
 

 
 https://revistas.rcaap.pt/index.php/thij/index   

 

THIJ – Tourism and Hospitality International Journal            vol. 22 nº 1            ISSN: 2183-0800 

Revista científica semestral gratuita de distribuição digital / Free bianual scientific journal of digital distribution 

E-mail: thijournal@isce.pt 

27 

 

THE PRESENCE OF ALGARVE WINE PRODUCERS ON 

FACEBOOK BETWEEN PRE-COVID-19 AND COVID-19 PERIODS 

 

 

Carlos M. Almeida  

University of the Algarve, Portugal 

 

Carlos M. Afonso  

Citur. ESGHT, University of the Algarve, Portugal 

 

Manuel Serra  

Citur. ESGHT, University of the Algarve, Portugal 

 

Nuno António  

Citur. NOVA Information Management School (NOVA IMS), Portugal 

 

  

https://revistas.rcaap.pt/index.php/thij/index
mailto:thijournal@isce.pt


 

 
 https://revistas.rcaap.pt/index.php/thij/index   

 

THIJ – Tourism and Hospitality International Journal            vol. 22 nº 1            ISSN: 2183-0800 

Revista científica semestral gratuita de distribuição digital / Free bianual scientific journal of digital distribution 

E-mail: thijournal@isce.pt 

28 

 
Abstract 

 
Social media may be used to build virtual communities around brands, allowing consumers to learn more 

about them and interact with the material they provide. In this sense, it serves as a helpful communication 

medium for obtaining and disseminating information about wine as a social commodity, affecting wine 

consumers' purchasing decisions. The number of Algarve wine producers has increased in recent years, 

indicating the sector's progress. Wine is one of the most popular internet products, and social media sites 

like Facebook are ideal for promoting it. Thus, the objective of this study is to analyze the evolution of the 

usage of Algarve wine producers on their Facebook pages between February 2019 and the end of January 

2022, corresponding to a pre-Covid-19 period and the Covid-19 period. To do this, we used the model 

developed by Huertas, Setó-Pàmies & Míguez-González (2015), where the variables of “Contents”, 

“Interactivity”, “Visibility” are considered, with an additional variable for “Profitability”, referenced by 

Rodríguez-Fernandez et al. (2017b). The analysis was made through a series of performance indicators 

collected using the online data collection tool Fanpage Karma. Results have shown a greater effort from 

some of these pages to produce content more often, specially at the beginning of the Covid-19 pandemic 

period, while some are still struggling to explore this medium, but overall there is room to be more active 

and productive in social media networks since these pages frequency of publication is low. In need to adjust 

their communication strategies, the most active pages grew a lot in numbers of fans, reactions, and other 

interactions, producing quality content that engaged consumers. The less explored pages show smaller 

evolution, from which we can conclude that there is still potential in Facebook as a platform for the wine 

sector. 
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1. Introduction 

 

Social media networks can be used to create virtual communities around brands 

allowing its users to inform themselves and interact with the contents delivered by the 

brands themselves. In this context, it acts as a useful communication channel to obtain 

and disseminate information about the social product that wine can be, ultimately 

influencing wine consumers’ buying behavior.  These networks may be defined as a tool 

established on the internet (Kaso et al., 2021), that allows user creation, be it individuals 

or entities (Reyneke, Pitt & Berthon, 2011). Businesses and brands have been investing 

progressively in them as big communication channels (Ashley & Tuten, 2015).  

The most popular social media network worldwide is Facebook, with 2,910 million 

users globally as of January 2022 (Statista, 2022; Global Social Media Stats, 2022). In 

Portugal, it is also the most popular and used social network with a significant part of the 

country’s internet users being registered on this platform that allows its users to connect 

and interact with each other. The Covid-19 pandemic that started in 2020, with the first 

lockdown in March of that year and the second in January 2021, obligated every brand to 

make several changes to their communication strategies, including their online presence 

on social media channels.  

Located in the south of Portugal, Algarve was the first region of the country to adopt 

Mediterranean habits, with the inclusion of the cereals, wine, and olive oil trilogy. The 

wine production in the region is historically rooted in the Algarve habits, and its wine 

sector has seen an interesting growth in the latest years in terms of the existent wine 

producers, showing how the sector has been evolving positively in the region. Wine can 

be seen as a social product since it is one of the top product categories involved in 

discussions all over the internet. This platform is ideal for wine promotion and in this 

case, specifically on social media networks, like Facebook.  

This study focuses on analyzing how the Algarve wine producers have been using their 

Facebook pages throughout the last years, from the 1st of February 2019 until the 31st of 

January 2022, corresponding to the pre-Covid-19 period and the covid-19 pandemic 

period. During this time frame, the covid-19 pandemic started and affected all these 

entities, and their marketing strategies, with most of them needing to reshape and readapt 

to this new reality where digital communication is crucial to every company. Due to this, 

the Facebook pages of these wine producers will be analyzed using a methodology 

established by Huertas, Setó-Pàmies & Míguez-González (2015), using variables such as 

“Contents”, “Interactivity” and “Visibility”, adding the variable “Profitability” suggested 

by Ródriguez-Fernandez et al. (2017) on their research. For the matter, the data collection 

online tool Fanpage Karma was used to collect data from these Facebook pages.  

This study introduces a literature review related to the topics of Engagement, 

Facebook, social media, Algarve wine producers, and models of usage analysis on 

Facebook, searched on the scientific databases Scopus and Scholar Google, intending to 

find articles, book chapters and conference articles relevant for this study. After that, a 

brief explanation about the situation of the Algarve Wine Commission is provided. The 
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chosen methodological framework is described; the results obtained are then described 

and discussed, to conclude with recommendations for future practice and research. 

 

2. Literature Review 

 

2.1 Communicate and Engage with Social Media 

 

Observing the last decades, the most impactful technological development has been 

the Internet, making it possible for individuals to share and view knowledge in a very 

speedy way (Obermayer et al., 2021). Following these developments, organizations have 

made significant adjustments to the way they interact and communicate with their public, 

deeply reshaping on businesses operate in terms of communication (Siamagka et al., 

2015; Reyneke, Pitt & Berthon, 2011) using communication channels like social media. 

Social media may be described as a tool based on the internet (Kaso et al., 2021) that 

allows users, such as individuals or entities (Reyneke, Pitt & Berthon, 2011) to create a 

semi-public/public profile inside a limited system, create connections with other users 

and visualize connections established inside this same system in a relatively inexpensive 

and accessible communication approach (Breton-Miller & Miller, 2016; Kallmuenzer et 

al., 2018; Parveen, Jaafar & Ainin, 2015; Boyd & Ellison, 2007).  

Brands and businesses are increasingly adopting social media as a communication 

channel since they follow the path consumers take (Ashley & Tuten, 2015), a 

phenomenon that is transforming the way companies operate and relate to their customers 

and providers (Pekkala & van Zoonen, 2021). It is bringing up new opportunities for 

brands to extract different types of value from existing and potential consumers since 

social media provides new ways of interaction between businesses/brands and their 

consumers (Kujur & Singh, 2020). Pekkala & van Zoonen (2021) highlight how 

important social media is to consumer decisions, suggesting that customers consider the 

content produced in those channels when forming relationships and making buying 

decisions. 

A strong and well-established fan base strengthens consumer-brand relationships and 

positively impacts the customers’ spending decisions (Kumar et al., 2010; Pansari & 

Kumar, 2017; Kujur & Singh, 2020). Businesses should plan and create marketing 

strategies that can generate interaction, interest, conversation, and engagement from their 

customers. Engagement is progressively acquiring greater value and is currently worked 

by organizations as a concept that is built through content and the participation by 

customers in platforms like social media (Egaña, Pezoa-Fuentes & Roco, 2021). 

Engagement can take form as an action that might be passive, by consuming the 

multimedia content on the pages, or active, by interacting directly with 

reactions/comments/shares (Ashley & Tuten, 2015; Taylor & Kent, 2014; Schivinski, 

Christodoulides & Dabrowski, 2016). 
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2.2 Facebook Usage in Portugal 

 

Between the multiple social media available today, Facebook is the most popular and 

used one with 2,910 million users worldwide as of January 2022 (Statista, 2022; Global 

Social Media Stats, 2022). Facebook is a social network that allows its users to connect, 

share information, interact with pages, groups, and other users, (Kim et al., 2021; 

Blazquez et al., 2020) explore themselves and communicate using mobile devices and 

personal computers, with flexibility and speed. In Portugal, Obercom (2021), through 

their Digital News Report Portugal, suggests that Facebook is also the most popular and 

used social media, with 73.7% of the total Internet users in the country using Facebook. 

Irene Caño (Dn Insider, 2019), Country Manager at Facebook Iberia, indicated there were 

6.2 million users in Portugal by the year of 2019, 1 million more when compared to the 

year of 2015. 

 

 2.3 Wine: a Social Product Communicating on Social Media 

 

Wine is an essential part of the culture and history of any region, reflecting the identity 

and forming an essential part of its heritage. The term ‘wine culture’ takes various forms 

within a territory, all centred on wine, which is an inherent part of the culture of the place 

(Rodríguez-Fernández et al., 2017b). Looking at it in a modern way, wine may be 

considered a social product, since it is one of the top eight product categories involved in 

discussions over the internet. Thus, the internet is an ideal platform for wine promotion 

and sales of it. Before social media got worldwide attention, wine consumers sought 

information from specialized magazines, books and newsletters (Costopoulou, Ntaliani 

& Ntalianis, 2019). In recent years, more consumers are consulting social media networks 

connoisseurs, sommeliers, and other wine consumers commenting and interacting with 

those profiles/pages on social media to help them decide on a satisfactory wine purchase 

(Costopoulou, Ntaliani & Ntalianis, 2019). 

In the Wine Industry, online forums/comments about wine and Facebook profiles have 

positively impacted the positioning of tourist companies (Sánchez Jimenéz, 2020; 

Rodríguez et al., 2016; Rodríguez-Fernández et al., 2017b), since they can be a potentially 

valuable source of information for wine tourists (Dean & Forbes, 2016). The businesses 

have a lot to gain from the social media feedback provided by their customers 

(Costopoulou, Ntaliani & Ntalianis, 2019), with the example of Fiore et al. (2016), where 

the adoption of social media was very useful for the wineries in the region of Apulia 

(Italy) since they used shared consumer ideas and suggestions for product improvement 

(Pucci et al., 2019).  

These communication channels are crucial to open up new opportunities for wine 

businesses, which can be enhanced for wine branding strategies, like collecting data from 

social media profiles/pages as an innovative basis for market segmentation (Cuomo et al., 

2016), explore downloadable applications, such as mobile commerce (Pelet & Lecat, 

2014) and also utilize some software to collect more in-depth relevant data/information 
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on the market (Scorrano, Fait & Maizza, 2015). Sogari et al. (2017) study claims that 

social media use is influencing the wine consumers buying behavior online, encouraging 

them to pay higher prices per wine bottle. 

 

 2.4 Portugal’s Wine Sector Profile 

 

The wine culture is historically connected to Portugal as an agricultural activity of 

great relevance economically and socially. Due to its edaphoclimatic conditions, 

Portugal’s wine has unique characteristics and qualities, recognized all around the world. 

The international reputation of Portuguese wine is growing a lot, and with that, the 

exportation numbers have been exponentially growing in the last years. By 2019, the 

Portuguese wine exportation was worth 820 million euros (Viniportugal, 2022), in 2020 

the number reached a total of 846 million euros and by 2021 the growth continued, with 

an 8,11% growth in the value compared to 2020, being worth 925 million euros (IVV, 

2022). 

Located in the south of Portugal, Algarve is a region characterized by its proximity to 

the sea, its climatic conditions, and the natural vegetation. This was the first region in the 

country to adopt Mediterranean habits, with the inclusion of the cereals, wine, and olive 

oil trilogy. Wine consumption is deeply rooted in Algarve’s habits since it has been 

explored by merchant wine-consuming peoples like the Phoenicians, Greeks, 

Carthaginians, and Romans (Serra et al., 2021). The Algarve wine region was demarcated 

in 1980, and its entire area corresponds to the production area of “Algarve Regional 

Wine” and “Algarve” fortified wine (IGP) (Serra et al., 2021). The four regions with 

“Protected Designation of Origin” (DOP) are DOP Lagos, DOP Lagoa, DOP Portimão, 

and DOP Tavira, which are all located along the Atlantic/Mediterranean coast (CVA, 

2022).  

The Algarve wine sector history started off with the “Comissão Vitivinícola Regional 

Algarvia”, constituted by public deed in 1991, initiating its activity in 1994. The 

institutional organization of the winemaking sector was established with the publication 

of the Decreto-Lei nº 212/2004, also leading to a name change in the commission, 

becoming “CVA – Comissão Vitivinícola do Algarve” (Mendes & Colaço do Rosário, 

2018).  

In 2010, there were 16 wine producers registered at the Comissão Vitivinícola do 

Algarve, a number that exponentially grew during the last decade, with 34 registered in 

2018, and by the end of 2021, there were 50 wine producers registered in the region. The 

Algarve vineyard size represents 0.7% of Portugal’s vineyard, with 1400 ha (Instituto da 

Vinha e do Vinho, 2020), a number that has been decreasing in the last years, showing 

the focus in the region has been quality over quantity. Following the Instituto da Vinha e 

do Vinho statistics (2021), the wine production in Algarve reached the 1.4 million liters 

of wine in 2021, a 10% growth when compared to 2020. Table 1 shows the Algarve wine 

production from 2017 to 2021 and its share compared to the national production. 
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Table 1. The Algarve wine production and its share in national production 

Years Wine Production (hl) % (of national production) 

2017/2018 15 777 0.2 

2018/2019 17 042 0.3 

2019/2020 13 926 0.2 

2020/2021 13 043 0.2 

Source: Instituto da Vinha e do Vinho (2021) 

 

3. Methodology 

 

3.1. Methodology Design 

 

The objective of this study is to analyze the usage of social media channel Facebook 

of the Algarve wine producers’ pages, an evolutionary analysis between February 2019 

and January 2022, starting during a pre-Covid-19 period and during the actual Covid-19 

pandemic period. This study has a exploratory nature and follows a comparative approach 

to comprehend the usage of social media channel Facebook by Algarve wine producers. 

This study introduces a literature review related to the topics Engagement, Facebook, 

social media, Algarve wine producers and models of usage analysis on Facebook, 

searched on the scientific databases Scopus and Scholar Google, with the objective of 

finding articles, book chapters and conference articles relevant for this study. For this 

analysis, we used the model used in the Huertas, Setó-Pàmies & Míguez-González (2015) 

study where it used the following variables: Contents, Interactivity and Visibility. This 

model has been used in various studies like Pérez-García & Torres-Valdés (2019) in 

tourism promotion and Amaral & Santos (2020) for Portuguese universities. The variable 

“Profitability” is also used for this research, being retrieved from the model suggested by 

Ródriguez-Fernandez et al. (2017b) on their study. In each one of these four variables, we 

have various indicators as shown in table 2. For further information, check the Annex A, 

that contains all the authors citing each one of the variables and indicators used in this 

study. 

 

Table 2. Variables and indicators used for the pages analysis 

Contents Interactivity Visibility Profitability 

Content format Engagement Number of fans Ad-Value 

Frequency of 

publication 

Fan Reactions, 

Comments and Shares 
Posts per day 

Page Performance 

Index 

 Fan posts Reactions (Average)  

  Comments (Average)  

  Shares (Average)  

  Post Length  

  Hashtag usage  

  Publication Hours  

  
Preferred days of the 

week for publication 
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3.2. Universe and Sample 

 

For the research, we are going to analyze the usage of social media Facebook by the 

Algarve wine producers, which were identified on the platform Vinhos do Algarve 

(https://vinhosdoalgarve.pt), the official Wine Commission of the Algarve region. In this 

platform, 51 producers were identified, and 36 of those are currently active on Facebook, 

possessing a page there. All the pages analyzed can be seen in table 3. 

 

Table 3. Algarve wine producers’ Facebook pages 

Wine Producers Facebook page link 
Facebook 

creation date 

Adega do Cantor www.facebook.com/adegadocantor/ 22/10/2010 

Arvad Wine www.facebook.com/arvadwine/ 05/08/2020 

Dom Vicente www.facebook.com/domvicente.shop/ 07/12/2020 

Dona Niza www.facebook.com/donanizawines/ 15/04/2020 

Edd's Wine www.facebook.com/Edds-Wine-104656094952765/ 19/01/2021 

Falésia Wines www.facebook.com/vinofalesia/ 22/03/2019 

From Algarve www.facebook.com/fromalgarve/ 24/01/2013 

Herdade Barranco do Vale www.facebook.com/herdadebarrancodovale/ 30/05/2017 

Herdade do Morgado do 

Quintão 

www.facebook.com/morgadoquintao/ 29/04/2017 

Herdade dos Pimentéis www.facebook.com/Herdade-dos-Pimenteis-

1481177902133118/ 

21/08/2014 

Herdade dos Seromenhos www.facebook.com/Herdade-dos-Seromenhos-

194811827341581/ 

21/06/2013 

Monte da Casteleja www.facebook.com/Monte-da-Casteleja-

212578398791736/ 

06/08/2011 

Monte do Além www.facebook.com/montedoalem/ 12/11/2012 

Monte dos Salicos www.facebook.com/Monte-de-Salicos-MDS-Vinhos-

294665047792403/ 

19/08/2013 

Quinta da Horta Nova www.facebook.com/Horta-Nova-472051302809137/ 20/06/2012 

Quinta da Malaca www.facebook.com/vinho.malaca/ 14/05/2013 

Quinta da Penina www.facebook.com/Quinta-da-Penina-

109532860759492/ 

04/11/2021 

Quinta da Tôr www.facebook.com/quintadator/ 07/04/2015 

Quinta da Torre | 

Marchalégua 

www.facebook.com/Marchal%C3%A9gua-

489957517865309/ 

19/05/2016 

Quinta da Vinha - Cabrita 

Wines 

www.facebook.com/cabritaquintadavinha/ 02/12/2014 

Quinta do Barradas www.facebook.com/O-Barradas-433387793370085/ 01/09/2012 

Quinta do Barranco Longo www.facebook.com/Quinta-do-Barranco-Longo-

98780284756/ 

05/07/2009 

Quinta do Canhoto www.facebook.com/Quinta-do-Canhoto-

790397787689386 

21/10/2014 
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Wine Producers Facebook page link 
Facebook 

creation date 

Quinta do Convento do 

Paraíso 

www.facebook.com/conventodoparaiso/ 10/10/2014 

Quinta do Francês www.facebook.com/QuintaDoFrancesWinery/ 16/10/2012 

Quinta do Morgado da 

Torre/Villa Alvor 

www.facebook.com/morgadodatorre/ e 

https://www.facebook.com/villaalvorvinhos 

25/02/2019 

Quinta do Outeiro - Paxá 

Wines 

www.facebook.com/paxawines/ 07/05/2010 

Quinta do Patarinho www.facebook.com/casasantoslima/ 07/04/2010 

Quinta do Rogel www.facebook.com/QRsporthorses/ 11/07/2021 

Quinta dos Capinhas www.facebook.com/quintadoscapinhas/ 08/05/2017 

Quinta dos Santos www.facebook.com/QuintaDosSantos/ 17/01/2018 

Quinta dos Sentidos www.facebook.com/quintasentidos/ 23/09/2016 

Quinta dos Vales www.facebook.com/quintavales/ 09/09/2010 

Quinta João Clara www.facebook.com/joaoclaravinhos 
 

Sul Composto www.facebook.com/sulcomposto/ 21/06/2020 

Única – Adega Cooperativa 

do Algarve  

www.facebook.com/%C3%9Anica-Adega-

Cooperativa-do-Algarve-274058662638475/ 

11/11/2011 

 

3.3 Data Collection 

 

The data collected corresponds to the period of 3 years, between the 1st of February of 

2019 and 31st of January of 2022. The first year of data collection, from February of 2019 

to February 2020 corresponds to the Pre-Covid-19 period, and from March 2020 to 

January 2022, we consider it the Covid-19 pandemic period. The pandemic which started 

in 2020, had its first lockdown in March of that year and the secondinn January 2021. For 

the data collection, we used the online tool Fanpage Karma, used to retrieve social media 

analytics and for its monitoring. It provides useful insightsinton the performance of 

multiple social media channels like Facebook, the social media network analyzed for this 

research. Fanpage Karma has been used on various studies like Jayasingh & Venkatesh 

(2015), Gutiérrez Montoya, Sánchez Jiménez & Coronil (2018), Martínez-Fernández et 

al. (2015), Jiménez (2018) and De las Heras-Pedrosa et al. (2020). After collecting the 

data from Fanpage Karma, it was analyzed using Microsoft Excel, where several graphics 

and tabled were produced. 

 

4. Results and Discussion 

 

The results obtained from the data analysis of the Algarve Wine Producers Facebook 

pages are presented in this following section, where the results are exposed. 

Regarding the 36 Facebook pages of Algarve wine producers analyzed, it is possible 

to verify that the date of creation of the first page was in 2009 and the last in 2021, like 

seen on table 4.1. From 2009 to 2014 the number of pages grew progressively with 3/4 
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new pages per year until 2015, in which no new page was created. From 2019 to 2020, 6 

new pages were created, the biggest growth in the period analyzed, doubling the growth 

from the period before, from 2018 and 2019, a pre-Covid-19 period. The growth seen 

from 2019 to 2020 coincides with the start of the Covid-19 pandemic at the beginning of 

2020. The growth of existent Algarve wine producers’ pages is presented in Figure 4. 

 

Table 4. Algarve Wine Producers’ Facebook pages creation date throughout the years 

Year 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 

Count 1 2 4 3 4 4 0 3 1 3 3 6 2 

Total 1 3 7 10 14 18 18 21 22 25 28 34 36 

 

 

Figure 1. Algarve Wine Producers’ Facebook pages creation date throughout the years 

 

4.1 Content 

 

In today’s digital era, content is set as a priority for the marketing strategies defined 

by companies (Rodriguez-Vázquez et al. 2018). Analyzing the first indicator in table 4.2 

with the 15 pages that contain the most posts, we have Posts per day, where the Facebook 

page Herdade Barranco do Vale has the higher average number of all the 36 pages, with 

0.5 posts per day and a total of 522 posts, followed by diverse pages with 0.3 posts per 

day. The lowest average number belongs to Monte do Além, with only 1 post in this 

period. The page Quinta do Morgado da Torre shares the same average/total number of 

posts as the Monte do Além page, with their only post being uploaded on the 27th of 

March of 2019, announcing a brand change, launching their new Facebook page called 

Villa Alvor. After analyzing the Villa Alvor page, we can understand it has the 4th best 

number of posts per day. When it comes to the content format, picture posts are the 

favorite format, representing around 78% of all the Facebook pages posts, followed by 

link posts, with 12%. Except for the Horta Nova page, every other page’s most dominant 

format is the pictures, since this type of post is very popular between marketeers, as they 

usually don’t require much effort nor time for publication, since memory may easily 

complete the comprehension of a visual format like an image (Cárcamo & Marcos, 2014). 
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The collected and analyzed data about this variable and its indicators is available on table 

5. 

Table 5. The average percentage for each post type and posts per day 

Wine Producers % Video posts % Picture posts % Link posts Frequency of 

publication 

1 2 3 1 2 3 1 2 3 1 2 3 

Herdade Barranco 

do Vale 8,0 11,2 10,2 78,8 59,6 70,5 10,0 23,2 18,3 0,6 0,5 0,3 

Quinta dos Vales and 

The Winemaker 

Experience 5,7 9,8 6,5 57,2 62,8 50,8 20,4 21,8 34,5 0,4 0,4 0,2 

Paxá Wines 9,3 4,9 2,2 72,4 82,8 79,4 0,8 5,9 10,0 0,2 0,4 0,3 

Villa Alvor 1,7 10,6 11,8 87,3 87,4 88,2 1,9 2,0 0,0 0,3 0,3 0,2 

Casa Santos Lima 3,0 6,8 20,4 97,0 83,6 79,6 0,0 2,1 0,0 0,2 0,3 0,2 

Quinta Da Tôr 12,0 24,1 15,4 81,1 67,2 79,2 6,9 6,2 4,0 0,1 0,2 0,3 

Única - Adega 

Cooperativa do 

Algarve 9,7 6,1 6,6 66,4 54,0 71,3 20,6 14,7 12,6 0,1 0,1 0,2 

MALACA 4,9 9,5 8,0 55,6 68,7 70,7 12,5 20,1 21,2 0,1 0,2 0,2 

Marchalégua 4,6 11,2 8,3 73,7 67,0 30,6 20,4 5,1 36,1 0,2 0,2 0,0 

João Clara Vinhos 0,0 7,4 5,0 8,3 54,1 93,6 16,7 5,6 1,4 0,0 0,1 0,3 

Quinta Do Francês 

Winery 14,1 8,7 10,1 50,2 53,3 69,5 21,1 8,6 20,4 0,1 0,1 0,1 

Morgado do Quintão 0,0 0,0 3,8 58,3 41,7 92,9 0,0 0,0 3,3 0,1 0,0 0,3 

Quinta dos Capinhas 10,8 4,4 8,3 61,9 70,1 45,8 27,3 8,8 4,2 0,3 0,1 0,0 

Horta Nova 17,3 0,0 0,0 30,1 10,4 11,1 42,5 72,9 43,1 0,2 0,1 0,0 

Dom Vicente 0,0 4,4 8,9 0,0 7,4 82,8 0,0 4,8 0,0 0,0 0,1 0,2 

Average 6,7 7,9 8,4 58,6 57,9 67,9 13,4 13,5 13,8 0,2 0,2 0,2 

Note: 1 represents 02/2019 to 01/2020, 2 represents 02/2020 to 01/2021 and 3 represents 02/2021 to 

01/2022. 

 

In the case of this study, the picture format is very useful, since it can reproduce what 

the wine bottle looks like or other visual contents around the wine theme, like the 

vineyards of these producers or wine-producing processes. Find all the values for the 

Contents variable and its indicators for the 3 years of data analysis in Annex B. 

The video format post is most explored by the Quinta do Barranco Longo page, with 

23% of the uploaded contents being video posts and less explored by Quinta dos 

Sentidos/Sul Composto pages (and Monte do Além/Quinta do Morgado da Torre, but they 

only have 1 post each on their page between these periods), with 0 video posts in their 

total of 29 and 26 posts, respectively. The Horta Nova page is at the top of the ranking 

for Link posts, with more than half (53%) of their posts using this format, followed by 

Herdade dos Seromenhos, with around 27% of link posts. Figure 2 presents how the posts 

are distributed by its type, either picture posts, link posts or video posts. 
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Figure 2. The total of posts of the top 15 Facebook pages per post type, during the 3 periods 

 

4.2 Interactivity 

 

Regarding the Interactivity variable, we first analyzed the fans’ reaction, and we can 

notice that the Villa Alvor stands out among the other pages, with more than 58k total 

reactions, comments, shares, almost double of the following page, which is Casa Santos 

Lima. Comparing the posts per day with the fans’ reactions, it’s not really possible to 

detect a correlation between the variables: if the posts per day number is high, you can’t 

really say the fans’ reaction number will also be high, since some of the pages with higher 

posts per day numbers have a lower number of fan reactions. Another variable analyzed 

is the engagement, which following the FanPage Karma formula it is calculated by adding 

the number of all the fan reactions (as the form of likes, haha., love, wow, etc), comments 

and shares. For each post, the sum of interactions is divided by the number of followers 

at the time of the post. Then you add up the values of all posts. Finally, you divide this 

sum by the number of days in the period (Fanpage Karma Academy, 2022). We can verify 

the engagement values in the table 6, as well as the Total Reactions, Comments and Shares 

and Fan posts, a table that contains the 15 pages with the highest engagement values. 

 

Table 6. The indicators for the Interactivity variable  

Wine Producers Fan Reactions, Comments 

and Shares 

Engagement (%) Fan Posts 

1 2 3 1 2 3 1 2 3 

Villa Alvor 5 821 22 757 29 619 6,3 3,5 3,2 0 1 13 

Herdade Barranco do Vale 10 098 6 046 4 349 1,4 0,6 0,4 6 5 10 

Quinta Da Tôr 7 841 6 651 6 070 0,7 0,5 0,3 0 0 0 

Morgado do Quintão 823 341 3 286 0,5 0,1 0,5 3 10 16 

0 100 200 300 400 500 600
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Wine Producers Fan Reactions, Comments 

and Shares 

Engagement (%) Fan Posts 

1 2 3 1 2 3 1 2 3 

Adega do Cantor 13 584 9 599 2 889 0,6 0,4 0,1 8 18 12 

Casa Santos Lima 11 260 10 326 7 491 0,5 0,4 0,2 6 4 18 

João Clara Vinhos 384 3 092 4 417 0,1 0,4 0,5 1 5 6 

Marchalégua 793 3 337 167 0,2 0,6 0,0 2 2 2 

Quinta dos Sentidos 309 351 - 0,4 0,3 0,0 9 2 3 

Quinta Do Francês Winery 1 890 1 619 1 953 0,2 0,2 0,2 0 3 10 

Monte da Casteleja 1 517 911 530 0,3 0,1 0,1 0 0 0 

Horta Nova 586 65 10 0,4 0,0 0,0 0 7 3 

Única - Adega Cooperativa 

do Algarve 665 607 961 0,1 0,1 0,1 1 5 18 

Quinta do Barranco Longo 4 390 8 701 2 958 0,1 0,2 0,1 0 5 9 

O Barradas 65 144 19 0,1 0,2 0,0 0 0 0 

Average 4002 4970 4315 0,8 0,5 0,4 2 4 8 

Note: 1 represents 02/2019 to 01/2020, 2 represents 02/2020 to 01/2021 and 3 represents 02/2021 to 

01/2022. 

 

In this investigation, engagement will take form as the participation of Algarve wine 

consumers on Facebook, an action that can be passive, by consuming the multimedia 

contents on the pages, or active, by interacting directly with reactions/comments/shares 

(Ashley & Tuten, 2015; Taylor & Kent, 2014; Schivinski, Christodoulides & Dabrowski, 

2016). Related to the fans’ reaction variable, it’s logical the page Villa Alvor will have the 

highest engagement number since they have the highest number of fan reactions among 

the 36 pages analyzed. Their 4.3% engagement rate goes to show that success is 

dependent not only on the number of fans but also on quality content/interaction with the 

public (Rodríguez-Vázquez et al., 2018). There are different factors that can influence 

positively/negatively the engagement rate, like content format, hour/day of publication, 

or the post length (Pletikosa Cvijikj & Michahelles, 2013).  

Looking at the user posts type of variable, the Adega do Cantor page has the highest 

number, with 38 posts, 9 and 10 more posts than the Morgado do Quintão and Casa Santos 

Lima pages. 6 out of the 36 pages didn’t have any user posts during the analyzed period. 

Even though the Quinta do Morgado da Torre page announced their business marketing 

would happen on a new Facebook page (Villa Alvor) during the month of March of 2019, 

only 1 month after the start of our data analysis, it still had 1 user post.  

If we analyze the Total Reactions, Comments and Shares for the top 15 pages, it shows 

that the Covid-19 pandemic had a good effect on it, since this number peaked during the 

2nd period analyzed, from February 2020 to January 2021, and kept higher values in the 

3rd period compared to the 1st one, referent to February 2019 and January 2020. The 

engagement values show a decrease during the analyzed periods, specially during the 2nd 

period, that corresponds to the period between February 2020 and January 2021. The last 

indicator of this Interactivity variable is the Fan Posts, that had a increase on its values 
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during the analyzed period, with the triple average fan posts by the end of the 3rd period, 

when compared to the 1st period, beginning in February 2019 and ending in January 2020. 

The total values for the Interactivity variable and its indicators for the 3 years of data 

analysis are available in Annex C. 

 

4.3 Visibility 

 

The Visibility variable is useful to evaluate which are the most relevant indicators to 

achieve a higher presence on social media (Rodriguez-Vázquez et al., 2018). The number 

of fans on Facebook is one of the most important variables since it directly allows us to 

understand the page's visibility beyond its offline community (Amaral & Santos, 2020). 

The Quinta dos Vales and The Winemaker Experience page stands out with the highest 

number of fans of all the pages, more than double the Quinta do Barranco Longo page, 

the second page with the highest number of fans. Only 2 of the 36 pages have more than 

10 thousand fans and 13 of them have less than 1000, the other 21 pages have between 

8862 and 1238 fans. The posts per day indicator has been also referenced in the contents 

variable, but in this case, it directly affects the visibility of a page, considering the higher 

the average number of posts per day is, the chances of it reaching a wider audience is 

bigger (Rodríguez-Fernández et al., 2017a).   

 

Table 7. The indicators for the variable Visibility for the 15 pages with the most number of fans 

Wine Producers Number of 

fans 

Posts per 

day 

Reactions Shares Commen

ts 

# Post 

Length 

1 2 3 1 2 3 1 2 3 1 2 3 1 2 3  1 2 3 

Quinta dos Vales and 

The Winemaker 

Experience 

25 

61

2 

26 

59

9 

27 

22

1 

0,

4

3 

0,

4

0 

0,

2

0 

24

,5 

35

,5 

20

,2 

5,

5 

7,

2 

2,

4 

0,

9 

1,

4 

0,

7 

Y

e

s 

2

2

5 

2

3

9 

27

3 

Quinta do Barranco 

Longo 

11 

96

1 

12 

40

4 

12 

49

5 

0,

1

1 

0,

1

3 

0,

1

1 

16

5,

8 

13

3,

3 

10

8,

9 

9,

2 

1

2,

3 

5,

0 

4,

5 

3,

2 

7,

6 

Y

e

s 

1

5

3 

1

2

6 91 

Casa Santos Lima 

7 

03

1 

8 

14

0 

8 

86

2 

0,

2

2 

0,

2

6 

0,

2

1 

13

5,

6 

93

,9 

84

,4 

1

1,

1 

9,

5 

1

4,

3 

4,

9 

4,

1 

3,

6 

Y

e

s 

3

7

8 

3

2

8 

28

0 

Adega do Cantor 

6 

51

2 

6 

96

6 

7 

16

3 

0,

0

3 

0,

1

1 

0,

1

6 

21

0,

3 

17

3,

1 

10

7,

5 

1

7,

1 

2

0,

6 

1

8,

0 

1

6,

3 

2

2,

0 

2

3,

3 

Y

e

s 

2

2

4 

5

3

4 

26

9 

Paxá Wines 

5 

80

8 

6 

13

7 

6 

30

3 

0,

3

3 

0,

4

0 

0,

2

1 

16

,4 

21

,6 

13

,9 

1,

8 

3,

0 

1,

1 

1,

5 

1,

9 

0,

4 

Y

e

s 

9

2 

2

5

2 

25

1 

Quinta Da Tôr 

3 

33

7 

4 

61

4 

6 

04

5 

0,

3

1 

0,

2

3 

0,

1

4 

12

9,

7 

78

,7 

51

,0 

1

4,

6 

8,

9 

6,

5 

5,

8 

5,

4 

2,

5 

Y

e

s 

1

9

5 

2

6

8 

34

1 

MALACA 

4 

60

8 

4 

73

8 

5 

08

9 

0,

2

2 

0,

1

9 

0,

0

7 

17

,3 

19

,5 

18

,7 

2,

4 

5,

3 

7,

0 

0,

8 

1,

2 

1,

7 

Y

e

s 

7

4 

7

9 83 
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Wine Producers Number of 

fans 

Posts per 

day 

Reactions Shares Commen

ts 

# Post 

Length 

1 2 3 1 2 3 1 2 3 1 2 3 1 2 3  1 2 3 

Villa Alvor 

1 

30

0 

2 

04

3 

3 

51

6 

0,

2

3 

0,

2

9 

0,

2

7 

45

,2 

21

1,

9 

30

9,

1 

5,

4 

1

1,

5 

1

2,

4 

0,

6 

3,

9 

4,

8 

Y

e

s 

3

8

6 

5

6

2 

30

4 

Herdade Barranco do 

Vale 

2 

44

9 

3 

09

8 

3 

42

0 

0,

3

4 

0,

4

9 

0,

6

0 

38

,2 

27

,1 

27

,9 

5,

3 

5,

0 

4,

5 

1,

7 

1,

6 

1,

7 

Y

e

s 

1

1

4 

1

1

2 

19

1 

João Clara Vinhos 

1 

91

4 

2 

49

9 

2 

85

5 

0,

2

9 

0,

1

3 

0,

0

1 

15

,0 

53

,2 

35

,9 

2,

0 

1

3,

9 

4,

6 

1,

5 

2,

5 

1,

6 

Y

e

s 

7

6 

2

0

1 

17

6 

Quinta Do Francês 

Winery 

2 

36

8 

2 

63

3 

2 

85

1 

0,

1

3 

0,

1

3 

0,

1

2 

37

,2 

29

,1 

34

,2 

4,

4 

3,

9 

4,

5 

2,

0 

1,

7 

1,

1 

Y

e

s 

5

9 

5

1 88 

Cabrita Wines - Quinta 

da Vinha 

1 

89

7 

2 

18

6 

2 

57

1 

0,

0

7 

0,

1

7 

0,

1

0 

10

,9 

13

,0 

10

,0 

0,

8 

2,

1 

0,

3 

0,

2 

0,

3 

0,

1 

Y

e

s 

4

8 

8

3 35 

Morgado do Quintão 

65

6 

1 

32

4 

2 

33

2 

0,

2

8 

0,

0

3 

0,

0

6 

17

,8 

11

,7 

28

,1 

1,

9 

2,

0 

2,

0 

0,

6 

0,

8 

1,

7 

Y

e

s 

6

1

8 

8

8

2 

1 

09

2 

Monte da Casteleja 

1 

56

0 

1 

96

2 

2 

12

5 

0,

0

6 

0,

0

7 

0,

1

4 

22

,8 

28

,6 

16

,4 

1,

3 

2,

4 

0,

5 

1,

0 

2,

0 

0,

8 

Y

e

s 

1

7

9 

2

5

6 46 

Herdade dos Pimenteis 

1 

97

1 

2 

06

3 

2 

11

8 

0,

0

7 

0,

1

6 

0,

1

0 

18

,6 

8,

7 

4,

4 

1,

2 

0,

6 

0,

3 

0,

3 

0,

3 

0,

2 

N

o 2 2 6 

Note: The symbol # stands for Hashtag usage; 1 represents 02/2019 to 01/2020, 2 represents 02/2020 to 

01/2021 and 3 represents 02/2021 to 01/2022. 

 

The table 7 presents all the indicators involved in the variable visibility, filtered by the 

15 pages with the greatest number of fans. 

The highlights for the biggest growth in the number of fans are the Villa Alvor, Quinta 

da Tôr and Casa Santos Lima pages, with very interesting growths during the Covid-19 

pandemic, reflecting how they positively explored these medium channels for their digital 

marketing and communication strategies. Other important indicators analyzed were the 

average number of reactions, comments, and shares per post since they are directly 

connected to the number of fans and posts per day indicators of each Facebook page 

(Rodríguez-Vázquez et al., 2017). The average number of reactions is the highest on the 

Villa Alvor page and the 2nd highest is the Adega do Cantor page. If the average number 

of reactions is compared to the number of fans of each page, the Quinta dos Vales and 

The Winemaker Experience page only has the 10th highest number of average reactions, 

and the Paxá Wines page (5th highest number of fans) is the 14th highest. The Quinta dos 

Santos has a very high number of average reactions compared to the number of fans, 

positioning their page only as the 14th most followed page but the 6th highest in the 

average number of reactions. Analyzing the average number of shares, we understand the 
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Adega do Cantor page stands out with the maximal number, with Casa dos Santos Lima, 

Quinta da Tôr and Villa Alvor pages with lower numbers, but very close to each other.  

Then again, we can verify that the pages with the bigger numbers of fans do not really 

correspond to the ones with the highest numbers of average shares: the João Clara Vinhos 

page has the 10th biggest fan numbers and surpasses the Quinta dos Vales and The 

Winemaker Experience page (most fans) in the average number of shares, as well as 6 

other pages. The Monte Dos Salicos – MDS page only has 79 fans (2nd lowest number) 

but their average number of shares is the 14th highest.  

Even though this is a relevant indicator, we need to consider it somewhat subjective, 

since some of the shares are normally made by the page owner’s personal profile, as well 

as close friends/family, trying to promote businesses. Once again, the average number of 

comments ranking reflects that the number of fans is not totally correlated to it, since the 

highest average number of comments belongs to the Adega do Cantor page, the 4th biggest 

page in fans, followed by the Quinta dos Santos Facebook page. These numbers reflect 

that the pages with the best numbers are producing quality content that promotes actions 

by fans, like posing questions on them: this is a good practice since it can pull answers 

that allow companies to better understand and know customers, and also, generate 

interactivity on their contents (Rodriguez-Fernandez et al., 2017b). 

Throughout the years, the average length has increased, reaching a peak in 2021, with 

an average number of 280 characters per post. The Morgado do Quintão page stands out 

with an average of over 1000 characters per post, showing an exponential growth increase 

on the number.  The average of the 36 pages is around 236 characters per post. According 

to a BuzzSumo analysis (2021), the ideal Facebook post length is around 50 characters 

(or less), which proved to have better results in terms of public engagement/interaction. 

Observing the average number of post lengths, it’s noticeable a few pages prefer to post 

longer content, while some average similar numbers.  

The table 8 shows what are the preferred weekdays for posting content.  

 

Table 8. The preferred weekdays indicator for posting content from the Visibility variable 

Weekdays 

Number of Posts 

Average 

1 2 3 

Monday 213 210 204 209 

Tuesday 220 295 193 236 

Wednesday 199 255 228 227 

Thursday 264 298 221 261 

Friday 308 274 299 294 

Saturday 155 177 155 162 
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Weekdays 

Number of Posts 

Average 

1 2 3 

Sunday 124 150 141 138 

Note: 1 represents 02/2019 to 01/2020, 2 represents 02/2020 to 01/2021 and 3 represents 02/2021 to 

01/2022. 

 

Analyzing the preferred days of the week for posting, Fridays show the biggest number 

of posts out of all the weekdays, followed by Thursdays and Tuesdays. The weekend days 

(Saturday and Sunday), show the least quantity of posts out of the other days, respectively. 

In the figure 3, we can observe the number of posts per hour of the day. The table 9 

shows the preferred hours of the day for posting, by period, starting in February 2019 and 

ending by January 2022. In the preferred hours for publication, some are the most 

dominant out of the 24 in a day: posts at 17:00 are the most dominant, followed by 18:00 

and 11:00. 
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 Table 9. Preferred hours of the day for 

posting, by period 

 
Figure 3. The number of posts per hour of the day 

Day hour 
Periods  

1 2 3 Total 

0 8 4 4 16 

1 5 4 1 10 

2 1 3  4 

3  1 1 2 

4  1 1 2 

5 5 1 4 10 

6 13 21 6 40 

7 43 28 12 83 

8 61 48 36 145 

9 66 81 70 217 

10 124 123 111 358 

11 135 170 113 418 

12 101 105 105 311 

13 72 106 94 272 

14 99 86 92 277 

15 80 98 112 290 

16 85 197 125 407 

17 136 156 172 464 

18 145 157 122 424 

19 80 82 91 253 

20 73 74 70 217 

21 77 58 55 190 

22 45 35 27 107 

23 29 20 17 66 

Total 1 483 1 659 1 441 4 583 

Note: 1 represents 02/2019 to 01/2020, 2 

represents 02/2020 to 01/2021 and 3 

represents 02/2021 to 01/2022. 

 

Another analyzed indicator was the usage or not of hashtags, a practice that attracts 

consumers’ attention and generates higher interactivity with the content (Cheng et al., 

2020; Salomon, 2013). After analyzing each post from the time periods established, 29 

used hashtags at least once on their contents, while 7 never did. 

 

https://revistas.rcaap.pt/index.php/thij/index
mailto:thijournal@isce.pt


 

 
 https://revistas.rcaap.pt/index.php/thij/index   

 

THIJ – Tourism and Hospitality International Journal            vol. 22 nº 1            ISSN: 2183-0800 

Revista científica semestral gratuita de distribuição digital / Free bianual scientific journal of digital distribution 

E-mail: thijournal@isce.pt 

45 

 

Figure 4. The most frequently used hashtags on the time period of 3 years, retrieved on the Fanpage 

Karma tool. 

 

For further information on all the results of the indicators that belong to the Visibility 

variable, check Annex D. 

 

4.4 Profitability 

 

The Profitability (in social media) has been a little bit surrounded by some controversy, 

dragging the attention of some researchers interested in the study of this in social media. 

A new internet environment emerged following the birth and globalization of social 

media, influencing the economic activities of some businesses, with new dynamics based 

on the interactions, conversations, and relations established on social media (Cavalcanti 

& Sobejano, 2011). 

The value of this dynamics is hard to calculate, something even clearer if we wonder, 

for example, how the ROI of an interaction/conversation can be calculated, how much a 

customer’s recommendation is worth, or what the implications of talking directly with 

the market (Rodríguez-Fernandéz et al., 2017b). In table 10, the results for the indicators 

of the profitability variable are presented. 

 

 

 

https://revistas.rcaap.pt/index.php/thij/index
mailto:thijournal@isce.pt


 

 
 https://revistas.rcaap.pt/index.php/thij/index   

 

THIJ – Tourism and Hospitality International Journal            vol. 22 nº 1            ISSN: 2183-0800 

Revista científica semestral gratuita de distribuição digital / Free bianual scientific journal of digital distribution 

E-mail: thijournal@isce.pt 

46 

Table 10. The indicators for the Profitability variable 

Wine Producers Ad-Value (Euro) Page Performance Index 

Villa Alvor 437,6 53% 

Casa Santos Lima 372,2 13% 

Adega do Cantor 313,2 9% 

Herdade Barranco do Vale 297,5 25% 

Quinta Da Tôr 273,5 23% 

Quinta dos Vales and The Winemaker Experience 161,2 2% 

Quinta do Barranco Longo 155,6 3% 

Quinta Dos Santos 128,9 - 

João Clara Vinhos 114,4 12% 

Paxá Wines 89,0 4% 

Quinta Do Francês Winery 74,3 9% 

Marchalégua 70,6 15% 

MALACA 63,6 3% 

Morgado do Quintão 51,4 25% 

Quinta do Canhoto 36,5 - 

 

In this investigation, we measured the advertising value of the Facebook page (ad-

value) and the page performance index. Analyzing the Ad-Value, the Villa Alvor page has 

the biggest value of all the pages, setting a correlation between this indicator and the 

engagement rate one, since the ad value is proportionally dependent on the engagement. 

Some of the pages with bigger Ad-Value numbers are also up there when it comes to the 

engagement rate, like Herdade do Barranco do Vale, Adega do Cantor, and Casa Santos 

Lima, among others. 

Observing the Page Performance Index indicator, 11 of the 36 pages do not have a 

value assigned, since our data analysis tool, Fanpage Karma, could not retrieve it due to 

restrictions from the tool. The highlight on this one goes to the Villa Alvor page with 53, 

more than doubling the following Facebook pages, like Morgado do Quintão, Herdade 

do Barranco do Vale and Quinta da Tôr. Comparing these values to the Ad-value indicator, 

it shows us that even some pages with smaller Ad-value can still reproduce interesting 

results for the Page Performance Index, but the opposite also happens, with pages like 

Casa Santos Lima and Adega do Cantor having low numbers for Page Performance Index 
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despite being the 2nd and 3rd highest pages for Ad-Value. While analyzing these variables, 

the global results are not very consistent or similar, with contrasting results for quite a 

few pages of this analysis.  In Annex E, the full results for all the indicators of this variable 

are presented. 

 

5. Conclusion 

 

The technological developments in the last decades have been crucial and very 

impactful for organizations/entities, reshaping their communication strategies and 

ultimately their relations with consumers. In this context, social media networks have 

become one of the most important communication channels worldwide, and in the case 

of Portugal, Facebook has shown to be the most popular, like mentioned above. 

Throughout this work, the usefulness and value of social media networks have been 

recognized.  

In that context, the data of the wine producers’ Facebook pages retrieved by the 

Fanpage Karma tool was analyzed and produced the results briefly described in the 

following. The analysis of the Content variable which the pages provide through the 

different post types and post frequency showed that pictures posts are the dominant type 

on all the pages except the Horta Nova page, where the Link posts are the predominant 

type. The highest average number of posts per day belongs to the Herdade Barranco do 

Vale page with a 0.5 posts per day followed by some pages with a 0.3 average number, 

from what we conclude most of the pages don’t have a high post frequency per day. Some 

of these pages were more active during the beginning of the Covid-19 pandemic outbreak, 

but not all of them kept that publication frequency, showing signs of decrease during the 

2nd period defined in some of the analysis (from 02/2020 to 01/2021).  

Regarding the Interactivity variable, we can conclude the Villa Alvor page stands out 

as the page with the most reactions, comments and shares, with more than double the total 

from the second page, Casa Santos Lima. Following this variable, it’s logical the Villa 

Alvor page would also stand out as the page with the highest engagement, since the 

Fanpage Karma tool calculates it by adding the number of all interactions for each post 

as well as comments and shares. For each post, the sum of interactions is divided by the 

number of followers at the time of the post - then you add up the values of all posts and 

divide this sum by the number of days in the period. The total number of reactions, 

comments, and shares had a decent increase after the Covid-19 pandemic began, showing 

that consumers were more active on digital platforms, leading them to react and interact 

more with these Facebook pages. The engagement rate tendency for these pages was to 

actually decrease, with a few pages showing interesting curves of increase while others 

had big drops in their engagement rate, but overall the value decreased. Observing the 

Fan posts, Adega do Cantor sits at the top of the ranking with 38 posts, as we can conclude 

the number of fan posts are not considered high, with a total of 391 posts for 36 wine 

producers’ pages, from 2019 to 2022, which is not a very high value.  

https://revistas.rcaap.pt/index.php/thij/index
mailto:thijournal@isce.pt


 

 
 https://revistas.rcaap.pt/index.php/thij/index   

 

THIJ – Tourism and Hospitality International Journal            vol. 22 nº 1            ISSN: 2183-0800 

Revista científica semestral gratuita de distribuição digital / Free bianual scientific journal of digital distribution 

E-mail: thijournal@isce.pt 

48 

With regard to Visibility, we can conclude that the Quinta dos Vales and The 

Winemaker Experience page is the highlight for the number of fans, with a very high 

number of fans, but a low number of reactions per post, indicating their content is not 

good enough for public interaction. In the indicator average number of comments and 

shares, smaller pages in terms of numbers of fans have bigger numbers for these 

indicators, like the João Clara Vinhos page, which surpasses the Quinta dos Vales and 

The Winemaker Experience page, with a higher average number of shares than it. The 

Adega do Cantor page stands out as the page with the biggest average number of 

comments, once again proving the correlation between the number of fans and these 

variables is very fragile and can’t really be proven.  

Observing the Profitability variable, the ad-value and page performance index type of 

variable are dominated by the Villa Alvor page, standing out with bigger numbers 

specially in the second indicator, that has some pages with very similar values. 

Overall, this study contributes to the literature regarding the wine industry and social 

media marketing, presenting new and updated findings that compare the pre-Covid-19 

analytics to the data retrieved during the pandemic we currently live in. Even though we 

can conclude there was a slight increase in some of the indicators analyzed, like the 

frequency of publication, number of fans, and fans reactions, there are still various pages 

with a performance below average if we consider all the potential Facebook has for 

marketing strategies in the wine sector. Due to all the adjustments and changes in 

communication and marketing strategies the Covid-19 pandemic provoked, a much 

bigger and more evident usage of social media Facebook was expected from a good part 

of the Algarve wine producers’ pages. Despite this, some pages explored all the potential 

of Facebook and social media as a whole and reached very interesting results for the 

pandemic era we analyzed. Such findings will allow the players from this sector to better 

comprehend and understand consumer behavior and make them strategize different 

marketing plans, achieving higher results in those campaigns. 
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Annexes 

 

Annex A – List of all the variables and indicators analyzed in this research 
 

Variables Indicators Description Authors citing this 

Contents 

Content 

Format 

Number of posts per different content 

format (picture, video, link, status, 

album) 

Huertas, Setó-Pàmies & Míguez-

González (2015) 

Amaral & Santos (2020) 

Pérez-García, A., & Torres-Valdés (2019) 

Rojas e Castellanos (2021) 

Rodriguez-Fernandez et al. (2017b) 

Rodriguez-Vázquez et al. (2016) 

Frequency of 

publication 

Average number of posts per day 

published in the selected period. 

Huertas, Setó-Pàmies & Míguez-

González (2015) 

Amaral & Santos (2020) 

Pérez-García, A., & Torres-Valdés (2019) 

Rojas e Castellanos (2021) 

Cordero Quintana (2021) 

Sánchez Jiménez (2020) 

Escusol, Sans & Díaz (2021) 

Rodriguez-Fernandez et al. (2017a) 

Rodriguez-Vázquez et al. (2016) 

Interactivity 

Engagement 

 

Engagement is the average number of 

interactions on a profile's posts per 

follower per day. Engagement shows 

how successfully a profile 

encourages users to interact. By 

dividing by the number of followers, 

the Engagement becomes 

independent of the size of the profile. 

This makes profiles comparable. 

Huertas, Setó-Pàmies & Míguez-

González (2015) 

Pérez-García, A., & Torres-Valdés (2019) 

Rojas e Castellanos (2021) 

Quintana (2021) 

Sánchez Jiménez (2020) 

Martínez-Sánchez, Nicolas-Sans & 

Bustos Díaz (2021) 

Rodríguez-Vázquez et al. (2018) 

Rodriguez-Fernandez et al. (2017b) 

Fan 

Reactions, 

Comments 

and Shares 

Number of reactions (like, love, 

haha, thankful, wow, sad, angry), 

comments and shares on posts 

published in the selected period. 

Amaral & Santos (2020) 

Rojas e Castellanos (2021) 

Pérez-García, A., & Torres-Valdés (2019) 

Cordero Quintana (2021) 

Rodríguez-Vázquez et al. (2018) 

Rodriguez-Fernandez et al. (2017b) 

Fan Posts 
Number of user posts published in 

the selected period. 
Rodríguez-Vázquez et al. (2017) 

Visibility 

Number of 

fans 

Number of users on the last day of the 

selected period who like the Page are 

called fans. For the "New Pages 

Experience" this corresponds to the 

follower count. 

Huertas, Setó-Pàmies & Míguez-

González (2015) 

Pérez-García, A., & Torres-Valdés (2019) 

Rojas e Castellanos (2021) 

Cordero Quintana (2021) 

Sánchez Jiménez (2020) 

Rodríguez-Vázquez et al. (2018) 

Escusol, Sans & Díaz (2021) 

Rodriguez-Fernandez et al. (2017a) 

Rodriguez-Fernandez et al. (2017b) 

Posts per day 
Average number of posts per day 

published in the selected period. 

Amaral & Santos (2020) 

Pérez-García, A., & Torres-Valdés (2019) 

Cordero Quintana (2021) 
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Variables Indicators Description Authors citing this 

Martínez-Sánchez, Nicolas-Sans & 

Bustos Díaz (2021) 

Rodríguez-Vázquez et al. (2018) 

Reactions 

(Average) 

Average number of "like" reactions 

on posts published in the selected 

period. 

Pérez-García, A., & Torres-Valdés (2019) 

Rojas e Castellanos (2021) 

Cordero Quintana (2021) 

Pastor Marín (2022) 

Rodríguez-Vázquez et al. (2018) 

Rodriguez-Fernandez et al. (2017a) 

Rodriguez-Fernandez et al. (2017b) 

Shares 

(Average) 

Average number of shares of posts 

published in the selected period. 

Pérez-García, A., & Torres-Valdés (2019) 

Rojas e Castellanos (2021) 

Pastor Marín (2022) 

Rodríguez-Vázquez et al. (2018) 

Rodriguez-Fernandez et al. (2017a) 

Rodriguez-Fernandez et al. (2017b) 

Comments 

(Average) 

Average number of comments on 

posts published in the selected 

period. 

Pérez-García, A., & Torres-Valdés (2019) 

Rojas e Castellanos (2021) 

Martínez-Sánchez, Nicolas-Sans & 

Bustos Díaz (2021) 

Pastor Marín (2022) 

Rodríguez-Vázquez et al. (2018) 

Cordero Quintana (2021) 

Post Length 
The average number of characters per 

Facebook post. 

Rodríguez-Fernández et al. (2017) 

Pérez-García, A., & Torres-Valdés (2019) 

Rodríguez-Vázquez et al. (2018) 

Rodriguez-Fernandez et al. (2017a) 

Hashtag 

usage 
The existence (or not) of hashtags. 

Pérez-García, A., & Torres-Valdés (2019) 

Escusol, Sans & Díaz (2021) 

Sidharth, Ghosh & Ghosh (2016) 

Publication 

hours 
Number of posts per hour of the day. 

Rodríguez-Vázquez et al. (2018) 

Pérez-García, A., & Torres-Valdés (2019) 

Rodriguez-Fernandez et al. (2017a) 

Preferred 

weekdays for 

posting 

 

Number of posts per weekday. 

Pérez-García, A., & Torres-Valdés (2019) 

Rodriguez-Fernandez et al. (2017a) 

 

Profitability Ad-Value 

It indicates how much money one 

would have to spend on classic online 

advertising to reach as many people 

as with Facebook posts. An average 

CPM of €12.00 is applied and this is 

multiplied by the estimated reach. 

 

Note: For your own page you can set 

the CPM for different types of posts 

yourself. 

 

The advertising value is therefore not 

proportionally dependent on the 

number of fans but on the 

engagement. 

Rodríguez-Fernández et Al., (2016) 
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Variables Indicators Description Authors citing this 

Page 

Performance 

Index 

Root product between the 

comparison values of the 

engagement value and the average 

weekly growth of a Page.  

 

We first determine a value between 0 

and 100 percent for both engagement 

and growth, which serves as a 

benchmark against the values of all 

other Pages in our index.  

 

A value is set to 100% if the Page is 

among the top 10% for the respective 

value - i.e. this Page has a better value 

than at least 90% of all Pages listed 

in our database.  

 

Then, engagement and growth (in 

each case the comparison values) are 

multiplied and the root is taken from 

this value. 

 

Rodríguez-Fernández et Al., (2016) 
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Annex B – Algarve wine producers pages referring to the Contents variable and its 

indicators 

 

Wine Producers 
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 d
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s 

V
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-p

o
st
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Adega do Cantor 0,1  78 9 3 22 112 0,0 69,6 8,0 2,7 20 

ARVAD WINE 0,1  54 5 2 1 62 0,0 87,1 8,1 3,2 2 

Cabrita Wines - Quinta 

da Vinha 0,1  102 3 4 15 124 0,0 82,3 2,4 3,2 12 

Casa Santos Lima 0,2 2 221 1 3 22 249 0,8 88,8 0,4 1,2 9 

Convento Do Paraíso 0,1  67   1 68 0,0 98,5 0,0 0,0 1 

Dom Vicente 0,1  99 18  13 130 0,0 76,2 13,8 0,0 10 

Dona Niza Wines 0,1  59 4  3 66 0,0 89,4 6,1 0,0 5 

Falesia Wine 0,0  28 3 1 2 34 0,0 82,4 8,8 2,9 6 

From Algarve 0,0  1 1  1 3 0,0 33,3 33,3 0,0 33 

Herdade Barranco do 

Vale 0,5 3 377 87 7 48 522 0,6 72,2 16,7 1,3 9 

Herdade dos Pimenteis 0,1  96 2 1 21 120 0,0 80,0 1,7 0,8 18 

Herdade dos 

Seromenhos 0,1  34 20  1 55 0,0 61,8 36,4 0,0 2 

Horta Nova 0,1  29 80 6 15 130 0,0 22,3 61,5 4,6 12 

João Clara Vinhos 0,1 4 136 6 2 10 158 2,5 86,1 3,8 1,3 6 

MALACA 0,2 1 124 27 2 17 171 0,6 72,5 15,8 1,2 10 

Marchalégua 0,2  120 35 2 12 169 0,0 71,0 20,7 1,2 7 

Monte da Casteleja 0,1  71 19 1 6 97 0,0 73,2 19,6 1,0 6 

Monte de Salicos - MDS 

Vinhos 0,1  46 13 1 6 66 0,0 69,7 19,7 1,5 9 

Monte do Além 0,0   1   1 0,0 0,0 100,0 0,0 0 

Morgado do Quintão 0,1 9 118 4  5 136 6,6 86,8 2,9 0,0 4 

O Barradas 0,0  14 2 4 4 24 0,0 58,3 8,3 16,7 17 

Paxá Wines 0,3 6 283 30 4 18 341 1,8 83,0 8,8 1,2 5 

Quinta Da Tôr 0,2 2 188 9 6 42 247 0,8 76,1 3,6 2,4 17 

Quinta do Barranco 

Longo 0,1 1 83 10  31 125 0,8 66,4 8,0 0,0 25 

Quinta do Canhoto 0,1  46 2  11 59 0,0 78,0 3,4 0,0 19 

Quinta Do Francês 

Winery 0,1  80 21 20 17 138 0,0 58,0 15,2 14,5 12 

Quinta do Morgado da 

Torre 0,0   1   1 0,0 0,0 100,0 0,0 0 

Quinta do Rogel 0,0  7 2  4 13 0,0 53,8 15,4 0,0 31 

Quinta dos Capinhas 0,1  91 29  13 133 0,0 68,4 21,8 0,0 10 

Quinta Dos Santos 0,1  102 5 6 10 123 0,0 82,9 4,1 4,9 8 

Quinta dos Sentidos 0,0  26 3 1  30 0,0 86,7 10,0 3,3 0 
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Wine Producers 

P
o

st
s 

p
er

 d
a

y
 

A
lb

u
m

 

P
ic

tu
re

 

L
in

k
 

S
ta

tu
s 

V
id

eo
 

T
o

ta
l 

A
lb

u
m

-p
o

st
s 

P
ic

tu
re

-p
o

st
s 

L
in

k
-p

o
st

s 

S
ta

tu
s-

p
o

st
s 

V
id

eo
-p

o
st

s 

Quinta dos Vales and 

The Winemaker 

Experience 0,3 2 286 59 2 25 374 0,5 76,5 15,8 0,5 7 

quintadapenina 0,0  7 5  2 14 0,0 50,0 35,7 0,0 14 

Sul Composto 0,0  23 3   26 0,0 88,5 11,5 0,0 0 

Única - Adega 

Cooperativa do Algarve 0,2 3 125 30 6 12 176 1,7 71,0 17,0 3,4 7 

Villa Alvor 0,3  261 4 1 20 286 0,0 91,3 1,4 0,3 7 

Total Geral 0,1 33 3 482 553 85 430 4 583 0,7 76,0 12,1 1,9 9,4 
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Annex C – Algarve wine producers pages referring to the Interactivity variable and 

its indicators 

 

Wine Producers 
Total Reactions, Comments and 

Shares 
Engagement 

Fan 

Posts 

Villa Alvor 58197 4,338 14 

Herdade Barranco do Vale 20493 0,773 21 

Quinta Da Tôr 20562 0,506 0 

Morgado do Quintão 4450 0,366 29 

Adega do Cantor 26072 0,363 38 

Casa Santos Lima 29077 0,355 28 

João Clara Vinhos 7893 0,296 12 

Marchalégua 4297 0,264 6 

Quinta dos Sentidos 660 0,210 14 

Quinta Do Francês Winery 5462 0,202 13 

Monte da Casteleja 2958 0,165 0 

Horta Nova 661 0,147 10 

Única - Adega Cooperativa do Algarve 2233 0,139 24 

Quinta do Barranco Longo 16049 0,121 14 

O Barradas 228 0,110 0 

Cabrita Wines - Quinta da Vinha 2273 0,100 8 

Paxá Wines 6479 0,098 22 

MALACA 3616 0,070 4 

Herdade dos Pimenteis 1382 0,063 15 

Herdade dos Seromenhos 876 0,057 9 

Convento Do Paraíso 774 0,051 20 

Quinta dos Vales and The Winemaker 

Experience 
10830 0,038 18 

Dom Vicente 2041 0,019 1 

Dona Niza Wines 2338 0,009 9 

From Algarve 104 0,007 3 

Quinta do Canhoto 2393 0,007 10 

Quinta do Morgado da Torre 53 0,006 1 

ARVAD WINE 1188 0,004 8 

Monte do Além 8 0,002 0 

Quinta do Rogel 126 0,001 0 

Sul Composto 1284 0,000 8 

quintadapenina 61 0,000 1 

Falesia Wine Club 220 0,000 0 

Quinta Dos Santos 9796 0,000 11 

Quinta dos Capinhas 2112 0,000 9 

Monte de Salicos - MDS Vinhos 1049 0,000 11 
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Annex D - Algarve wine producers pages referring to the Visibility variable and its indicators 
 

Wine Producers 
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Adega do Cantor 7163 0,1 163,6 135,9 0,0 0,9 25,5 0,2 1,1 0,0 0,0 18,6 20,5 Yes 345 

ARVAD WINE 1238 0,1 5,8 5,2 0,0 0,0 0,6 0,0 0,0 0,0 0,0 1,1 0,2 Yes 253 

Cabrita Wines - Quinta da Vinha 2571 0,1 11,3 10,9 0,0 0,0 0,4 0,0 0,0 0,0 0,0 1,1 0,2 Yes 63 

Casa Santos Lima 8862 0,2 104,6 98,7 0,0 0,0 5,8 0,1 0,1 0,0 0,0 11,6 4,2 Yes 328 

Convento Do Paraíso 1565 0,1 4,9 4,5 0,0 0,0 0,4 0,0 0,0 0,0 0,0 0,7 0,1 Yes 210 

Dom Vicente 522 0,1 5,2 4,7 0,0 0,0 0,4 0,0 0,0 0,0 0,0 1,1 0,2 Yes 184 

Dona Niza Wines 693 0,1 16,7 15,2 0,0 0,0 1,5 0,0 0,0 0,0 0,0 0,7 0,6 Yes 75 

Falesia Wine Club 109 0,0 3,1 3,0 0,0 0,0 0,1 0,0 0,0 0,0 0,0 0,2 0,2 Yes 35 

From Algarve 1428 0,0 2,0 1,9 0,0 0,0 0,1 0,0 0,0 0,0 0,0 0,9 0,0 No 69 

Herdade Barranco do Vale 3420 0,5 31,1 27,3 0,0 0,0 3,6 0,0 0,1 0,0 0,0 4,9 1,7 Yes 131 

Herdade dos Pimenteis 2118 0,1 10,5 9,9 0,0 0,0 0,6 0,0 0,1 0,0 0,0 0,7 0,3 No 3 

Herdade dos Seromenhos 1509 0,1 9,2 8,6 0,0 0,0 0,4 0,1 0,1 0,0 0,0 0,6 0,3 No 17 

Horta Nova 459 0,1 2,0 1,4 0,0 0,0 0,2 0,3 0,1 0,0 0,0 0,7 0,2 Yes 50 

João Clara Vinhos 2855 0,1 34,7 30,9 0,0 0,0 3,7 0,0 0,1 0,0 0,0 6,8 1,9 Yes 180 

MALACA 5089 0,2 18,5 16,2 0,0 0,3 2,0 0,0 0,0 0,0 0,0 4,9 1,2 Yes 80 

Marchalégua 1923 0,2 16,4 14,8 0,0 0,0 1,4 0,1 0,1 0,0 0,0 2,9 0,3 Yes 619 

Monte da Casteleja 2125 0,1 22,6 19,4 0,0 0,0 3,0 0,0 0,1 0,0 0,0 1,4 1,3 Yes 170 

Monte de Salicos - MDS Vinhos 79 0,1 7,6 7,3 0,0 0,0 0,3 0,0 0,0 0,0 0,0 2,7 0,4 Yes 282 

Monte do Além 498 0,0 0,2 0,2 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 No 0 

Morgado do Quintão 2332 0,1 19,2 16,9 0,0 0,0 2,2 0,0 0,0 0,0 0,0 2,0 1,0 Yes 1000 

O Barradas 428 0,0 1,8 1,6 0,0 0,0 0,2 0,0 0,0 0,0 0,0 0,2 0,3 No 159 

Paxá Wines 6303 0,3 17,3 16,1 0,0 0,1 1,2 0,0 0,0 0,0 0,0 2,0 1,3 Yes 216 

Quinta Da Tôr 6045 0,2 86,5 80,0 0,0 0,0 6,1 0,2 0,1 0,0 0,0 10,0 4,6 Yes 286 

Quinta do Barranco Longo 12495 0,1 136,0 128,1 0,0 0,0 7,3 0,3 0,3 0,0 0,0 8,8 5,1 Yes 123 

Quinta do Canhoto 1382 0,1 15,6 14,5 0,0 0,0 1,1 0,0 0,0 0,0 0,0 3,2 0,5 Yes 252 

Quinta Do Francês Winery 2851 0,1 33,5 28,8 0,1 0,1 4,2 0,0 0,2 0,0 0,0 4,2 1,6 Yes 67 

Quinta do Morgado da Torre 949 0,0 1,3 1,3 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,2 0,0 No 312 

Quinta do Rogel 210 0,0 0,7 0,6 0,0 0,0 0,1 0,0 0,0 0,0 0,0 0,1 0,1 No 82 

Quinta dos Capinhas 437 0,1 13,7 10,6 0,0 0,0 2,7 0,2 0,3 0,0 0,0 0,5 0,9 Yes 49 

Quinta Dos Santos 2300 0,1 56,1 48,1 0,0 0,4 7,2 0,0 0,3 0,0 0,0 4,2 6,6 Yes 229 

Quinta dos Sentidos 569 0,0 9,8 8,6 0,0 0,0 1,0 0,0 0,2 0,0 0,0 0,5 0,7 Yes 96 

Quinta dos Vales and The 

Winemaker Experience 
27221 0,3 26,7 24,8 0,0 0,0 1,8 0,0 0,0 0,0 0,0 5,0 1,0 Yes 

240 

quintadapenina 75 0,0 0,2 0,2 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,1 0,0 Yes 224 

Sul Composto 412 0,0 6,0 5,7 0,0 0,0 0,3 0,0 0,0 0,0 0,0 1,7 0,2 Yes 238 

Única - Adega Cooperativa do 

Algarve 
1722 0,2 9,6 8,9 0,0 0,0 0,7 0,0 0,0 0,0 0,0 1,5 0,5 Yes 

301 

Villa Alvor 3516 0,3 191,5 183,1 0,0 0,0 8,1 0,1 0,2 0,0 0,0 9,8 3,1 Yes 428 

Average 3152,0 0,1 30,4 27,6 0,0 0,1 2,6 0,1 0,1 0,0 0,0 3,2 1,7  205 
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Annex E - Algarve wine producers pages referring to the Profitability variable and 

its indicators 

 

Wine Producers Ad-Value (Euro) Page Performance Index 

Villa Alvor 437,6 53% 

Casa Santos Lima 372,2 13% 

Adega do Cantor 313,2 9% 

Herdade Barranco do Vale 297,5 25% 

Quinta Da Tôr 273,5 23% 

Quinta dos Vales and The Winemaker Experience 161,2 2% 

Quinta do Barranco Longo 155,6 3% 

Quinta Dos Santos 128,9 - 

João Clara Vinhos 114,4 12% 

Paxá Wines 89,0 4% 

Quinta Do Francês Winery 74,3 9% 

Marchalégua 70,6 15% 

MALACA 63,6 3% 

Morgado do Quintão 51,4 25% 

Quinta do Canhoto 36,5 - 

Monte da Casteleja 34,2 9% 

Dom Vicente 32,8 - 

Única - Adega Cooperativa do Algarve 31,9 8% 

Cabrita Wines - Quinta da Vinha 26,9 6% 

Dona Niza Wines 26,6 - 

Quinta dos Capinhas 22,2 - 

Sul Composto 19,4 - 

Monte de Salicos - MDS Vinhos 19,3 - 

ARVAD WINE 17,8 - 

Horta Nova 15,3 3% 

Herdade dos Pimenteis 14,0 4% 

Convento Do Paraíso 9,7 4% 

Herdade dos Seromenhos 9,1 2% 

Quinta dos Sentidos 7,7 13% 

O Barradas 3,8 9% 

Falesia Wine Club 2,6 - 

Quinta do Rogel 2,3 - 

From Algarve 2,1 2% 

Quinta da Penina 1,0 - 

Quinta do Morgado da Torre 0,7 2% 

Monte do Além 0,1 2% 
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