineryobserved, a common thread in
communication strategy adoptewithin social networkswas revealed, ascribable to f
following factors:experience sharing, conversat and community In fact, the sharing ¢
experiencesboth on the part of the winery and the users w&iuser opiniororientedview,
was able to generate a conversatiort, if animated and wellranaged by those responsi
for the social communicatio created and reinforcethe consent, and hence the loy:
(Aaker, 1997), of theompany as a who

The benefit of the socianetwork is, in fact, attributable to the opportunity
communicate, through the sharing of specopics,the contents of a product/brand (origi
history and experience of the entrepre andvalues). Precisely, the involvement and se
of belonging to theommunit corroborate the loyalty of users toward brangd, allowing the
company to direct their purchase behaviour, mathe use of essential information for t
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implementation of strategies, of communication arketing in general, beneficial for its
competitiveness.

4. Conclusions
The success of theocial mediaghas imposed a rethinking of traditional markeshgtegies in
the wine sector.

In particular, as shown by the conducted study, pares appear to be increasingly
oriented to consider these channels as a way teceethe relational distance with the client
and, through the sharing of content and the olgéthe communication, render the client a
participant in the creation of generated value.

The conducted analysis, aimed at supporting théeimgntation of the social component
of a sSCRM application, has allowed us to obseredharacteristics of the communication
conveyed by thebest practices(wine blogsand Facebookpages) identified, in order to
establish guidelines for the effective usesofial media.

The firststepof research has shown a limited recourse of tfaseulas by the agents
that, in two out of three cases, claimed that treg not useful in the promo-
commercialization of the product. In general, ti®e of social media appears to be
particularly important in dealing witlvine barsand restaurants that, overall, account for
almost half of the product intermediated by therwewees.

The observation of the content transmitted throwgte blogsallowed us to identify four
macro-themes recognition of the intrinsic elements of the pragappreciation of extrinsic
country images, landscape elementaround which the current communication aboutewin
revolves. This observation was also confirmed keygtudy of the Facebook communication
of the selected winery, which revealed that top®sd to promote the involvement of fans are
essentially the same as discussed in wine blogain@mication within social networks aims,
through experience sharing, to stimulate conveysaind give life to a community around the
company brand with positive returns on the branagen

Analysing these issues with a viewglbcal marketing(Bauman, 2005), it is possible to
make interesting management observations.

Therefore, as claimed, wine is a product with ahhapgnitive content, capable of
stimulating emotional and experiential situatiohattcan be effectively communicated and
shared through the aforementioned tools. Tdpcs identified during the analysis dfest
practicesof theweb communication related to win@ fact, allow the opportunity to share
knowledge relating to the tangible and intangibéitage that animates such productions,
consenting to create and exploit a specific idgntit

Additionally, we observed the possibility of pursy a specific preservation of
traditional local productions and, in this way, piaing awareness on the issues of protection
of territories and the consequent diffusion of aumgtble agricultural practices. Finally, it is
important to consider that these practices produtemprovement in the companies, the
related products, and the entire territory.

This empirical analysis has hence highlighted theefulness of the observed
communication channels, particularly in sectorshsas thewvine sectowhose product has a
high cognitive value that can be perceived intalcomplexity thanks to social media and the
characteristics they show. Because of their sptyifiimportant management information
may be obtained from these channels, directly muth the application &CRM in order to
implement more effective strategic planning.
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