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ABSTRACT:
Social media are currently not only used for communication between individuals but an increasing number 
of companies use these means as simple and fast sales and communication channels. The importance 
of communication with consumers through social networks, such as Facebook, is essential in today’s 
marketplace for small businesses, for which this tool is one of the cheapest alternatives to communicating 
and selling products. This trend did not escape agriculture-specific local farmers who process fresh local 
products. The study’s objective is to highlight the importance of social media communication in the agri-food 
sector, specifically in the sub-sector of local fresh products, as well as to determine which consumers are most 
interested in local products from farmers communicated through Facebook. We conducted the research using 
our Facebook page called Ours-Yours (in Slovak Naše-Vaše). This account was created for research purposes 
and has a clearly defined objective of supporting and promoting local fresh products from small Slovak farmers. 
Research involved 42 small farms that sell fresh local dairy products. From these farmers we discovered what 
form of marketing communication they had used in the past. Afterwards, we visited eight selected farms, took 
professional photos of their products, and promoted them under one brand using our Facebook page Ours-
Yours (Naše-Vaše). The methodology of the research was based on an analysis of Facebook posts, which were 
visualised, uniformly graphically processed photographs of the products. Contributions were advertised 
on radio located 50 kilometres from the farms to ensure local marketing of the products. We measured 
demographic factors (gender and age) and users’ interaction with individual posts. Research has shown that 
women between the ages of 45 – 64, who follow Facebook mostly from their mobile phones, are most interested 
in Facebook posts with local fresh products (and information about them). 
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Introduction
 Social media (SM) have become a significant part of daily life in postmodern society. According to Kaplan 
and Haenlein, SM are defined as “a group of Internet-based applications that build on the ideological foundations 
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of Web 2.0, allowing user-generated content to be created and exchanged”.1 These media have established 
new platforms of communication as separate channels,2 where businesses and customers interact.3 However, 
online channels do not allow users only to communicate but to socialise as well.4 Most of the interactions 
are through virtual applications (like Facebook, Instagram, LinkedIn, Twitter), which in many cases create a 
positive perception and attitude to the use of online technologies.5 In this new environment, social media are 
allowing entrepreneurs to disseminate products or services via various platforms, which brings advantages 
in their minimal costs over traditional marketing processes.6 Based on many studies, social media are more 
noticed in B2C, rather than in B2B markets.7 Accordingly, it may be noted that recently, numerous articles 
have been dealing with brand management, advertising or customer relationship management. 
 Social media put the power of negotiation into the hands of customers while putting pressure on companies 
to fulfil their commitments. Customers take advantage of information available on social networks in order to 
make a decision. More and more companies adopt specific technologies that are able to create more efficient 
customer communication.8 Nowadays, if enterprises want to operate efficiently, they should develop social 
media presence as a tool for advertising and marketing campaigns, build strong and long-lasting relationships 
with customers, share information, educate and communicate on the network with their audience.9

Effectiveness of Social Media as a Tool of Online 
Communication
 Small- and medium-sized enterprises (SMEs) are demanded in economies of all countries,10 since they 
represent a diverse selection of industries which play a significant role in most world economies. SMEs are 
characterised by their flexibility, power to generate income and ability to innovate.11 However, in contrast 
with large companies, SMEs differ in several important aspects such as balanced strategic and operational 
activities, day-to-day asset management and long-term strategic planning, a lack of financial resources, a lack 
of expertise in knowledge management, a lack of human resources and a lack of marketing knowledge.12 Even 
though there are the mentioned disadvantages, SMEs are obliged to face these challenges and approach them 

1  KAPLAN, A. M., HAENLEIN, M.: Users of the World, Unite! The Challenges and Opportunities of Social Media. In Business 
Horizons, 2010, Vol. 53, No. 1, p. 61.
2  MANGOLD, W. G., FAULDS, D. J.: Social Media: The New Hybrid Element of the Promotion Mix. In Business Horizons, 
2009, Vol. 52, No. 4, p. 357-365. 
3  GAZAL, K., MONTAGUE I., POUDEL, R.: The Forest Products Industry in a Digital Age: Factors Affecting Social Media 
Adoption. In Forest Products Journal, 2016, Vol. 66, No. 5, p. 343-353. [online]. [2019-10-12]. Available at: <https://doi.org/10.13073/
FPJ-D-15-00007>.
4  KIM, A. J., KO, E.: Do Social Media Marketing Activities Enhance Customer Equity? An Empirical Study of Luxury Fashion 
Brand. In Journal of Business Research, 2012, Vol. 65, No. 10, p. 1480-1486.
5  See also: ALALWAN, A. A. et al.: A Systematic Review of Extant Literature in Social Media in the Marketing Perspective. In 
DWIVEDI, Y. K., MÄNTYMÄKI, M. et al. (eds.): Social Media: The Good, the Bad, and the Ugly. Swansea : Springer Verlag, 2016, p. 79-
89. [online]. [2019-10-11]. Available at: <https://link.springer.com/content/pdf/10.1007%2F978-3-319-45234-0.pdf>; DWIVEDI, 
Y. K., KAPOOR, K. K., CHEN, H.: Social Media Marketing and Advertising. In The Marketing Review, 2015, Vol. 15, No. 3, p. 289-
309; RATHORE, A. K., ILAVARASAN, P. V., DWIVEDI, Y. K.: Social Media Content and Product Co-creation: An Emerging Paradigm. 
In Journal of Enterprise Information Management, 2016, Vol. 29, No. 1, p. 7-18.
6  BRINK, T.: B2B SME Management of Antecedents to the Application of Social Media. In Industrial Marketing Management, 
2017, Vol. 64, p. 57-65.
7  KANTOROVÁ, K., BACHMANN, P.: Social Customer Relationship Management and Organizational Characteristics.  
In Information (Switzerland), 2018, Vol. 9, No. 12, p. 306.
8  POOKULANGARA, S., KOESLER, K.: Cultural Influence on Consumers’ Usage of Social Networks and Its Impact on On-
line Purchase Intentions. In Journal of Retailing and Consumer Services, 2011, Vol. 18, No. 4, p. 348-354.
9  AHMAD, S. Z., ABU BAKAR, A. R., AHMAD, N.: Social Media Adoption and Its Impact on Firm Performance: The Case of 
the UAE. In International Journal of Entrepreneurial Behavior & Research, 2018, Vol. 25, No. 1, p. 84-111.
10  FATHIAN, M., AKHAVAN, P., HOORALI, M.: E-readiness Assessment of Non-profit ICT SMEs in a Developing Country: 
The Case of Iran. In Technovation, 2008, Vol. 28, No. 9, p. 578-590.
11  BAHADDAD, A. A., ALGHAMDI, R., HOUGHTON, L.: To What Extent Would E-mall Enable SMEs to Adopt E-com-
merce? In International Journal of Business and Management, 2012, Vol. 7, No. 22, p. 123-132.
12  ABED, S., DWIVEDI, Y. K., WILLIAMS, M.: Social Media as a Bridge to E-commerce Adoption in SMEs: A Systematic 
Literature Review. In The Marketing Review, 2015, Vol. 15, No. 1, p. 39-57.

more innovatively and firmly.13 Social media are particularly suitable for SMEs because of several benefits, 
including low costs and minimal technical requirements. Digital and social platforms provide opportunities 
for small businesses to become more visible, sustainable and viable.14 Additionally, social platforms (SPs) 
increase products’ visibility, which raises their sales.15 These SPs serve as an ideal place to support negotiation 
between users and brands,16 generating content17 and innovation created by customers.18

 Apart from this, the presence on social media such as Facebook could reach and engage consumers with 
brands.19 News shared by We Are Social and Hootsuite reveals a persistent positive trend in the Internet usage, 
which represents online more than half of the world’s population. It is important to note that the growth of 
the trend results in a more accessible market for smartphones and data packages. The recent trend is that the 
average person uses social media for more than 2 hours a day and the average teenager for 9 hours a day.20

 The report also states that 9 out of 10 users sign in to their social media accounts via their smartphones. 
The results show 7 times longer usage of mobile applications than through standard mobile browsers. Facebook 
continues to hold the global leadership amongst social media platforms with a user growth of 15% per year. 
By summarising the aforementioned report and deeper analysis, key trends should be directed towards direct 
messenger marketing, social commerce, social search, hyper-transparency and consumers as contributors.21 
Facebook’s features enable SMEs to get an idea of   each metric (traffic, interest, sales and reach, engage), and 
thus to analyse and develop their marketing efforts to utilise them on social media.22

 However, social media may not ensure marketing success and desired results in case of poor 
implementation of strategies. Hence, it is important to follow trends, which are not focused on the BE LOCAL 
trend. Integration of local marketing strategies utilised by social media may be the most influencing strategy 
for the present generation. Businesses may build traditional street-side strategies and even improve SEO 
efforts to increase rankings in web search results leading to their e-shops and social accounts. Foundation of 
local marketing is very simple – raise awareness of your brand, offer your product in a place you can reach and 
business success will follow. Many small businesses and successful entrepreneurs have made a huge fortune by 
focusing almost exclusively on the local.23 Generally, consumer decisions on food market are influenced by a 
number of different factors that change under the influence of new trends.24

 Linking local farmers and consumers is the first step toward establishing a successful food market. The 
closer relationship between the farmer and the consumer brings great added value, which essentially creates a 
direct distribution channel from the producer to the local customer or short geographical distances between 
them.25 However, it is necessary to notice that the rise of social media has led to changes in farmers’ daily 

13  DEMIRBAS, D., HUSSAIN, J. G., MATLAY, H.: Owner-managers’ Perceptions of Barriers to Innovation: Empirical Evi-
dence from Turkish SMEs. In Journal of Small Business and Enterprise Development, 2011, Vol. 18, No. 4, p.764-780.
14  TANEJA, S., TOOMBS, L.: Putting a Face on Small Businesses: Visibility, Viability, and Sustainability the Impact of Social 
Media on Small Business Marketing. In Academy of Marketing Studies Journal, 2014, Vol. 18, No. 1, p. 249-260.
15  OLANREWAJU, A. T. et al.: Media and Entrepreneurship Research: A Literature Review. In International Journal of Infor-
mation Management, 2020, Vol. 50, p. 90-110.
16  CHU, S., KIM, Y.: Determinants of Consumer Engagement in Electronic Word-of-Mouth (e-WOM) in Social Networking 
Sites. In International Journal of Advertising, 2011, Vol. 30, No. 1, p. 47-75.
17  VIVEK, S. D., BEATTY, S. E., MORGAN, R. M.: Customer Engagement: Exploring Customer Relationships Beyond Pur-
chase. In Journal of Marketing Theory and Practice, 2012, Vol. 20, No. 2, p. 122-146.
18  SAWHNEY, M., VERONA, G., PRANDELLI, E.: Collaborating to Create: The Internet as a Platform for Customer Engage-
ment in Product Innovation. In Journal of Interactive Marketing, 2005, Vol. 19, No. 4, p. 4-17.
19  HOFFMAN, D. L., FODOR, M.: Can You Measure the ROI of Your Social Media Marketing? In MIT Sloan Management 
Review, 2010, Vol. 52, No. 1, p. 41-49.
20  KÁDEKOVÁ, Z., HOLIENČINOVÁ, M.: Influencer Marketing as a Modern Phenomenon Creating a New Frontier of Virtual 
Opportunities. In Communication Today, 2018, Vol. 9, No. 2, p. 90.
21  KEMP, S.: Digital in 2018: World’s Internet Users Pass the 4 Billion Mark. [online]. [2019-09-12] Available at: <https://
wearesocial.com/blog/2018/01/global-digital-report-2018>.
22  ALALWAN, A. A. et al.: Social Media in Marketing: A Review and Analysis of the Existing Literature. In Telematics and 
Informatics, 2017, Vol. 34, No. 7, p. 1177-1190.
23  JOHNSON, T.: Top 12 Local Marketing Strategies. [online]. [2019-09-02]. Available at: <https://www.cpcstrategy.com/
blog/2018/04/top-12-local-marketing-strategies-2019/>.
24  PIERAŃSKI, B., BORUSIAK, B., HORSKÁ, E: The Wine Market an Empirical Examination of In-store Consumer Behav-
iour. In Potravinárstvo. Slovak Journal of Food Sciences, 2017, Vol. 11, No. 1, p. 739-746.
25  LACOVÁ J.: Lokálne suroviny priamo od farmárov sú najlepšie pre nás aj pre ekonomiku. [online]. [2019-10-11]. Available at: 
<http://www.nextfuture.sk/ekonomika/lokalne-suroviny-priamo-od-farmarov-su-najlepsie-pre-nas-aj-pre-ekonomiku/>.
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decisions and activities.26 Social media have proved to be an invaluable tool for farmers who want to connect 
with their customers. These challenges are not present only in the case of the Slovak Republic but also have 
become a European issue. New theoretical and practical knowledge could bring new methods and approaches 
which may help us to solve the problem with a short supply chain. The European Commission believes that a 
short supply chain is applicable for the broad diversity of production, processing, marketing and distribution 
systems affiliated with local food across the EU-27 Member States.27 Agricultural research and innovation 
have a crucial influence on the role of farmers and their impact on addressing sustainability challenges. Hence, 
we can conclude that EU programmes include suggestions for supporting local farmers which help to combine 
modern technology and maintain knowledge transfer.28 New legislation should eliminate the disadvantaged 
position of EU farmers and food producers by restoring the proper functions of the food supply chain across 
the EU.29 

Methodology
 The research aims to identify, on the business side, what communication channels are used by small-
scale farmers on the Slovak market and then, on the side of consumers, to determine which categories of users 
show the highest level of interest in local fresh products on social networks, namely on Facebook. Based on 
primary research using a questionnaire, which involved 42 small-scale farms, we identified the most used way 
of communicating with customers primarily in the online environment, but also in the offline environment. 
Subsequently, we organised a road trip, visiting eight farms that regularly use Facebook for communication.
 During the farm visits we conducted personal interviews and made photographs of the entire range 
of fresh products, which we processed under a recognisable identity. Each product photograph contained 
the product’s name, type of processing, price, address and contact details of the farmer. We published the 
processed photographs on the research-related Facebook page Ours-Yours (Naše-Vaše). This account had a 
clear goal – to support and promote the products of involved farmers. Facebook offers many more metrics 
to measure the success of posts, but in our research, we analysed only one selected metric – engagement 
(interaction) with the post. This metric is crucial, because it proves the user’s real action in relation to the post, 
counting comments, shares and likes.
 The Facebook posts of the entire product portfolio were published every 3 days and were sponsored based 
on the following targeting:

Age: 18 – 65. We targeted only economically active users.

Location targeting: within 50 km of the farms. We identified this targeting based on the products’ location 
definition that speaks of local products as of those manufactured and processed within a 50 kilometres range.

Interests: Local food, agriculture and fresh food.

Posting: The Facebook algorithm automatically posts a post based on a defined targeted group and displays 
it in accordance with one’s user habits. All Facebook posts were sponsored by the same amount of money –  
6 euros. In order to fulfil the research goal, we have formulated the research hypotheses as follows:

26  DONG, J. Q., YANG, C. H.: Business Value of Big Data Analytics: A Systems-theoretic Approach and Empirical Test.  
In Information & Management, 2020, Vol. 57, No. 1. [online]. [2020-02-02]. Available at: �https://doi.org/10.1016/j.im.2018.11.001>.
27  Local Food and Short Supply Chains. In EU Rural Review, 2012, No. 12, p. 4-11 [online]. [2019-10-11]. Available at: 
<https://enrd.ec.europa.eu/sites/enrd/files/E8F24E08-0A45-F272-33FB-A6309E3AD601.pdf>.
28  VEERMAN, C. P. et al.: Improving Market Outcomes: Enhancing the Position of Farmers in the Supply Chain. Brussels, 2016, 
p. 51-52. [online]. [2019-10-11]. Available at: <https://ec.europa.eu/info/sites/info/files/food-farming-fisheries/farming/documents/
amtf-report-improving-markets-outcomes_en.pdf>.
29  Ministri EÚ pre poľnohospodárstvo rokovali o podpore vidieckych oblastí a výroby kvalitných potravín. [online]. [2019-10-
11]. Available at: <http://mpsr.sk/sk/index.php?navID=1&id=13411>.

H1: The most frequent interaction with Facebook content occurs via mobile phones.

H2: Women aged 25 – 34 are most interested in posts involving fresh local products.

H3: Women interact with these Facebook posts more frequently than men.

Findings

Importance of Local Products
 Recent trends in food shopping indicate an increasing demand for local food, which presents new 
marketing opportunities for small agricultural producers. It is important for economic, environmental and 
environmental well-being as well as for the health of citizens. For smaller local farms, direct sales to the 
consumer yield a higher percentage of sales than in case of large farms.30 A local food system is a system, in 
which food is produced, processed and marketed within a defined geographical area. Examples of local food 
systems are:

• farmers’ markets,
• farm sales,
• box delivery schemes, 
• community-supported agricultural systems.31

 Products that are exchanged under local food systems are usually those that are traceable to a particular 
place of origin and have distinctive characteristics.32 The research carried out by Kneafsey et al. defines two 
ways of understanding the term “local”:

1. Defined as a radius of 50 km from the market.
2. Relationship to recognised borders, such as country, county, national park or other specific  
 geographical area.33

 Safety and quality of food belong to the most important factors of building the brand and image of the 
product on the local, regional or global markets.34 Recent trends in food shopping indicate an increasing 
demand for local products, which represents new marketing opportunities for small agricultural producers.35 
Local production represents a small, but growing share of the total sales of agricultural and food products in 
the United States.36 One of the reasons that knowledge of trends in consumer behaviour is inevitable today is 

30 MARTINEZ, S. et al.: Local Food Systems; Concepts, Impacts, and Issues. Washington, D.C. : U.S. Department of Ag-
riculture, Economic Research Service, 2010. [online]. [2019-10-04]. Available at: <https://www.ers.usda.gov/webdocs/publica-
tions/46393/7054_err97_1_.pdf?v=42265>.
31 Innovation in Short Food Supply Chains: Creating Value Together. [online]. [2019-03-15]. Available at: <https://ec.europa.
eu/eip/agriculture/sites/agri-eip/files/eip-agri_brochure_short_food_supply_chains_2019_en_web.pdf?f bclid=IwAR12ylM0REeSK
q2ov8H9Pi02gYepWvu3ay1gLbYP91nTQsAFyiZj8LEkt9o>.
32 NEWERLI-GUZ, J., RYBOWSKA, A.: Traditional and Regional Product – Luxury Only on Special Occasions or Every Day? 
In Handel Wewnętrzny, 2015, Vol. 355, No. 2, p. 287.
33 KNEAFSEY, M. et al.: Short Food Supply Chains and Local Food Systems in the EU: A State of 
Play of Their Socio-economic Characteristics. In SANTINI, F., PALOMA, S. G. (eds.): JRC Scientific and Poli-
cy Reports, Luxembourg : Publications Office of the European Union, 2013. [online]. [2019-09-09]. Available at:  
<https://www.researchgate.net/profile/Balint_Balazs4/publication/264388299_Short_Food_Supply_Chains_and_Local_Food_
Systems_in_the_EU_A_State_of_Play_of_their_Socio-Economic_Characteristics/links/53db47480cf2631430cb2238.pdf >.
34 HORSKÁ, E., ÜRGEOVÁ, J., PROKEINOVÁ, R.: Consumers Food Choice and Quality Perception: Comparative Analysis of 
Selected Central European Countries. In Agricultural Economics, 2011, Vol. 57, No. 10, p. 493-499.
35 MARTINEZ, S. et al.: Local Food Systems; Concepts, Impacts and Issues. Washington, D.C. : U. S. Department of Agri-
culture, Economic Research Service, 2010, p. 87. [online]. [2019-10-04]. Available at: <https://www.ers.usda.gov/webdocs/publica-
tions/46393/7054_err97_1_.pdf?v=42265>.
36 EKANEMA, E., MAFUYAI, M., CLARDY, A.: Economic Importance of Local Food Markets: Evidence from the Literature. 
In Journal of Food Distribution Research, 2016, Vol. 47, No. 1, p. 58.
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the increase in global communication. Raising awareness has made most consumers rely more on their own 
judgment and opinion. Customers are increasingly turning to the Internet to get the information and advice 
they need; an example of this is the increase in online business. Due to the increase in the informatisation of 
society, a conscious consumption trend is currently preferred, in which consumers are more concerned about 
the environmental and social consequences of their consumption.37

Offline and Online Communication of Small-scale Farmers 
 In our research, we focused on small-scale farmers (with up to 50 employees) who produce raw milk that 
they process into dairy products. We sent a questionnaire directly to these farmers and by completing the 
questionnaire, they were automatically included into the Ours-Yours (Naše-Vaše) research project whose aim 
was to promote sales and fresh farmers’ products. 42 farmers from all regions of Slovakia participated in the 
research. We analysed their use of communication tools in the offline and online environment. The main goal 
was to identify how many farmers are engaged in Facebook communication.

Figure 1: Offline communication of small-scale farmers

Source: Own processing

 Based on the data shown in Figure 1, we identified that most farmers use printed brochures (23%) that are 
sent to mailboxes of potential customers in the region in which the farm is located, or that are located in their 
own company stores. Also, very popular is the use of billboards where the farmers present navigation to their 
farms or promote their fresh farm products.

Figure 2: Online communication of small-scale farmers

Source: Own processing

37  PETR, Š.: Event marketing: Jak využít emoce v marketingové komunikaci. Prague : Grada Publishing, 2003, p. 236.

 Although Facebook is now considered to be the most stable social network, in Q1 2019 it even had an 
upward trend. Facebook was visited by 2.27 billion active users per month, up 55 million from Q4 2018. 
Despite this global trend of using the Facebook platform, by consumers or businesses, this is not very apparent 
in the field of Slovak agriculture, especially for small farmers who produce local fresh products. Only 1/3 of 
farmers (33%) use this platform to communicate with their customers. 
 Based on the personal interviews with farmers, we have identified potential reasons for not using this 
platform. Small farmers mostly employ a small number of employees who are primarily employed directly 
in the production or processing of products. Farmers themselves are responsible for everything from plant 
production to the processing and marketing of products. They do not employ sales specialists who focus on 
selling products, including marketing and customer communications. These are the reasons why they do not 
communicate at all using the Facebook platform or do not communicate regularly. But some farms have become 
aware of the importance of communication in the online environment and have therefore become interested 
in social media. They have even received guidance from marketing agency experts in order to improve their 
communication with customers and increase their sales.

Farm Visits (the Road Trip)
 During the research we made road trip visits to eight selected farms that regularly use Facebook to 
communicate. During these visits, we conducted interviews with farmers about how they use marketing 
tools and what are their needs in the agricultural sector. Farmers expressed awareness of the need to use 
communication in the online environment, but most of them are still looking for a way to use it regularly. Four 
farms we visited use Facebook communication regularly, i.e. more often than the other four. The farms active 
on Facebook have younger family members who are more strongly connected to these technologies and are 
aware of the need to present their business on social networks. The other four farms, that do not regularly use 
Facebook, are owned by older-generation farmers who do not possess the knowledge of using the platform 
as a communication channel with their customers, so they do not use it at all or use it very inefficiently and at 
irregular intervals, which is of no significance.

United Identity in Local Product Communication via Facebook
 The partial research findings have shown that farmers find it difficult to communicate their quality, 
fresh and local dairy products. During the field research on farms, we made product photographs that were 
processed with identical graphic design.
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Figure 3: Selected promoted products made on a farm in Horné Sŕnie 

Source: Own processing

Communication Evaluation (the Facebook page Naše-Vaše)
 Based on the obtained materials, we promoted local products from eight individual farmers using the 
Facebook page Ours-Yours (Naše-Vaše). The page was created for the research aiming to promote and raise 
awareness of local food manufacturers through a consistent brand identity. The farms were promoted during 
the period between 1st August 2019 and 1st September 2019 at 3-day intervals.

   
Figure 4: Numbers of interactions on devices 
Source: Own processing 

 
By evaluating where the interactions occurred, we can clearly conclude that users were 

browsing news feeds on their mobile devices in almost all cases. Each post had a different 
number of interactions, which could be due to targeting; the user’s geographic location was 
supposed to be within a radius of 50 kilometres from the farm. Nevertheless, in all cases, most 
interactions took place on mobile phones and only a few on desktop devices. This confirms our 
first hypothesis (H1). It also means that farms, businesses, agencies or marketers themselves must 
place particular emphasis on creating content tailored to mobile devices.  

Social media platforms’ reports confirm the dominant trend of using social networking 
sites via mobile devices, as data for 2019 presents the number of active users on social networks 
as 3.484 billion (45% of the world’s total population) and the total number of active social media 
users using mobile phones is up to 3.256 billion (42% of total population).38 Also, the Facebook 
report shows the proportion of active users according to the use of the device – 96% via 
smartphones and tablets and only 25% via laptops and desktop computers.39 The results of our 
research confirm the global trend also in case of the Slovak market. 

 

 
38 DATAREPORTAL: Digital 2019 Global Digital Overview (January 2019) v01. [online]. [2019-03-15]. Available 
at: <https://www.slideshare.net/DataReportal/digital-2019-global-digital-overview-january-2019-
v01?ref=https://datareportal.com/reports/digital-2019-global-digital-overview>. 
39 KEMP, S.: Succeeding with Social: Essential Advice for Making More Strategic Use of Social Media. [online]. 
[2019-09-11]. Available at: <https://www.employerbrandingsummit.asia/wp-content/uploads/2019/05/1_Simon-
Kemp-Kepios-Employer-Branding-2019-Presentation-v01.pdf>. 
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 By evaluating where the interactions occurred, we can clearly conclude that users were browsing news 
feeds on their mobile devices in almost all cases. Each post had a different number of interactions, which could 
be due to targeting; the user’s geographic location was supposed to be within a radius of 50 kilometres from 
the farm. Nevertheless, in all cases, most interactions took place on mobile phones and only a few on desktop 
devices. This confirms our first hypothesis (H1). It also means that farms, businesses, agencies or marketers 
themselves must place particular emphasis on creating content tailored to mobile devices. 
 Social media platforms’ reports confirm the dominant trend of using social networking sites via mobile 
devices, as data for 2019 presents the number of active users on social networks as 3.484 billion (45% of the 

world’s total population) and the total number of active social media users using mobile phones is up to 3.256 
billion (42% of total population).38 Also, the Facebook report shows the proportion of active users according 
to the use of the device – 96% via smartphones and tablets and only 25% via laptops and desktop computers.39 
The results of our research confirm the global trend also in case of the Slovak market.
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products and services has a different character. The influence of men and women varies by 
product type. Sometimes it can have a decisive influence. Based on the results of the analysis, we 
can confirm that women in the family are more interested in everyday products – such as food 
and groceries. 2e can deduce that women aged 45 – 64 have families in which they decide what 
food to buy, and therefore they are more interested in fresh products also on social networks.  
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"iven the global facts and our results, we can see the differences. However, our analysis focuses 
on a specific segment, namely local products, which raise higher interest in case of older people. 

 

 
40 Digital 2019. Essential �nsights into �ow "eople Around the )orld Use the �nternet� Mobile Devices� Social 
Media� and E�commerce. [online]. [2019-09-11]. Available at: <https://www.juancmejia.com/wp-
content/uploads/2019/03/Digital-2019-2eAreSocial-y-HootSuite.pdf>. 

2%

9%

14%

18%

22%

11%

0%

5%

10%

15%

20%

25%

18-24 25-34 35-44 45-54 55-64 65+

Women's interactions with Facebook posts (by age)

Interacion with content

Figure 5: Women’s interactions with Facebook posts (by age)

Source: Own processing

 Figure 5 shows that the average values of women’s interactions in each age category are higher than 
in case of men. The 45 – 54 and 55 – 64 age groups express the highest interest. The role and relative 
influence of the husband or wife on purchasing decisions associated with various products and services 
has a different character. The influence of men and women varies by product type. Sometimes it can have a 
decisive influence. Based on the results of the analysis, we can confirm that women in the family are more 
interested in everyday products – such as food and groceries. We can deduce that women aged 45 – 64 have 
families in which they decide what food to buy, and therefore they are more interested in fresh products also 
on social networks. 
 This summary of women’s interactions rejects our hypothesis (H2) that women aged 25 – 34 are most 
interested in fresh local products. The analysis shows that 14% of women belonging to this age group are 
interested in these products. It is not the lowest value reached, but it is added to the group below 15%. The 
youngest generation of users (people aged 18 – 24) has the least interest in fresh local products; in all cases, 
the interest was not higher than 2%. The share of Facebook global advertising audience by age group and 
gender from July 2019 describes individual categories, which confirm the leading position of the young 
generation. The largest share is the category of women aged 25 – 34 with a 19% share and men in the same age 
category with a 13% share. This is also implied by our H2, which has not been confirmed by our research. Both 
women and men over 45 do not exceed 5.2% and with increasing age this trend decreases.40 Given the global 
facts and our results, we can see the differences. However, our analysis focuses on a specific segment, namely 
local products, which raise higher interest in case of older people.

38  DATAREPORTAL: Digital 2019 Global Digital Overview (January 2019) v01. [online]. [2019-03-15]. Available at: 
<https://www.slideshare.net/DataReportal/digital-2019-global-digital-overview-january-2019-v01?ref=https://datareportal.com/
reports/digital-2019-global-digital-overview>.
39  KEMP, S.: Succeeding with Social: Essential Advice for Making More Strategic Use of Social Media. [online]. [2019-09-11]. 
Available at: <https://www.employerbrandingsummit.asia/wp-content/uploads/2019/05/1_Simon-Kemp-Kepios-Employer-Brand-
ing-2019-Presentation-v01.pdf>.
40  Digital 2019. Essential Insights into How People Around the World Use the Internet, Mobile Devices, Social Media, and E-com-
merce. [online]. [2019-09-11]. Available at: <https://www.juancmejia.com/wp-content/uploads/2019/03/Digital-2019-WeAreSocial-
y-HootSuite.pdf>.
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Figure �: MenKs interactions with Facebook posts (by age) 
Source: Own processing 

 
The results in !igure 6 show that younger men aged 25 – 34 and 35 – 44 are most 
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Figure 6: Men’s interactions with Facebook posts (by age)

Source: Own processing

 The results in Figure 6 show that younger men aged 25 – 34 and 35 – 44 are most interested in fresh local 
products, with an average of around 5%, which is a very low percentage compared to women’s interactions. 
Only in two cases (men aged 25 – 35 and 35 – 44) men’s interest exceeded in average 5%. This result may 
indicate men’s lack of interest in Facebook posts and social media content advertising fresh products. Some 
of them rather watch the technical information that appears in the news feed. The result of the analysis, which 
shows the low interest of men in fresh food presented on social networks, only confirms that men generally 
express their interest in advertisements promoting areas such as environment, car sales, media devices and 
other technical matters.41
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Figure 7: Comparison of women’s and men’s interest in farmers’ products advertised via Naše-Vaše

Source: Own processing

 As we can see in Figure 7, the third hypothesis that women interact with Naše-Vaše’s posts on Facebook 
more frequently than men, has been confirmed in each age group. In all but one case, women’s interest reached 
more than 70%. In case of the Veles farm contribution, men achieved the highest interaction of 44% and women 
only 56%. According to the research, women are the target group for Facebook communication on local fresh 
products. This result may also indicate that in Slovak families, women are still the ones who take care of buying 
groceries for their families, and this habit is also manifested in their activities on social networks where these 
products attract women much more than men.

41  KOTLER, P., ARMSTRONG, G.: Marketing. Prague : Grada Publishing, 2007, p. 856.

Conclusion
 Nowadays, communication of small- and medium-sized enterprises through social networks is an 
inevitable marketing activity, because it maintains the relationship with the existing customer and can reach 
potential customers. The results of the research on small-scale farmers offering local fresh products we carried 
out shows that these farmers most often use information websites and also social media, specifically Facebook, 
in the online space. Despite this trend in marketing communication, only 1/3 of surveyed Slovak small-scale 
farmers selling value-added products use this communication platform. This results from a lack of workforce, 
a lack of marketing skills and rapidly changing online platform conditions. The research shows that consumer 
behaviour in the online space is changing rapidly, as evidenced by the older generation, which shows increased 
activity in relation to Facebook. 
 We will continue to study the behaviour of different consumer generations in the online environment. Our 
field research has shown that if SMEs, in particular farmers selling fresh local products, use content that is visually 
processed, identical and interesting, they can attract a certain audience of users who can become their paying 
customers. Despite our assumptions that Facebook posts involving local products are particularly interesting for 
the young people aged 25 – 34, the research has shown that the greatest interest in these products is expressed 
by older women aged 45 – 64. The consequence may be that many younger users do not have their own families 
with children yet, and are more career-oriented and busy. The use of mobile phones to interact with the posts is 
universally dominant in case of all age groups and both genders. Based on these results, we recommend small 
farmers seeking to be competitive to enhance their skills in communication via social networks, where, as our 
research has shown, older generations of consumers are becoming more and more active. 
 The tendency to achieve increased knowledge about the possibilities and tools related to Facebook 
communication must be nationwide. The state or institutions involved in the support of rural development 
and the support of the domestic market and domestic food should also support this area of interest in the 
form of providing professional services (setting marketing and communication strategies, assisting in their 
implementation). Another recommendation is to create a platform that will help associate and link individual 
farmers and promote farmers in each region. The farmers must be aware of the importance of communication 
with their customers through social networks such as Facebook. Social media communication is also an 
essential part of reshaping today’s market for small businessmen, such as farmers, for whom this tool is one of 
the cheapest alternatives able to improve both communication and product sales.
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