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Abstract: The wineries recognized the increasingly important role of digital marketing as a valuable 
and appropriate tool to reach consumers. Wineries owners need to learn to use and apply social media 
in their marketing activities, as well as which activities are most effective for their needs. This paper 
intends to provide a brief analysis of digital wine marketing and social media marketing contributions 
for the wineries to increase brand awareness, sales, and development. The purpose of this research is 
to investigate social media adoption and engagement amongst wineries and more importantly to under-
stand the activities they use to interact with consumers on social media platforms.

For the purpose of this paper, a structured questionnaire was created. The authors wanted to examine 
to what extent the wineries are familiar with digital marketing and how much they use it in their own 
business. The study included 50 wineries across Serbia. Serbian wineries need to be more competitive 
on the tourist market and understand better the mode of functioning of different systems. The results 
show that Facebook and Instagram are the main platforms that wineries use to engage with consumers. 
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1. INTRODUCTION

Wine plays an important part in people’s lifestyles, and in the last twenty years, an in-
creased interest in visiting the places of production has been witnessed, resulting in rapid 

growth in the popularity of wine regions around the world and also in Serbia (Molina et al, 
2015; Pivac, 2012). As a consequence, numerous wine regions – from Napa Valley in the USA, 
Barossa Valley in Australia, Tuscany in Italy, Douro Valley in Portugal, Bordeaux, or Provence 
in France – use their Eno gastronomic riches to promote their territory and develop as a wine 
tourism destination. Wine is considered the main element in the development and promotion of 
tourism and is likely to contribute to the creation of wealth at all levels. Wine tourism is a lucra-
tive industry (O’Neill and Charters, 2000), and the success of wine tourism, particularly at the 
local level, largely depends on how effective marketing and promotion strategies are used and 
implemented (Galloway et al, 2008; Rasch and Gretzel, 2008). Digital marketing has become 
an important advertising and information tool, as interactive communication between producer 
and consumer can be generated. The wineries recognized the increasingly important role of 
digital marketing as a valuable and appropriate tool to reach consumers, wine lovers, and wine 
tourists. Since the introduction of Facebook, social media have been put in the spotlight as a 
new channel for promotion (CBI, 2016).
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The phenomenon of social media platforms and increasing customer adoption of these plat-
forms has significantly transformed the way how customers communicate and interact with 
each other and with businesses (Siamagka et al, 2015; Szolnoki et al, 2018). Social media have 
transformed consumers from passive observers of content to active participants (Szolnoki et al, 
2018). Digital media or social media has become a comprehensive name for all types of commu-
nication through various channels such as social networks or mobile applications (Kokić, 2015). 
Social media usage has been found to contribute positively to brand performance and consumer 
loyalty (Rapp et al, 2013).

The importance of the internet is high, which is witnessed by the research of Viana (2016) who 
states that of 7 billion people in the world 42% of them actively use the Internet and 1,75 billion 
people use social networks through mobile phones. This shows us the importance of wineries 
having an online presence and responsive sites which allow proper navigation through access 
from mobile devices.

There are several studies about the use of social media in the wine industry (Strickland, 2013; 
Szolnoki et al, 2014; Thach, 2009; Wilson and Quinton, 2012; Dean and Forbes, 2016) but in 
Serbia, this is the first one. Therefore, the purpose of this research is to investigate social media 
adoption and engagement amongst wineries, and more importantly to understand the activities 
they use to interact with consumers on social media platforms.

2.	 LITERATURE REVIEW

Social media are a phenomenon that swiftly positioned itself in the world of marketing. Various 
profit and non-profit companies, governmental and non-governmental organizations, universities, 
and individuals were quick to recognize the vast potential of social media (Kokić, 2015). The emer-
gence and spread of the Internet paved the way for the subsequent development of social media.

The rapid rise of social media channels has attracted interest from both academia and industry, 
keen to understand its nuances and how to strategically adopt, implement and manage for desired 
results. Social media has grown drastically over the past decade with estimates of more than 32% 
of the global population using social media platforms in 2016 (Emarketer, 2016). The highest us-
age is in China, followed by the USA, Europe, and Asia-Pacific countries (Chaffey, 2016). How 
Xiang and Gretzel (2010) cite while there is a lack of a formal definition, „social media” can be 
generally understood as Internet-based applications that carry consumer-generated content which 
encompasses „media impressions created by consumers, typically informed by relevant experi-
ence, and archived or shared online for easy access by other impressionable consumers” (Black-
shaw, 2006). This includes a variety of applications in the technical sense which allow consumers 
to „post”, „tag”, „digg”, or „blog”, and so forth, on the Internet. Social media representing various 
forms of consumer-generated content such as blogs, virtual communities, wikis, social networks, 
collaborative tagging, and media files shared on sites like YouTube and Flickr, have gained sub-
stantial popularity on the Internet (Xiang and Gretzel, 2010; Gretzel, 2006; Pan et al, 2007). Many 
of these social media Websites help consumers in posting and sharing their travel-related com-
ments, opinions, and personal experiences, which then serve as information for others.

Social media allows for the sharing of different experiences in the form of photos, videos, and 
stories (Schaffer, 2015; Canovi and Pucciarelli, 2019). Social media thus represents – or at least 
should represent – an efficient strategic tool to manage, engage and collaborate with travellers, 
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providing tourism suppliers with unprecedented opportunities to gain fast, rich, and unmediat-
ed consumer insights (Hudson et al, 2015), develop long-term relationships (Ayeh et al, 2012), 
build brand loyalty (Chan and Guillet, 2011; Laverie et al, 2011) and increase reliability (Dijk-
mans et al, 2015).

Social media sites are increasingly popular for wine consumers, with the viral and social ca-
pabilities of online networks creating a new forum for customer interaction with wine brands 
(Barber et al, 2008; Bulearca and Bulearca, 2010; Keller, 2009; Leigon, 2011; Aurich, 2019). 
Also, social media allows consumers to exchange information and encourage others to try dif-
ferent wines (Wilson and Quinton, 2012), so it is a key channel for influencing and affecting 
wine purchase.

The recent studies show a significant increase in the popularity of social media platforms. Alon-
so et al. (2013) conducted a study of Italian, Spanish as well as New World wineries that were in-
volved in wine tourism and discovered that 35% reported using social media. One of the reasons 
for using it was to communicate with customers about events at the winery. The second main 
reason was to promote and market wines (Laverie et al, 2011; Aurich, 2019). Wine consumers 
are frequent users of social media platforms, such as Facebook (Breslin, 2013; Bouquet, 2012). 
Higgins et al. (2016) showed that 30% of millennials in the USA use Facebook as a source of 
information on wine. These millennials were more likely to drink wine on social occasions, 
buy more wine and spend more on wine each month. Social media plays a crucial role in selling 
wine since word-of-mouth is more effective than any other manner of selling wine (Leigon, 
2011). Small wine producers oftentimes have a limited budget and for them, social media plat-
forms and other free digital marketing tools allow being competitive and building upon the 
potential digital has to offer (Begalli, 2008).

3.	 METHODOLOGY

For the purpose of this paper, a questionnaire was created based on the methodology used by 
Szolnoki et al. (2014) was adopted. As basis authors used the questionnaire of the above-men-
tioned survey. The questionnaire consisted of 7 questions. The second question was open-end-
ed, others were closed. The items, in the fourth question, were measured using a five-point 
Likert-type scale with the following values: 1 – strongly disagree, 5 – strongly agree.

The survey was conducted in Serbia wineries between 10 of January and 24 of February 2020. 
The data was collected through an online survey. According to the Wine Register in Serbia exist 
355 registered wineries (Jakšić, 2019). About 15% of wineries participated in the study. 

Of the total wineries which are involved in the questionnaire, 3 are large wineries (with more 
than 20 employees and more than 80 ha of vineyards), 18 are medium-sized wineries (between 
10 and 30 employees and from 30 to 80 ha of vineyards), 29 small wineries (have less than 10 
employees and less than 30 ha of vineyards).

This survey gives an overview of the social media activities from the winemaker ś point of view 
and shows tendencies in terms of using social media among the winemakers. The data were 
analyzed with SPSS 25.
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4.	 RESULTS

The analysis shows that a wide variety of communication channels are used in the Serbian 
wineries. Channels like Facebook, Instagram, website, e-mail are utilized the most (multiple 
answers were allowed). The following chart represents which channels of communication are 
most preferably used by wineries in Serbia (Chart 1).

Chart 1. Channels of communication used by wineries
Source: Authors´ research

Facebook represents the most important channel for 49 respondents (98%). 40 respondents 
(80%) have a website. Offering a website can be seen as the basis for online marketing, whereby 
social media is one way to strengthen look-and-feel goods on top of general marketing tech-
niques. In third place is Instagram, which has registered a growing interest among users and 
winemakers in recent years.

Table 1. Relevance of digital channels for winemaker ś business needs
Frequency %

Valid

Facebook 21 42.0
e-mail 8 16.0
no one 1 2.0
Instagram 5 10.0
Web 6 12.0
TV 1 2.0
Digital journal 1 2.0
fb, Instagram, e-mail 7 14.0
Total 50 100.0

Source: Authors´ research

In terms of Relevance of digital channels for winemaker ś business needs (Table 1), it has been 
determined that most of the wineries (42%) use Facebook as the main communication channel, 
followed by e-mail (16%), a combination of Facebook, Instagram and e-mail (14%), and the 
web (12%). Social networks have different approaches to their respective marketing campaigns. 
Each enterprise, in this case, a winery, chooses a social network that will bring the most benefit, 
based on its target consumers and the social network they use.
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Table 2. Hours per day spent working on social networks
Frequency %

Valid

1h 21 42.0
2h 16 32.0
3h 7 14.0
4h 3 6.0
5h 1 2.0

>5h 2 4.0
Total 50 100.0

Source: Authors´ research

The data in the previous table (Table 2) indicate that the majority of Serbian winemakers (42%) 
usually spend 1 hour per day on social networks for business purposes, followed by 32% who 
spend 2 hours, and 14% who spend 3 hours. Only 2% of the respondents spent 5 hours per day 
working. 

Table 3. The importance of using social networks
Items Mean Std. Deviation
Sharing information about events at the winery 4.280 0.7010
Public Relations 4.040 1.0683
Consumer Communication 4.180 0.9409
Reaching new consumers 4.120 1.1718
Winery advertising 4.180 1.0437
Notice of winery promo activities 4.200 0.9897
Communication with others (winemakers...) 3.640 1.2415
Product Sales 3.440 1.1808

Source: Authors´ research

The results of the descriptive statistics shown in Table 3 indicate that for the surveyed wine-
makers the most important questions are Sharing information about events at the winery (4.280) 
and a notice of winery promo activities (4.200). Questions with the lowest values of the arith-
metic means of the ratings are Product Sales (3.440) and Communication with others (3.640). 
The standard deviation is between 0.7010 (Sharing information about events at the winery) and 
1.2415 (Communication with others). 92% of the wineries believe that they can influence the 
brand image through digital channels, 94% of them want to build brand strength through these 
communication channels, but only half of them (52%) have employed a person in charge of so-
cial networking and digital marketing in general. It can be concluded that they know that social 
media can do the difference, but they still obey to employ one person to do that. The part of the 
problem could lay in the lack of well-educated persons in a rural environment or in them being 
lazy to make the effort and find the right person for the job. Empirically speaking, the winer-
ies that have employed the right person has a stronger brand, higher prices, and bigger market 
share, and a bigger influence on the market.

When asked whether they can influence their brand image using digital channels, as many as 46 
(92%) of respondents answered positively (Chart 2). Furthermore, 47 (94%) of respondents stated 
that they wished to build and influence the strength of the brand through digital communication 
channels (Chart 3). A brand is not just a name, sign, design, and symbol, but a combination of 
all of this, which the winery uses to handle its market competition. The concept that the brand 
represents to consumers decides whether the winery provides everything a consumer wants; 
from quality and assortment of products to trust, image, and sense of belonging. However, the 
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respondents were divided on the question of whether wineries had a person in charge of social 
networks and digital marketing. Only 26 (52%) of respondents answered that they have an em-
ployee in charge of social media (Chart 4). Today, social media managers are crucial in creating 
and executing the social media strategies of an enterprise. They focus on increasing brand aware-
ness and attracting and nurturing prospective clients. They are responsible for representing their 
company brand on social networks. In smaller companies, they can also be in charge of everyday 
tasks, such as posting on social networks and answering user comments on their social channels. 

Chart 2. Could you influence your brand image through digital channels?
Source: Authors´ research

Chart 3. Do you want to build or influence the strength of the brand  
through digital communication channels?

Source: Authors´ research

Chart 4. Do you have a person in charge of working on social media and digital marketing  
in general?

Source: Authors´ research
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The results of an independent t-test showed that respondents’ attitudes on influencing the brand 
image through digital channels differed significantly only concerning communication with con-
sumers (Table 4). 

Table 4. Results of t-test - Could you influence your brand image through digital channels?
Items Groups Mean t

Sharing information about events at the winery: Yes (46) 4.2826 .088No (4) 4.2500

Public Relations: Yes (46) 4.1087 1.565No (4) 3.2500

Consumer Communication: Yes (46) 4.2609 3.546*No (4) 3.2500

Reaching new consumers: Yes (46) 4.1957 1.571No (4) 3.2500

Winery advertising: Yes (46) 4.1957 .356No (4) 4.0000

Notice of winery promo activities: Yes (46) 4.2391 .947No (4) 3.7500

Communication with others (winemakers...): Yes (46) 3.7391 1.970*No (4) 2.5000

Product Sales: Yes (46) 3.5217 1.691No (4) 2.5000
* p<0,05

Source: Authors´ research

Concerning the question of whether they intend to build or influence brand strength through 
digital communication channels, a significant difference was only found concerning public rela-
tions (Table 5). Respondents who nurture public relations were more intent on influencing brand 
strength through digital channels. However, the results of this and the previous t-test (Table 4) 
cannot be generalized, since groups are not uniform in size.

Table 5. Results of t-test - Do you want to build or influence brand strength through digital 
communication channels?

Items Groups Mean t

Sharing information about events at the winery: Yes (47) 4.2766 -.135No (3) 4.3333

Public Relations: Yes (47) 4.1277 2.406*No (3) 2.6667

Consumer Communication: Yes (47) 4.2340 1.635No (3) 3.3333

Reaching new consumers: Yes (47) 4.1915 1.743No (3) 3.0000

Winery advertising: Yes (47) 4.1702 -.260No (3) 4.3333

Notice of winery promo activities: Yes (47) 4.2340 .962No (3) 3.6667

Communication with others (winemakers...): Yes (47) 3.7234 1.932No (3) 2.3333

Product Sales: Yes (47) 3.5106 1.707No (3) 2.3333
* p<0,05

Source: Authors´ research
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T-test of independent samples was implemented to determine whether there is a significant 
difference in respondents’ answers on whether they have a person in charge of social media 
and digital marketing. The results in Table 6. have shown that wineries that do employ people 
in these positions are much more open towards building public relations and communicating 
with other wineries. Moreover, wineries that organize human resources in line with digital 
marketing trends, meaning have employees in charge of social media marketing, give greater 
importance to their promotional notifications.

Table 6. Do you have a person in charge of working on social networks and digital marketing 
in general?

Items Groups Mean t

Sharing information about events at the winery: Yes (26) 4.4615 1.960No (24) 4.0833

Public Relations: Yes (26) 4.5769 4.312**No (24) 3.4583

Consumer Communication: Yes (26) 4.2308 .394No (24) 4.1250

Reaching new consumers: Yes (26) 4.1538 .211No (24) 4.0833

Winery advertising: Yes (26) 4.3846 1.459No (24) 3.9583

Notice of winery promo activities: Yes (26) 4.4615 2.004*No (24) 3.9167

Communication with others (winemakers...): Yes (26) 4.0000 2.218*No (24) 3.2500

Product Sales: Yes (26) 3.5385 .610No (24) 3.3333
* p<0,01; ** p<0,05

Source: Authors´ research

5.	 CONCLUSION

This study confirms the growing importance of social media in wine tourism. More and more 
consumers believe information available on the web. Consumers trust recommendations on so-
cial channels like Facebook and Instagram. They want to see the real story behind the wine and 
people having fun while enjoying a glass of it. They want to be addressed through social media 
channels like Instagram or Pinterest where they can see pictures or comment and tag friends 
and family to initiate the same experience with their loved ones. 

The current study provides a snapshot of wineries. The selection of the wineries was based on 
an electronic mailing list. Despite these limitations, the results are revealing and provide some 
key implications for practitioners and new issues for future research.

These results match that Facebook took first place with 98%, website the second (80%) and Ins-
tagram the third (76%). Social media creates awareness and can influence consumers to visit the 
vineyard. The use of other social media channels as Pinterest, Google+, and also Yelp (no win-
eries use it) might be a significant marketing opportunity. Winery owners and managers need to 
employ digital marketing strategies with experiential posts, appealing images, and stimulating 
messages. Wine producers need to change their traditional perception of marketing in order to 
satisfy the needs of their consumers. 
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One limitation of this study is the number of wineries involved in the survey, considering that 
fifty respondents answered the questionnaire. However, this paper is probably the first work that 
tests the wineries’ skills in Serbia of using digital marketing and social media. A suggestion for 
future research is to compare the use of digital marketing and social networks in countries in 
the region, for example between Serbia, Croatia, Slovenia, Macedonia, Hungary, and Romania. 
Further, researchers could investigate the impact of brand loyalty and identification established 
through digital channels on wine sales, which can strengthen additional interest to adopt an 
innovative digital marketing approach.
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