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 Although social media is used by an ever-increasing number of businesses, its benefits have 
not yet been fully exploited. Social media analytics tools can prove helpful in this regard, 
since they comprise a unique information source for business intelligence. As the social 
media environment rapidly evolves, various social media analytics tools are emerging. This 
research examines the usefulness of social media analytics tools for assessing corporate 
websites and Facebook pages. Two social media analytics tools, Website Grader and 
LikeAlyzer, are selected to evaluate the wine industry in Greece and Germany. A 
comparative study of the two countries is subsequently presented. The paper suggests that 
researchers and practitioners can easily use these analytics tools to acquire valuable 
quantitative data for a fast, effective and efficient assessment of corporate websites and 
Facebook pages and thus improve their social media usage. The results show that the two 
countries present similarities, but there is great potential for improvement in their use of 
social media.  
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1. Introduction  

Digital marketing is transforming the very nature of business 
through the implementation of digital technologies which serve the 
marketing goals of businesses. Digital marketing is classified into 
various categories, including search engine marketing (e.g. Bing, 
Google), influencer marketing, social media (SM) marketing, 
online display advertising, mobile marketing, affiliate marketing 
(e.g. Amazon), email marketing, and content marketing. 

SM marketing provides an innovative way of communicating 
with the public, attracting new and maintaining old customers, 
improving customer relationships, creating brand awareness, 
increasing market share and return of investment, gaining business 
revenue from sales, and engaging more customers in charities, 
corporate social responsibility activities and other issues [1]. 
Nowadays, more firms are gradually adopting SM, for example, 
YouTube, Twitter, Pinterest, Google+, Facebook, Instagram, and 
Flicker, setting aside their initial doubts regarding their 
effectiveness [2].  

As the digital environment evolves, SM hold a substantial 
position in the next generation business intelligence platform. 

Effective SM use can have a decisive impact on a digital marketing 
campaign [3]. Thus, more and more SM analytics tools are 
emerging. Understanding SM usage in the context of digital 
marketing through analytics tools is critical for both academic and 
business communities. These tools have become a unique 
information source for assessing a business’s presence in the SM 
environment as they collect, monitor, analyze, summarize and 
visualize a vast amount of SM data [4]. However, businesses from 
various sectors, including the food and beverage industry, have not 
yet exploited the full potential of these tools. 

Wine may be considered a social product, as it is included in 
the top eight product categories involved in discussions over the 
internet. Thus, the internet provides an ideal medium for wine 
promotion and sale. Surveys have shown that in comparison to 
many other consumer products, wine appears more often as a 
search engine keyword [5]. In the past wine consumers sought 
information from specialized magazines, books, and newsletters. 
Lately more and more consumers are consulting SM connoisseurs, 
sommeliers and the wine-loving audience in order to help them 
decide on a satisfactory wine purchase. On the other hand, 
businesses have a lot to gain from the feedback provided by 
customers through SM. Professionals in the wine industry are 
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trying to understand consumer behavior and preferences through 
the opinions and criticism diffused through various SM [6]. 

Today competition in the wine market is at its highest level to 
date. Around the world the vineyard surface area covers 7.4 million 
hectares and the production of wine has reached 292.3 million 
hectoliters. The exact number of wine producers cannot be safely 
estimated since, in addition to professional winemakers, there are 
hobbyists, family micro-businesses and single producers. In 2018 
Italy, France and Spain were the dominant global wine exporters. 
Specifically, in terms of volume Spain is the largest exporter and 
the three countries together represent half of the world market. In 
terms of value, France – maintaining a successful strategy for high 
quality products – is the leader; France and Italy together hold a 
share of the global market of approximately 30% [7].  

However, this intense competition requires new strategies 
which go beyond the production of high quality wine, leading 
wineries to strive for differentiation [8]. Towards this end, SM 
have succeeded the geographic decoupling of wine customers and 
wineries affecting data collection and sharing, communication, and 
the overall wine purchasing experience.  

Despite the significant impact of SM on wine customers and 
winery businesses [9, 10] digital marketing for wine is still 
complex [11]. Wineries are increasingly adopting SM [12] but at a 
slow pace, as most lack the knowledge to incorporate and exploit 
SM effectively in their marketing strategy [13-16]. A study of 
Italian wineries has shown that it is principally large wineries with 
a number of employees with SM knowledge and skills that are 
highly motivated for adopting SM [17]. 

The current study aims to shed light on the usefulness of SM 
analytics tools for helping businesses to evaluate SM usage, plan 
their SM efforts and revise them regularly. It focuses on the wine 
industry in Greece and Germany. Two freely available online tools 
are used to extract useful data for both countries. The German 
market holds the largest share of wine imports in Europe, 
becoming a target for wine exporting countries, such as Greece. In 
addition, Greek wine exporters are trying to become more active 
in the German market [18].  

The article is structured as follows. We begin with a discussion 
of SM analytics tools. We then outline the methods and tools used 
for assessing German and Greek wineries’ websites and Facebook 
pages. The SM analytics tools, Website Grader and LikeAlyzer, 
are selected as these offer an accurate/comprehensive and quick 
assessment. Next, we present the evaluation for the two countries 
– 105 Greek and 100 German wineries. Finally, we provide the 
survey results and draw some conclusions. 

2. SM Marketing 

SM regard communication means among people, allowing 
content to be created and shared in the digital networking 
environment [19]. SM can be described as an online platform for 
participation, discussion, and sharing; its use encourages the 
exchange and diffusion of opinion and information among users 
[20]. [21] argues that the revolutionary role of content publishers 
provided to SM users contributes to a democratization of 
information. Although SM comprise sources of information, they 
also provide social and emotional support, as within the SM 
context there is emphasis on the interaction rather than on the 

content itself [22, 23]. [24] distinguishes five main categories of 
SM: collaborative projects (e.g. Wikipedia); social networking 
sites (e.g. Facebook); content communities (e.g. YouTube, 
Pinterest, and Flickr); blogs (e.g. Blogger, Tumblr, and Twitter); 
and virtual worlds (e.g. Second Life). SM reflect daily life 
discussions, occurring at work or at home, at a restaurant or 
supermarket, which travel far away from the place they happen and 
are communicated to the public through the digital world [25]. 
According to the definition by [26], SM can be considered an 
interactive dialogue. This “dialogue is often triggered by 
consumers/businesses and/or products/services that circulate 
among them to set in motion a revealing communication on 
promotional information, so that it allows learning from one 
another’s use and experiences, eventually benefitting all of the 
involved parties” [p. 290]. 

While for individuals SM serve as a means of communication 
for users with similar interests, businesses can leverage user 
conversations about their products, services and brand, and engage 
in discussions for using the relevant information to make better 
business decisions [27]. [28] designates SM marketing as an 
interdisciplinary and interoperable concept that uses SM to achieve 
business aims by adding value for the parties involved. [29] defines 
it as the use of SM technologies (e.g. Web 2.0, Web 3.0) and 
software for creation, communication, delivery and sharing of 
offers that have value for business owners.  

SM marketing focuses on producing attractive content for 
customers and promoting the use and sharing of this content 
through the various social networks they follow. In this way 
“word-of-mouth" marketing is practiced, establishing a strong 
relationship between consumers and products, with a limited cost 
for businesses [5]. Although the general public uses SM primarily 
to develop social contacts rather than for shopping, the success of 
SM marketing is based on a more indirect approach. More 
specifically, instead of offering products for sale, the company 
encourages members of a community to discuss and disseminate 
the use and benefits of these products [30]. Several businesses try 
to exploit consumers’ opinions expressed through SM by 
involving them in product design choices [31] using SM analytics 
tools. In light of this, a significant number of data services, 
platforms and tools have been developed [32]. Some of the most 
popular examples are: Buffer, Hootsuite, Google Analytics, 
Talkwalker, TapInfluence, Brand24, Klear, Keyhol, Quintly, IBM 
Watson Personality analytics, BuzzSumo, Funnel.io, 
nTuitive.social, Sprinklr, Website Grader, MeetEdgar, MavSocial, 
ZohoSocial, Lithium, Social report, SumAll, Social Mention, Cyfe, 
Sendible, Eclincher, SproutSocial, AgoraPulse, Bit.ly, Everypost, 
Socedo, Socialoomph, and Fanpage Karma. However, there are 
also analytics tools for specific SM, for example weepi, 
Followerwonk, Postchup, Twitonomy and Tweetdeck for Twitter; 
Komfo, Sociograph.io, LikeAlyzer and AdΕspresso for Facebook; 
Owlmetrics, Storyheap and SocialDrift for Instagram; and 
ViralWoot and Tailwind for Pinterest. Table 1 presents a literature 
review of the use of SM analytics in various business sectors. The 
review was based on the Google Scholar search engine.  

3. Methods and Tools 

The approach used for the evaluation of the corporate wineries’ 
websites and their Facebook pages can be analyzed in three phases: 
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Table 1. Social media analytics tools review 
Social Media 
Analytics Tools Paper Sector 

Facebook: 
Sociograph.io 

[33] Traded firms 

[34] Radiology 

LikeAlyzer [35] Hotel 
[36] Tourism 

Pinterest: 
ViralWoot  

[37] Academic libraries 

[38] Data management & analytics 
of big data 

Twitter: 
Followerwonk 

[39] Most influential emergency 
physicians  

[40] Hospital pharmacy 

Twitonomy [41] Communication tool in 
congress 

[42] SM marketing 
All SM 
  
Hootsuite 

[43] SM marketing 

Google Analytics 

[44] Usability of e-commerce sites 

[45] Libraries  

[46] Tourism 

Talkwalker 
[47] Business and market research  

[48] Fashion 

Brand24 [49] Start-up companies 

Quintly [50] Tourism  

BuzzSumo 
[51] Health 

[52] SM marketing in higher 
education institutions  

Website Grader 
[53] Website evaluation tools 
[54] Universities’ websites  

MavSocial [55] Tourism  

SumAll [56] Engaging library users  

Social Mention 
[48] Fashion 

[57] SM networking 

Sendible [58] SM management tools 

[59] SM marketing 

AgoraPulse [60] Fitness 

Fanpage Karma 

[61] Brand communication 

[62] SM marketing 

[63] Wine tourism 

• Determination of the sample of winery businesses. 

• Selection of appropriate SM analytics tools for assessing 
websites and Facebook pages. 

• Data collection and analysis. 

The survey was conducted in 2019 and the sample for Greek 
and German wineries was identified through the Google search 
engine. For the Greek market the keywords used were: “winery”, 
“retail sale winery”, “Greek winery”, “wine”, “wine trade”, 
“winemaking”, “wine in Greece”. For the German market the 
keywords used were: “Wein”, “Weingut”, “Deutscher Wein”, 
“Wein Online-Shop”, “German wineries”, and “German wines”. 
105 Greek and 100 German wineries were identified, which have 
a corporate website and/or a Facebook page.  

The selection of the appropriate SM analytics tools was based 
on the aforementioned literature review (Table 1) and free online 
availability of tools. Website Grader (website.grader.com) was 
selected for corporate websites and the LikeAlyzer 
(likealyzer.com) was selected for Facebook pages [35, 54, 64-67]. 

Website Grader is a comparative online tool, which evaluates 
a website based on a standard rating (from 0 to 100) in relation to 
other sites. The rating indicates whether the website works well for 
the company and helps to improve website quality. More 
specifically, the features that Website Grader evaluates are: 

• Performance: evaluates the overall appearance of a website, 
the size of web pages and its speed. Performance is 
probably one of the most important features, as it is 
associated with the visitor's first impression and experience 
of the website. This can help increase the visibility and 
impact of the business. The value of this feature ranges 
from 0 to 30. The performance feature includes the 
following characteristics: page size, page requests, page 
speed, browser cashing, page redirects, compression, and 
render blocking. 

• Mobile readiness: refers to the capacity to view the website 
on any mobile device, for example smart phones, in terms 
of response and viewer settings. As a large portion of the 
purchasing community visits pages and makes extensive 
use of the internet and SM from their mobile device, the 
flexibility of a website to work efficiently on these devices 
is important. Its value ranges from 0 to 30. Responsiveness 
and viewport are the characteristics included in this feature. 

• Search Engine Optimization (SEO): relates to the ranking 
of the website by search engine users. The short title of a 
website, short descriptions and keywords can help improve 
the rankings. Its value ranges from 0 to 30. The SEO feature 
includes the following characteristics: page titles, sitemap, 
headings, and meta description. 

• Security: checks the existence of a security certificate, such 
as a Secure Sockets Layer (SSL), for ensuring security and 
authentication of information submission. The value of this 
feature ranges from 0 to 10.  

The LikeAlyzer tool was selected for the evaluation of wineries’ 
Facebook pages. It is a popular analysis tool [66], which provides 
monitoring and feedback on an organization’s Facebook presence 
and impact, allowing the comparison and exploration of Facebook 
potential. More specifically, it assesses any Facebook page, 
provides suggestions for improvement and compares it with other 
Facebook pages. The features that the LikeAlyzer evaluates are the 
following: 

• Frontpage: refers to the visitor’s first impression of the 
page. This includes information about the business, for 
example, about, username, profile picture and cover photo, 
and call to action. 

• About: regards more detailed business information, such as 
milestones, contact information, location and products. 

• Activity: concerns the activity of the page and how often it 
occurs. It evaluates the number of pages liked, native 
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Facebook videos, the number of posts per day, and the 
average post length. 

• Response: refers to the response to visitors, either through 
comments on posts or through personal messages. It 
evaluates whether visitors can post. 

• Engagement: evaluates visitors’ activity on the page, and 
some features that can only be accessed by the page 
developer. The number of people who have interacted with 
the page and the total page likes are measured.   

It is worth noting that LikeAlyzer does not provide an 
overall score, but each feature is graded from 0 to 100%. 

4. Results 

4.1. The Greek Case 

Europe is a leader in global wine exports. In Greece the 
importance of the winemaking sector is reflected in its potential for 
promoting traditional products abroad [18]. As one of Greece’s 
main export products, wine comprises more than 50% of the total 
export value of the Greek beverage industry. Fragmentation of 
domestic production and the large number of businesses that are 
exclusively active in winemaking, mainly small and medium sized 
companies, are the main characteristics of the sector [3]. There are 
also large wineries with extensive distribution networks 
throughout Greece, which are responsible for a significant 
proportion of wine production. Moreover, although the Greek 
economic crisis has resulted in a decrease in demand, recently it 
has generated an increased interest in non-bottled wines [68]. 

Of the 105 Greek wineries in the sample, 86% have a corporate 
website for promoting and advertising their products/services, 72% 
support a Facebook page, 37% use Instagram, 38% use Twitter, 17% 
use YouTube, and 10% use Pinterest. This leads to the conclusion 
that Greek wineries use and trust SM, and especially Facebook, 
Instagram and Twitter, for marketing activities [3]. It is evident 
that Greek wineries have turned to the digital environment for 
success in the market. The wine industry has been among the 
slowest to adopt SM [69]. As regards the year the winery 
established its internet presence, 24% established between 1999 
and 2005, 22% between 2006 and 2011, while 54% between 2012 
and 2018. Turning to the languages supported by corporate 
websites, 82% are both in Greek and English and 18% only in 
Greek, indicating that the majority are interested in export 
activities.  

Greek winery websites were evaluated with Website Grader. 
The overall mean score was 66.42%. The overall mean score for 
each of the Website Grader features is: (a) performance: 19.45/30; 
(b) mobile readiness: 23.62/30; (c) SEO: 17.06/30 and (d) security: 
6.12/10. Figure 1 shows the scores of performance characteristics 
of a Greek winery website.  

Figure 2 shows the overall recommendations of the Website 
Grader tool for the improvement of the particular website. The 
recommendations refer only to performance and SEO features, 
which scored lower than satisfactory values. 

 
Figure 1. Website Grader Results for performance characteristics of a Greek 

winery website 

 
Figure 2. Website Grader recommendations for performance and SEO 

characteristics of a Greek winery website 

Next, the results from the LikeAlyzer evaluation are presented. 
The Frontpage feature mean score for the sample is 97% and is 
analyzed according to the following attributes: 

• Profile picture and cover photo: 92.81% of the wineries use a 
profile picture/cover photo in their profile. 

• Username: 93.75% use a shortened page address to promote 
their business more easily. 

• About: 89.06% provide information about the page and what 
someone can expect when starting to follow the page. 

• Call to Action: 100% use “Call to Action” buttons (e.g. 
“Message Now”, “Call Now”, “Sign Up Now”, “Shop Now”) to 
support interaction with users and promote the business’ main 
objectives. 

The About feature mean score is 72% and is analyzed 
according to the following attributes: 

• Milestones: only 3.13% use milestones to tell the story of 
their business. 

• Contact information: 64.06% of all contact information 
(telephone, email, website) is provided on the Facebook page. The 
percentage is quite low compared to the usefulness and 
convenience of this information for users. In addition, the lack of 
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such information has a negative impact on the reliability and safety 
of the page.  

• Location: 70.31% provide the location of their headquarters. 

• Products: 26.56% promote their products on their page. 

The Activity feature mean score is 54% and is analyzed 
according to the following attributes: 

• Posts per day: 0.24 are the daily posts made by businesses, 
which needs improvement to enhance user engagement. 

• Average post length: 192.88 characters is the average length 
of the posts, which can be improved as it has been noted that posts 
with 40-100 characters generate more user engagement. 

• Pages liked: 42.06 is the average number of “Likes” made by 
the businesses in the sample to other businesses. Increasing this 
average will positively affect the cross-sector dialogue and interest, 
as well as the overall engagement. 

• Native Facebook videos: 1.56 is the average number of videos 
published. Given that video is considered the most engaging 
format on Facebook, this feature needs to be improved.  

The Engagement feature mean score is 3% and is analyzed 
according to the following attributes: 

• People talking about this: on average 163 users accessed the 
page or interacted with its content within the past week. 

• Total page likes: 5,840 is the average number of “Likes” by 
users per business. A larger number of likes corresponds to the 
business’ wider reach.  

The Response feature mean score is 85% and is analyzed 
according to the following attribute: 

• Users can post: 52.38% of businesses offer their users the 
option of posting on their page. 

4.2. The German Case 
German businesses have a long history in the wine sector. For 

the last forty years Germany has been a leader in global wine 
imports. Most of the Greek wine imports are made by Germany. 
Despite the maturity of the German wine sector, it is currently 
undergoing structural changes. In the near future it is expected that 
expenditure for marketing will increase, as consumer habits 
change and new marketing approaches and channels (e.g. blogs 
and electronic auctions) are required on the basis of a strategic path 
for sustainability [71,72]. The German Wine Institute, which 
comprises the country’s wine industry marketing organization for 
the generic promotion of German wines domestically and abroad, 
already uses SM tools, including Twitter, Instagram, YouTube and 
Facebook [73].  

In 2012 German wineries’ SM usage was explored in two 
research studies [6, 74]. In [6], a sample of 321 German wineries 
was studied to identify winemakers' SM preference. Facebook was 
found in this study to be German winemakers’ favorite platform. 
In [74] the SM usage of German wineries and its impact on a 
sample of Facebook and non-Facebook users was assessed. The 
turnover of purchases of Facebook users was higher than that of 
non-users as they are interested in sales offers from wineries they 
support through SM. 87% of the sample purchased wine from a 

specific winery and 15% purchased wine from this winery on a 
regular basis. 

All 100 German wineries have a corporate website and 53% 
also have a Facebook page. Concerning the year the winery 
established its internet presence, 61% established between 1998 
and 2005, 15% between 2006 and 2011, and 24% in 2018. As 
regards the languages supported by corporate websites, 29% are 
only in German, 71% are available both in German and English, 
and 7% support a third language.  

Data collected from the German wineries indicate that they 
engage in SM marketing practices to a high degree. Regarding SM 
usage, 96% of wineries use Facebook, 28% use Instagram, 8% use 
Twitter, and 1% use YouTube and Pinterest. 

German winery websites were evaluated with Website Grader, 
achieving an overall mean score of 70.58%. Specifically, the 
scores for each feature are presented as follows: (a) performance: 
scores reached an average of 23.61/30; (b) mobile readiness: 
23.27/30; (c) SEO: 16.79/30; and (d) security: 7.65/10.  

Next, the results from the LikeAlyzer evaluation are presented. 
The Frontpage feature mean score of the sample is 94.30% and is 
analyzed according to the following attributes: 

• Profile picture and cover photo: 86.79% of the wineries use a 
profile picture/cover photo in their profile. 

• Username: 94.34% use a shortened page address. 

• About: 81.13% provide information about the page. 

• Call to Action: 100% use “Call to Action” buttons. 

The About feature mean score is 82.90% and is analyzed 
according to the following attributes: 

• Milestones: only 9.43% use milestones. 

• Contact information: 85% of all contact information is 
provided on the Facebook page.   The percentage is not extremely 
high, offering scope for improvement for the German wineries. 

• Location: 90.56% provide the location. 

• Products: 9.43% promote their product, showing low 
exploitation of Facebook for promotion. 

The Activity feature mean score is 42.50% and is analyzed 
according to the following attributes: 

• Posts per day: 0.09 are the daily posts. 

• Average post length: 186.74 characters is the average text size 
of the posts. 

• Pages liked: 28.91 is the average number of “Likes”. 

• Native Facebook videos: 0.91 is the average number of videos 
published.  

The Engagement feature mean score is 3% and is analyzed 
according to the following attributes: 

• People talking about this: on average 70 people have 
interacted with a page. 

• Total page likes: 4,515 is the average “Likes” made by users 
per business.  
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The Response feature mean score is 90.56% and is analyzed 
according to the following attribute: 

• Users can post: 90.56% of businesses allow users to post on 
their page.  

In the following figures an example of a German winery 
assessed with LikeAlyzer is presented. Figure 3 presents the 
overall impression of the Facebook page, and Figures 4 and 5 show 
the assessment of Frontpage and Activity features respectively. 

 
Figure 3. Overview of the Facebook page of a German winery assessed by 

LikeAlyzer 

 
Figure 4. Frontpage feature assessment by LikeAlyzer 

 
Figure 5. Activity feature assessment by LikeAlyzer 

4.3. Discussion 
 
The assessment results of the Greek and German wine industry 

using Website Grade and LikeAlyzer tools are presented in Table 
2. According to the Website Grader evaluation, the performance 
rating for Greece is 19.45 out of 30, and for Germany 23.61. This 
slight difference in performance of German corporate websites 
shows that they create a better first impression and experience for 
users. However, Greek winery websites enrich their content with 
many images and videos in addition to a standard description of 
their products, which significantly reduces their speed. Regarding 

mobile readiness, Greek and German websites have similar scores, 
though flexibility and responsiveness for mobile devices have to 
be further improved. Moreover, according to [4], 60% of users are 
unlikely to return to a website with accessibility problems from a 
mobile device, while 40% of users choose to visit a competitor's 
site. It is therefore essential for winery websites to offer customers 
an optimized experience for their smart phones and tablets. SEO 
was 17.06 for Greek wineries and 16.79 for German. Greece seems 
to be ranked more highly when customers search through a search 
engine. As regards security, Greek websites scored 6.12, while 
German websites are ahead with a score of 7.65. Security seems to 
be moderate for both countries; Greek websites in particular need 
immediate improvement with the implementation of security 
protocols such as SSL.  
Table 2. Greek and German winery assessment results from Website Grader and 

LikeAlyzer 

Features Countries 
Greece Germany 

Website Grader  
Overall 66.42 % 70.58 % 
Performance 19.45/30 23.61/30 
Mobile readiness 23.62/30 23.27/30 
SEO 17.06/30 16.79/30 
Security 6.12/10 7.65/10 
LikeAlyzer 
Frontpage 97.00 94.30 
About 72.00 82.90 
Activity 54.00 42.50 
Engagement 3.00 3.00 
Response 85.00 90.56 

 

Well-designed corporate websites provoke customers’ 
emotional reactions while browsing [76]. From the study of 
German and Greek wineries’ corporate websites, there is an overall 
impression that the website design presents some differentiation. 
In particular, Greek wineries’ homepages have rich, impressive 
and colorful photos with people celebrating food and wine, 
experiences from product use, and information on the winery’s 
history, showing a better understanding of how to project 
customers’ ideal experience. In contrast, the appearance of 
German wineries’ websites is less meticulous, generating less 
positive or even negative comments/impressions among users [3]. 
A German study conducted in 2016 showed that websites with 
large-sized, high-quality photos of joyful people or inspired 
moments, such as a panoramic view of the vineyard, can 
potentially create an emotional impact on users/customers [75]. 
Customers’ emotional influence and engagement can be taken 
forward when wineries try to tell their own business story, 
allowing customers to get to know the winemakers better and 
identifying similar values that connect them. 

Our research also provides data on extroversion to foreign 
customers. Specifically, 83% of Greek wineries and 71% of 
German wineries provide their websites in at least two languages. 
This indicates that Greece constitutes a dynamic player in wine 
exports and endeavors to develop its export activities further, and 
highlights Germany’s position as the largest importer of wine.  

The LikeAlyzer evaluation shows that Greek and German 
winery Facebook pages are in general terms at similar levels. 
However, both countries have prospects for further improvement. 
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Regarding the Frontpage feature that shapes visitors’ first 
impressions, Greece’s score of 97% is higher than Germany’s 
score of approximately 94%. Concerning the About feature, 
German pages provide a satisfactory amount of business 
information. However, it is worth mentioning that Greek wineries  
exploit Facebook more effectively than Germany by providing 
more product information. The Activity feature scores are low for 
both countries although Greek pages have more posts per day, 
pages liked and native videos. The Engagement feature has the 
same score (3%) for both countries since only Facebook page 
administrators have access to the specialized data. Finally, 
Germany scores more highly for Response, showing that German 
wineries allow more user interaction.     

5. Conclusions 

Enterprises recognize the value of SM analytics in innovation 
and product development, and customer service operations and 
strategy. Social media analytics are recently used by business 
managers and professionals.  

SM analytics are easier to use than traditional media analysis 
and can provide a fast, effective and efficient assessment of 
corporate websites and Facebook pages. This is verified by the 
current research. Two freely available SM analytics tools were 
used to assess the corporate websites and Facebook pages of the 
winery industry in Greece and Germany. Few studies to date have 
focused on the implementation of SM analytics in the food and 
beverage industry. In this research the use of such tools has proved 
easy and effective, providing specialized data which can offer 
valuable insights into the wine industry in both countries. The 
websites of German wineries are of higher quality – from a 
technical perspective – than those of Greek wineries. However, the 
latter have a stronger Facebook presence. This can be explained by 
the overall attitude of Greek internet users and businesses towards 
SM usage. According to the Digital Economy and Society Index 
2019 [77], the percentage of internet users that uses SM is 73%, 
57% and 65% for Greece, Germany and the European Union 
respectively; the percentage of businesses that uses SM is 21%, 16% 
and 21% for Greece, Germany and European Union respectively. 

The key contribution of this paper lies in the use of simple 
standard analytics to help winery managers and practitioners to 
plan their SM efforts and revise them regularly, using inexpensive 
open source tools. A limitation of this paper regards the exclusive 
focus on Facebook. Assessing the overall SM strategy of wineries 
requires the study of other SM, for example, Pinterest, Instagram, 
and Twitter. Such platforms can have additional potential for 
online visibility and direct sales by linking to corporate websites 
or electronic shops [75]. Future work will focus on the use of free 
SM analytics tools for Twitter and Instagram for retrieving data 
that can be used to build an overall assessment of the wine industry, 
as well as other food and beverage sectors. It is expected that this 
research will give researchers and practitioners an assessment of 
the wine industry and motivate them to use SM analytics tools to 
improve digital marketing strategies in the wine and other 
industries, for example, tourism, health and entertainment. This in 
turn can help to create a roadmap for exploitation of SM benefits. 
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