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Abstract 

 

As the Romanian meat market expands, producers need to find new promotional tools. In recent years, more and more 

companies have an increasingly significant presence on social media. The aim of this paper is to correlate the type of 

message conveyed by the brand on social media with audience interaction. Five companies operating in this field were 

included in the study, analyzing the messages they send via social networks. Thus, a set of variables was established in 

order to analyze the correlation between messages and impact. In this respect, we have identified keywords related to the 

taste and the naturalness of the products. The study revealed that posts that ask for public interaction have a high impact. 

The results of the study show a high correlation between posts highlighting taste and naturalness qualities and the feedback 

received. 
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The Food and Agriculture Organization of 

the United Nations predicts an expansion of the 

global meat supply of up to 377 Mt (million metric 

tons) for the year 2031. In this sense, an expansion 

of the international trade in meat products is 

expected. An aspect highlighted at the level of 

developed countries is represented by the growing 

number of consumers who exclude or reduce meat 

consumption. 

These consumption habits are mainly 

motivated by animal welfare and health and 

environmental concerns. In this sense, 

manufacturers face an ever-increasing challenge in 

product promotion. Online promotion has become a 

distinct component of marketing in recent years, 

considering the boost that social networks have 

taken, researchers have addressed several aspects of 

social media marketing (De Vries L. et al, 2017; 

Schivinski B. and D. Dabrowski, 2016; Berthon et 

al, 2012; Abu-Rumman A. H. and A. Y. Alhadid, 

2014). Unlike classical promotion methods, social 

media facilitates direct communication between 

businesses and customers (Aladwani A. M., et al, 

2018; Kamboj S. et al, 2018).  

This aspect represents a considerable 

advantage because it allows the brand to adapt its 

strategy to optimize results. Using social media 

tools, consumers have access to a variety of 

information to support their purchase decision. 

Thus, information about manufacturers can be 
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accessed from everywhere, comparing their 

products (Palos-Sanchez P. and Saura J.R., 2018). 

With easy access to information, companies don't 

have to focus on a general audience. Thus, 

companies must identify different target groups and 

adapt their message for each of them (López García 

J.J. et al, 2019). A positive conditioning relationship 

is created between the brand message and consumer 

interaction (Yang Y., and Kankanhalli A, 2014). 

To analyze the effectiveness of the message 

transmitted by the brand, in the specialized 

literature, it is proposed to use the reaction ratio 

(number of reactions/total number of followers) or 

the comment ratio (number of comments/total 

number of followers) (Rana N. et al, 2020). 

Followers' interaction with the brand's posts 

contributes to the creation and maintenance of the 

brand-consumer relationship, later this aspect is 

reflected in the purchase decision.  

The particularity of sending the message in 

social media is given by the possibility of 

transmitting the consumers' own experience. Thus, 

this aspect leads to the creation of a wide social 

circle that responds to the need for social affiliation. 

In the second quarter of 2022, Facebook counted 

approximately 2.93 billion monthly active users 

(Statista, 2022), an aspect that substantiates the 

potential of this social network and the need to 

define the presence of brands on this platform. 

 


