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ABSTRACT 
It Vs possVble to say that marketVng communVcatVon Vs a part of the marketVng mVx and plays an Vmportant 
role Vn VnteractVng between consumers and brands. Recently, socVal medVa platforms have become one 
of the envVronments used by brands for marketVng communVcatVon purposes. In thVs dVrectVon, the maVn 
purpose of the study Vs to develop a multVdVmensVonal marketVng communVcatVon model by analyzVng 
the marketVng communVcatVon efforts of global brands Vn socVal medVa. For thVs, Coca-Cola, whVch Vs at 
the top of the world brand lVst of VnstVtutVons such as Interbrand, BrandZ, BrandfVnance, was chosen as 
an example. For decades, Turkey has been an Vmportant base of the brand. Coca-Cola Turkey's Facebook 
and TwVtter accounts were analyzed usVng content analysVs based on the years 2017 and 2020, showVng 
the pre-pandemVc and the pandemVc perVod. In thVs study, a multVdVmensVonal marketVng communVcatVon 
model has been proposed for varVous content forms Vn socVal medVa. These dVmensVons are tVme, subject, 
channel, and materVal. Taecharungroj's (2016) study was used to concretely show the replaceable 
materVal dVmensVon of the marketVng communVcatVon model. The system, created by consVderVng tVme, 
subject, channel, and materVal dVmensVons, covers a process from content to applVcatVon. On the other 
hand, the selected years showed the varVatVon of the dVmensVons over tVme. ThVs system wVll provVde an 
Vmportant and holVstVc contrVbutVon to practVtVoners and sVmVlar convenVences for researchers. 

Keywords: Marketing Communication, Social Media, Global Brands, Multidimensional Model, Con-
tent Analysis. 
 

KÜRESEL MARKALAR İÇİN SOSYAL MEDYADA ÇOK 
BOYUTLU PAZARLAMA İLETİŞİMİ MODELİ: COCA-COLA 

TÜRKİYE ÖRNEĞİ 
 
ÖZ 
Pazarlama VletVşVmVnVn pazarlama karmasının bVr parçası olduğu ve tüketVcVler Vle markalar arasında 
etkVleşVm kurmada önemlV bVr rol oynadığını söylemek mümkündür. Son dönemlerde sosyal medya 
platformları, markaların pazarlama VletVşVmV amaçlı olarak kullandığı ortamlardan bVrV halVne gelmVştVr. 
Bu doğrultuda ortaya konan çalışmanın temel amacı, küresel markaların sosyal medyadakV pazarlama 
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VletVşVmV çabalarını analVz ederek çok boyutlu bVr pazarlama VletVşVmV modelV gelVştVrmektVr. Bunun VçVn 
Interbrand, BrandZ, BrandfVnance gVbV kuruluşların dünya marka lVstesVnde üst sıralarda bulunan Coca-
Cola örnek olarak seçVlmVştVr. On yıllardır TürkVye markanın önemlV bVr üssüdür. Coca-Cola TürkVye’nVn 
Facebook ve TwVtter hesapları, pandemV öncesVnV ve sürecVnV de gösterecek şekVlde 2017 ve 2020 yılları 
baz alınarak, VçerVk analVzV kullanılarak VncelenmVştVr. Bu çalışmada sosyal medyadakV çeşVtlV VçerVk 
formları VçVn çok boyutlu bVr pazarlama VletVşVmV modelV önerVlmVştVr. Bu boyutlar zaman, konu, kanal ve 
materyaldVr. Pazarlama VletVşVmV modelVnVn değVştVrVlebVlVr materyal boyutunu somut olarak göstermek 
VçVn Taecharungroj'un (2016) çalışmasından yararlanılmıştır. Zaman, konu, kanal ve materyal boyutları 
göz önüne alınarak oluşturulan sVstem, VçerVkten uygulamaya kadar bVr sürecV kapsamaktadır. SeçVlen 
yıllar Vse boyutların zamanla değVşVmVnV göstermVştVr. Bu sVstem; uygulayıcılara önemlV, bütüncül bVr 
katkı sunacak, araştırmacılar VçVn de benzer kolaylıklar sağlayacaktır.  

Anahtar Kel0meler: Pazarlama İlet@ş@m@, Sosyal Medya, Küresel Markalar, Çok Boyutlu Model, İçer@k 
Anal@z@. 

INTRODUCTION 
The number of socVal medVa users Vncreases day by day and the rVsVng popularVty of sharVng almost every 
subject vVa socVal medVa attracts brand managers to use socVal medVa to reach consumers. In thVs case, a 
multVdVmensVonal communVcatVon model wVll be useful for brand managers to use. 

Social media, where people can express their thoughts and ideas, is a platform that can communicate 
with other people from all over the world (Wirga, et al., 2012: 198; Kathuria, 2016: 228) Social media 
offers many opportunities for connecting people (Humphreys et al., 2014: 843). It, especially the 
answering of the questions that people ask, received help with specific instances, an environment that is 
fun, and interaction between people (Agichtein et al., 2008: 184). Social media consists of words, images, 
and videos to make people more socialized (Reuben, 2008: 1).  

Some popular social media sites or tools are Facebook, YouTube, Twitter, Digg, MySpace, StumbleUpon, 
Delicious, Scribd, Flickr, etc (Neti, 2011: 2). These tools together in a flatter, more democratic and brings 
the advantages of possibly more effective communication networks (Hawn, 2009: 365). Especially, 
Facebook and Twitter are remarkable as social media tools. Facebook was established in 2004. Twitter 
has grown exponentially since 2008 (Hambrick et al., 2010: 456, 454). Facebook and Twitter, are the 
two most popular social media platforms (Lalicic et al., 2020: 3; Hussain et al., 2020: 2).  

Facebook can connect people for uploading photos, sharing links and videos, and learning more about 
the people they know and meet. It combines six main components which are "personal profiles, status 
updates, networks (geographic regions, schools, companies), groups, applications, and fan pages" 
(Reuben, 2008: 3). Twitter is launched in 2006. It allows people to post their text messages to others 
(Thomas et al., 2015: 7). 

In thVs study, a model VncludVng tVme, subject, channels, and materVal (lVsted as vVdeo, photo, and text) 
basVc dVmensVons has been revealed. The model Vs also possVble to thVnk of the VnformatVon sharVng 
system as a trVgger mechanVsm. The materVals (such as purpose, functVon) may dVffer Vn terms but are 
ultVmately trVggered by the system. Taecharungroj's work (2016) was used to concretely show thVs 
modVfVable materVal sVze of the model. When the two models are compared; subject, tVme, and materVal 
dVmensVons are added. In addVtVon, the content types are detaVled wVth materVals whVch are lVsted as vVdeo, 
photo, and text.  

The content produced by global brands Vs very well desVgned and valuable. LVkewVse, “global brands are 
those that have global awareness, avaVlabVlVty, acceptance, and desVrabVlVty and are often found under the 
same name wVth consVstent posVtVonVng, Vmage, personalVty, look, and feel Vn major markets enabled by 
standardVzed and centrally coordVnated marketVng strategVes and programs” (Özsomer et al., 2012: 2).  
A global brand Vs a very suVtable choVce for observVng and modelVng socVal medVa content. Coca-Cola Vs 
a global brand as well as a brand Vn the fast consumptVon category. Therefore, promotVon-consumptVon 
and cVrculatVon are more Vntense than other products and servVces. It should reach Vts youth-domVnated 
target audVence effectVvely through socVal medVa wVth a large number of messages. 
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The relatVonshVp of global sVze and local rootedness Vn the context of Vnvestment shows that Turkey Vs 
Vmportant for the brand. In the lVght of the data on socVal medVa and the deep-rooted presence of the 
brand Vn Turkey, Vt was decVded to choose Coca-Cola Turkey as an example Vn the study. The 
multVdVmensVonal marketVng communVcatVon model put forward Vn the study was reached through these 
data and multV-dVmensVonal detaVled analysVs. 

In the study, first of all, social media as a marketing communication tool was emphasized. Then, 
respectively, the titles of methodology – content analysis, the universe and sample, scope and limitations 
of the study, social media content analysis, and application of methodology: the case of Coca-Cola 
Turkey are given. 

Social Media as A Marketing Communication Tool 
Social media can be used as a channel for many marketing activities such as customer relationship 
management, customer service, and research, guide generations, sales promotions, advertising, and 
branding (Ashley and Tuten, 2015: 16). Also, most studies are focused on specific topics such as 
purchase behavior, customer relationship management, and brand management (Felix et al., 2017: 118).  

Nowadays, it can be said that social media mostly can be used as a marketing communication tool. 
Marketing communications are how firms attempt to inform, persuade, incite, and remind consumers – 
directly or indirectly - about the brands they sell (Keller, 2001: 839).  

Social media is an important force in consumer decision making like increasing awareness of consumers, 
sharing information with others, shaping their opinions and attitudes, purchasing, and finally evaluating 
their postpurchase experiences (Kwok and Yu, 2012: 1). Social media can change the ways firms 
communicate with customers as a marketing channel (Ab Hamid et al., 2013: 2). Therefore, social media 
can be called consumer-generated media (Mangold and Faulds, 2009: 357). Consumers can use social 
media to generate, edit, and share information about firms, products, and services (Akar and Topçu, 
2011: 36). 

Customers look for information from social media before deciding on purchasing (Ab Hamid et al., 
2013: 2). Especially, social media users trust recommendations from friends (Parsons, 2013: 28). In 
other words, managers should communicate with consumers to affect their discussions on social media 
to align these discussions according to the firm's objectives (Al-Mu’ani et al., 2014: 205). Finally, they 
can estimate the purchase intention of the customer by using social media (Paquette, 2013: 20). 

Social media allow people and firms to extend their messages by engaging in two ways. One is 
communicating with the public and the second is listening to what the public wants from them (Taylor 
and Kent, 2010: 211). In other words, it is used to help firms be responsible for their actions and to 
communicate about how their decisions affect other people and firms (DiStaso and Bortree, 2012: 513). 

Depending on the explanations so far, it can be concluded that social media enables firms to "share their 
expertise and knowledge, tap into the wisdom of their consumers enables customers to help customers, 
engages prospects through customer evangelism" (Neti, 2011: 3). Also, the traditional rules of marketing 
communication were changed by increasing the popularity of social media (Čeněk et al., 2016: 10). The 
main reason for this, social media is a perfect communicative tool to make a connection directly with 
customers (Rahman et al., 2016: 87). So, using social media has become a trending marketing 
communication tool by firms (Ungerman, 2015: 148). This situation can cause the new study area in the 
field of communication and public relations (Kim and Hammick, 2013: 3).  

Facebook is the most attractive social media tool for marketing especially B2C businesses. According 
to marketing objectives, Facebook gives some opportunities for firms like ads, branding, social plugins, 
applications, and sponsored stories (Cvijikj and Michahelles, 2013: 846). Favorable customer 
experiences can make them brand advocates. This causes to increase brand loyalty and referrals and 
finally a firm's revenues and profits (He et al., 2013: 469). 
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Methodology – Content Analysis 
Content analysis is widely used in the social sciences (Schwartz and Ungar, 2015: 78). It allows “the 
gathering of large numbers of qualitative data and transforming them into data of quantitative nature 
that can be the subject of further statistical analysis” (Čeněk et al., 2016: 12). “Content analysis is a 
research method that uses a set of procedures to make valid inferences from text” (Macnamara, 2005: 
2). 

Content analysis is “any technique for making inferences by objectively and systematically identifying 
specified characteristics of messages” or shortly content analysis is the process of “summarizing, 
quantitative analysis of messages” (Lai and To, 2015: 140). Likewise, it can be said that the basic method 
for content analysis is to analyze high-frequency words and draw conclusions depending on the 
information (Denecke and Nejdl, 2009: 1871). 

The Universe and Sample, Scope and Limitations of the Study 

The universe of the study consists of all brands using Facebook and Twitter accounts. However, it is not 
possible in terms of time and cost to include all of the mentioned brands in the scope of the study. Fast 
Moving Consumer Goods (FMCG) sector was included in the scope of the study. It is assumed that the 
FMCG sector, which meets the basic needs of all consumers like beverages, food, and cleaning, will be 
more inclusive and that brands in the FMCG sector will have more followers on social media. 

Since it would not be possible to select all brands in the FMCG sector in terms of numbers, it was 
decided that it would be appropriate to limit the study to one brand. Depending on the limitations of the 
study, the FMCG sector and the beverage sector as a sub-sector were chosen within the scope of the 
study. Coca-Cola Turkey was included in the scope of the study. 

In addition to the information in the introduction, it is possible to express the reasons for choosing Coca-
Cola Turkey as follows: 

• In 2021, Coca Cola ranks 6th in the Interbrand Best Global Brands 2021 (Interbrand, 2021), 16th in 
the Kantar BrandZ 2021 Most Valuable Global Brands list (Kantar Brandz, 2021), 4th in the list of 
Top 25 Strongest Brands according to Brand Finance Global 500 2021 (Brand Finance, 2021). Finally, 
depending on the last report of Brand Finance Global 500 2022, it takes 2nd place in the list of The 
World's Top 25 Strongest Brands (Brand Finance, 2022). Therefore, Coca-Cola is The World's Largest 
Nonalcoholic Beverage Company, sold in more than two hundred countries and regions (About: The 
Coca-Cola Company, 2022). 

• Coca-Cola İçecek (CCI) has started production in Turkey in 1964 (CCI, 2022a). CCI is the 5th largest 
bottler worldwide system according to sales volume (CCI, 2022b). 

• The “Brand Footprint” report, published annually by Kantar based on the previous year, reveals the 
most chosen consumer brands in the world by consumers. It is seen that the Coca-Cola brand took first 
place in both 2016 and 2019 (Kantar Worldpanel, 2017; Kantar Worldpanel, 2020). 

• Choosing Facebook and Twitter as social media platforms can be expressed as follows: 

• According to the latest data (February 2022) in the Social Brands list published by Boomsocial every 
month, Coca-Cola ranks first in the beverage industry, which is a sub-sector of the FMCG, in terms of 
the number of Facebook fans and Twitter followers. As of February 09, 2022, the number of global 
Facebook fans is 109,160,850 (Social Brands, Facebook, 2022) and the number of Twitter followers 
in Turkey is 82,453 (Social Brands, Twitter, 2022).  

• In addition, Facebook and Twitter were chosen as platforms with a more comprehensive variety of 
visual, textual, and audio content compared to Youtube and Instagram. 

Another limitation in the study is the time limitation. Firstly, the shares in Coca-Cola Turkey's 2017 
Facebook and Twitter accounts were analyzed. It was thought that the time limit in the study would also 
be useful for the exchange and observation of the subject, content, and materials. In order to understand 
what these changes are or could be, 3 years later, in other words, 2020 was included in the study. The 
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year 2020 has also been a year in which the effects of the Covid-19 pandemic began to be seen. 2021 
has been a year in which the effects of Covid-19 continued. For this reason, 2020, the year the Covid-
19 pandemic started, was thought to be more distinctive in terms of examination, and 2020 was included 
in the scope of the study as the year decided at the beginning of the study. 

Considering that social media environments are changing very dynamically and rapidly, the shares of 
2017 were examined between January 10-January 31, 2018, and the shares of 2020 were examined 
between January 10-January 31, 2021. 

Social Media Content Analysis 
Content analysis on social media can use by firms to develop marketing strategies. They can decide the 
popularity of their products and sentiment or attitude analysis can be used to study the public response 
about the firm products (Wirga et al., 2012: 202). 

Table 1 exhibits some studies of social media content analyzes. Different dimensions are used by 
different authors. As stated earlier in this study, the model was developed based on the strategy model 
which was put forward by Taecharungroj in 2016, on social media marketing communication. 

Table 1. Some Examples of SocVal MedVa Content Analyzes 
Author/Authors D+mens+ons 
Waters and Lo (2012: 307) 
 

- D(sclosure 
- Ind(v(dual 
- Informat(on D(ssem(nat(on 
- Involvement 

Shen and B(ssell (2013: 630) 
 

- The frequency of commun(cat(on w(th cl(ents 
- The types of engagement the(r consumers 
- The degree of connect(v(ty w(th fans 

Chew and Eysenbach (2010: 2) 
 

- Resource 
- Personal exper(ence 
- Personal op(n(on and (nterest 
- Jokes/parody 
- Market(ng 
- Spam  

Hambr(ck et al. (2010: 460) 
 

- Interact(v(ty 
- D(vers(on 
- Informat(on shar(ng 
- Content 
- Fansh(p 
- Promot(onal  

Rahman et al. (2016: 90); Rahman et al. (2017: 90) 
 

- Only (mage post 
- Image w(th deta(l post 
- Feature v(deo 
- Enterta(n(ng v(deo 

Taecharungroj (2016: 8) 
 

- Informat(on-shar(ng content 
- Emot(on-evok(ng content 
- Act(on-(nduc(ng content 

R(chards and Fr(ess (2015: 189-190) 
 

- Nature apprec(at(on 
- Landscape 
- Soc(al recreat(on 
- F(sh(ng creat(on 
- H(story 
- Research 
- Infrastructure apprec(at(on 
- Other  

In this study by Taecharungroj (2016) was used for the coding scale. The contents were analyzed under 
three types which are Information-sharing content, Emotion-evoking content, and Action-inducing 
content (Taecharungroj, 2016: 8). Information sharing is the first content type. It is used to communicate 
valuable information to followers who maybe can get benefits by receiving information (Taecharungroj, 
2016: 7-8). The second content type is emotion-evoking. The main purpose of it seems to be to evoke 
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positive emotions in followers (Taecharungroj, 2016: 9). Finally, action-inducing content is the last 
content type. It attempts to persuade followers to take the desired action (Taecharungroj, 2016: 9). 

Application of Methodology: The Case of Coca-Cola Turkey 
Offering methodology for social media content analysis (Lai and To, 2015: 141-144; Kathuria, 2016: 
229-230): 

- Definition of goal and scope 

- Data collection 

- Data transformation 

- Interpretation of results 

Definition of goal and scope 

The main goal of this study is to analyze the marketing communication efforts of brands in social media 
by developing a multi-dimensional marketing communication model. Coca-Cola is chosen for this 
purpose.  

Coca-Cola Turkey's Facebook and Twitter channels were examined. A parallel review of Facebook and 
Twitter channels was made to see if this system can be managed synchronously. 

Data collection 

The data was gathered from Coca-Cola's Facebook and Twitter channels between the dates January 1st 
of 2017 and December 31st of 2017 and January 1st of 2020 and December 31st of 2020. Three types 
of content were used. The main categories of three types of content are "information-sharing content", 
"emotion-evoking content", and "action-inducing content" (Taecharungroj, 2016: 8).  

Data transformation 

The content discussed in the study was evaluated based on the impact-sharing-oriented approach by 
adding a subject, time, and material dimensions by using Facebook and Twitter channels. Table 2 
displays the subject dimension of Coca-Cola Turkey Facebook shares and Tweets in 2017 and 2020.  

Table 2. Coca-Cola Turkey Facebook Shares and Tweets Vn 2017 and 2020 AccordVng to Subject 
DVmensVon 

2017 Facebook Tw+tter Subjects 
Soc(al Relat(ons and Coca-Cola 9 12 

Football and Coca-Cola 29 23 
Food and Coca-Cola 30 28 

Market(ng and Spec(al Event Act(v(t(es – 
Coca-Cola 60 51 

Total 128 114 
2020 Facebook Tw+tter Subjects 

Corporate Soc(al Respons(b(l(ty (CSR) 
about Cov(d-19 and Coca-Cola 13 13 

Tv Ser(es and Coca-Cola 29 42 
E-Game and Coca-Cola 27 53 

Market(ng and Spec(al Event Act(v(t(es – 
Coca-Cola 27 25 

Soc(al Relat(ons and Coca-Cola 3 7 
Food and Coca-Cola 4 2 

Total 103 142 

 

When the 2020 subjects in Table 2 are examined, it is seen that the subjects discussed have changed 
when 2017 is compared. The impact of the Covid-19 pandemic is seen in 2020. Social relations were 
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restricted due to the pandemic effect and football matches could not be played for a certain period. 
Football matches are still played without an audience. During this period, as people spent more time at 
home, they focused on activities that can be done at homes such as watching TV series and playing 
games. Again, during the pandemic era, the e-game tournament also came to the fore in shares. In the 
context of Covid-19, the brand has turned to Corporate Social Responsibility (CSR) activities in order 
to support both the health and the food and beverage sector with which it is connected, through its 
foundation. This situation is also reflected in Coca-Cola's shares on Facebook and Twitter channels. 

Table 3. Content-Type of Facebook Shares AccordVng to Months Vn 2017 and 2020 

Months 

Content-Type 
2017 2020 

Informat+on-
Shar+ng  

(IS) 

Emot+on
-Evok+ng 

(EE) 

Act+on-
Induc+ng 

(AI) 
Total 

Informat+on
-Shar+ng 

(IS) 

Emot+on
-Evok+ng 

(EE) 

Act+on-
Induc+ng 

(AI) 
Total 

January 5 2 3 10 (7.8%) 4 - - 4 (3.9%) 
February 10 3 4 17 (13.3%) 5 - 9 14 (13.6%) 
March 10 3 4 17 (13.3%) 9 - 3 12 (11.7%) 
Apr(l 5 5 1 11 (8.6%) 7 - - 7 (6.8%) 
May 10 2 3 15 (11.7%) 12 1 6 19 (18.4%) 
June 4 3 0 7 (5.5%) 1 - 2 3 (2.9%) 
July 6 2 0 8 (6.2%) - - - 0 (0.0%) 
August 3 1 2 6 (4.7%) - - - 0 (0.0%) 
September 5 4 0 9 (7.0%) - - - 0 (0.0%) 
October 5 0 7 12 (9.4%) 14 - - 14 (13.6%) 
November 6 5 2 13 (10.2%) 16 - - 16 (15.5%) 
December 2 0 1 3 (2.3%) 10 - 4 14 (13.6%) 

Total 71  
(55.5%) 

30 
(23.4%) 

27 
(21.1%) 

128  
(100.0%) 

78 
(75.7%) 

1 
(1.0%) 

24 
(23.3%) 

103  
(100.0%) 

When compared in terms of content according to Table 3, the number of Facebook shares decreased in 
2020 compared to 2017. This becomes clearer, especially in June, July, August, and September 2020. It 
is thought that it was difficult to produce content in this period when mass sports competitions such as 
football could not be sustained as before due to the isolation rules brought by the pandemic. However, 
the football and Coca-Cola subject continued, albeit at a lower level. 

Table 4. Content-Type of Tweets AccordVng to Months Vn 2017 and 2020 

Months 

Content-Type 
2017 2020 

Informat+on-
Shar+ng  

(IS) 

Emot+on
-Evok+ng 

(EE) 

Act+on-
Induc+ng 

(AI) 
Total 

Informat+on
-Shar+ng 

(IS) 

Emot+on
-Evok+ng 

(EE) 

Act+on-
Induc+ng 

(AI) 
Total 

January 4 8 0 12 (10.5%) 4 - - 4 (2.8%) 
February 11 3 3 17 (14.9%) 4 - 4 8 (5.6%) 
March 9 5 3 17 (14.9%) 12 - 3 15 (10.6%) 
Apr(l 4 5 0 9 (7.9%) 7 - - 7 (4.9%) 
May 10 2 4 16 (14.1%) 12 13 10 35 (24.7%) 
June 4 3 1 8 (7.0%) 2 - 9 11 (7.7%) 
July 3 2 0 5 (4.4%) - - - 0 (0.0%) 
August 2 1 1 4 (3.5%) - - - 0 (0.0%) 
September 4 4 0 8 (7.0%) 11 1 4 16 (11.3%) 
October 5 0 7 12 (10.5%) 17 - - 17 (12.0%) 
November 2 1 1 4 (3.5%) 6 - - 6 (4.2%) 
December 2 0 0 2 (1.8%) 12 1 10 23 (16.2%) 

Total 60  
(52.6%) 

34  
(29.8%) 

20  
(17.6%) 

114  
(100.0%) 

87 
(61.3%) 

15 
(10.5%) 

40 
(28.2%) 

142  
(100.0%) 

 

Depending on the figures in Table 4, it is seen that the number of Tweets on Twitter increased compared 
to Facebook in 2020. July and August 2020 data are similar to Facebook. Coca-Cola used Twitter more 
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intensely due to the Ramadan month in May 2020, the opening of schools and the increase in the time 
spent at home in September 2020, and the effect of New Year in December 2020. Therefore, it is possible 
to attribute the increase of Tweets to this. 

Table 5. MaterVals of Facebook Shares AccordVng to Months Vn 2017 and 2020 

Months 

Mater+als 
2017 2020 

V+deo  
(V) 

Photo  
(P) 

Text  
(T) Total V+deo  

(V) 
Photo  

(P) 
Text  
(T) Total 

January 6 4 - 10 (7.8%) 2 2 - 4 (3.9%) 
February 4 13 - 17 (13.3%) 14 - - 14 (13.6%) 
March 6 11 - 17 (13.3%) 12 - - 12 (11.7%) 
Apr(l 7 4 - 11 (8.6%) 3 4 - 7 (6.8%) 
May 4 11 - 15 (11.7%) 10 6 3 19 (18.4%) 
June 3 4 - 7 (5.5%) 2 1 - 3 (2.9%) 
July 4 3 1 8 (6.2%) - - - 0 (0.0%) 
August 2 4 - 6 (4.7%) - - - 0 (0.0%) 
September 9 - - 9 (7.0%) - - - 0 (0.0%) 
October 9 3 - 12 (9.4%) 14 - - 14 (13.6%) 
November 8 5 - 13 (10.2%) 14 1 1 16 (15.5%) 
December 3 - - 3 (2.3%) 10 4 - 14 (13.6%) 

Total 65  
(50.8%) 

62  
(48.4%) 

1  
(0.8%) 

128  
(100.0%) 

81 
(78.6%) 

18 
(17.5%) 

4 
(3.9%) 

103  
(100.0%) 

The use of the material in Table 5 is also compatible with the content type in Facebook shares. When 
2017 and 2020 are compared; It is seen that photo sharing has decreased considerably in 2020. This 
situation caused the total share to decrease in 2020. However, it turns out that video sharing is relatively 
higher in 2020. 

Table 6. MaterVals of Tweets AccordVng to Months Vn 2017 and 2020 

Months 

Mater+als 
2017 2020 

V+deo  
(V) 

Photo  
(P) 

Text  
(T) Total V+deo  

(V) 
Photo  

(P) 
Text  
(T) Total 

January 8 4 - 12 (10.5%) 2 2 - 4 (2.8%) 
February 11 6 - 17 (14.9%) 6 2 - 8 (5.6%) 
March 6 11 - 17 (14.9%) 14 1 - 15 (10.6%) 
Apr(l 7 2 - 9 (7.9%) 5 2 - 7 (4.9%) 
May 5 11 - 16 (14.1%) 10 23 2 35 (24.7%) 
June 3 4 1 8 (7.0%) 7 1 3 11 (7.7%) 
July 3 2 - 5 (4.4%) - - - 0 (0.0%) 
August 1 3 - 4 (3.5%) - - - 0 (0.0%) 
September 7 1 - 8 (7.0%) 9 4 3 16 (11.3%) 
October 9 3 - 12 (10.5%) 17 - - 17 (12.0%) 
November 3 1 - 4 (3.5%) 6 - - 6 (4.2%) 
December 2 - - 2 (1.8%) 12 2 9 23 (16.2%) 

Total 65 
(57.0%) 

48  
(42.1%) 

1  
(0.9%) 

114  
(100.0%) 

88 
(62.0%) 

37 
(26.0%) 

17 
(12.0%) 

142  
(100.0%) 

The use of the material in Table 6 is also compatible with the content on Twitter, similar to Facebook. 
Unlike Facebook, the increase in the number of Tweets in text form is striking. Additionally, while video 
sharing increased, photo sharing decreased. 

Interpretation of results 

In this section, a multidimensional marketing communication model has been developed for brands to 
be used in social media based on the results obtained. Figure 1 shows the framework or model for 
Starbucks' marketing communications strategy on Twitter that is depending on Taecharungroj’s model. 
This indicates brand and customer interactions on Twitter (Taecharungroj, 2016). 
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FRgure 1. Framework for Starbucks’ marketVng communVcatVons strategy on TwVtter  

Source: (Taecharungroj, 2016: 15) 

The developed model in this study can be seen in Figure 2. When the two models seen in Figure 1 and 
Figure 2 are compared; it is possible to see that subject, time, and material dimensions are added in 
Figure 2. In addition, the content types are detailed with materials in Figure 2. The materials are listed 
as video, photo, and text. 

 
FRgure 2. The Developed MultVdVmensVonal MarketVng CommunVcatVon Model on SocVal MedVa for 

Global Brands 

The developed model consists of the combination of the subject – time - channel (Facebook, Twitter) - 
material and message - mass interaction dimensions that were originally introduced in the data collection 
section. The purpose of the model is to create a social media marketing communication model that can 
be programmed (e.g. 1 year, and subdivided within itself, such as quarters) and managed for a brand 
through the time dimension. The time dimension in the model shows that the model is dynamic and that 
running it is also process management. Since marketing communication depends on direct marketing 
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and brand decisions, the model includes marketing and brand decisions as the main starting and impact 
points. 

When the basic dimension of the model is examined, its effect on the subject has also been revealed. 
The subject dimension is seen to be related to the time dimension. For example, it has been found that 
the one-year process is appropriate for obtaining a clear view of showing fluctuations and seasonality 
(considering the brand's shares regarding the seasons, football agenda, competition program-
sponsorship of football-cinema issues, youth campaigns in 2017, Covid-19, CSR activities, tv series, e-
game tournament in 2020). The periodicity here is not only about the season, but also about the brand's 
agendas, such as the football season and the process of continuing youth campaigns. To show this 
relationship, a two-way arrow sign was used in terms of time and subject dimensions. Because 
sometimes the season/time determines the subject, and sometimes the brand does not regulate but adds 
it to its agenda as a sponsor, football-film-competition sponsorships that are created in this way by the 
agenda (hence sharing) are included in the communication calendar of the brand and also affect their 
fluctuations. The examples showed this relationship dimension of the model. Using time dimension is 
sometimes related to subject dimensions also. Advertising, sponsorship, etc. in traditional channels such 
as TV illustrates a holistic marketing communication strategy including social media. That is why there 
is another feedback line on the left that belongs to traditional media although our focus is social media.  

When the shares on the time dimension are categorized, the brand basically shares in four subject 
categories in 2017. These topics are “Social Relations and Coca-Cola”, “Football and Coca-Cola”, 
“Food and Coca-Cola”, and finally “Marketing and Special Event Activities”. Topics are essential in 
creating the image of the brand and in clarifying the target audience. The issues were associated with 
the brand's socialization, football, and food, and the target audience was mostly young people when the 
shares were analyzed. “Marketing and Special Event Activities” are mostly related to sponsorships and 
youth campaigns of the brand.  

In 2020 the subjects are “Corporate Social Responsibility (CSR) about Covid-19 and Coca-Cola”, “Tv 
Series and Coca-Cola”, “E-Game and Coca-Cola”, “Marketing and Special Event Activities – Coca-
Cola”, “Social Relations and Coca-Cola” and “Food and Coca-Cola”. The subjects are TV series and 
Coca-Cola, E-game Tournament and Coca Cola (directly targeting young people) have risen, Food and 
Coca-Cola maintained in a low profile. As the reason for these, social isolation brought by Covid-19 as 
a must and cancellation of outdoor social events should be considered as effects. 

This dimension of the model (considering the bidirectional link arrow) shows in terms of management 
how the agenda changes as a process and when. It also shows the outline of the brand image and how 
the target audience can be crystallized. Of course, in the process of managing this model, the brand that 
will use the model should clarify its brand and marketing decisions before. 

The bidirectional arrow between the subject dimension and the channel sometimes expresses the effect 
of the subject and sometimes the media channel (e.g. social media in focus in the study). As a matter of 
fact, while the subject categories of the brand generally go the same as the general lines on Facebook 
and Twitter. In 2020, the e-game tournament and tv series also have targeted youth. This is also checked 
by two different years' data. At this point, the subject determines the channel regarding the target 
audience and the channels it prefers. The media channel can also influence the issue. Because, apart 
from the traditional media, special campaigns such as social media and special to it, etc., it can be made. 
Considering the model, it is seen that it is important to consider the channel-subject relationship in two 
ways in social media management in order to increase the interaction and diversity appropriate for the 
purpose and target audience. While the topics can change the channel selection, the channels can also 
influence the topics. 

It is seen that the channels are shared in accordance with IS (Information-sharing content), EE (Emotion-
evoking content), and AI (Action-inducing content) message-mass interactions. This is the final stage in 
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the model between the channel and the audience, and the final stage in which the content turns into the 
material and the type of targeted interaction. It is seen that visual sharing for the young audience is 
dominant. At this stage, most of the photos are still in gif format and animated in 2017. In 2020, the 
number of photos decreased and videos increased. This visually shows that animated content is preferred. 
Therefore, it was observed that the targeted interaction was mostly tried to be provided by mobile and 
visual sharing. This situation not only represents elements such as movement, energy, which are part of 
the brand image but also addresses the perceptions of young people who are the target audience. While 
the type of material (e.g. video, gif) affects channel selection, the sharing structure in the channel 
determines the material. This refers to the bidirectional arrow between the channel and the material. 
Visual, written material types can be found both in traditional media (except gif etc.) and on the internet 
and social media.  

As given in the previous sections, IS-type sharing is informative, relationship building, and guiding 
about the four main topics of the brand. It is understood that EE-type shares are designed to leave an 
emotional depth and impact on the way that IS-type shares open or support it. But, the decrease in social 
sponsorships such as outdoor sponsorships/events and football in 2020 has also decreased EE type of 
shares. 

On the other hand, it was determined that AI type sharing was used especially to connect these issues to 
sales development. When and what type of material and content type the brand's annual agenda is given, 
it is seen. The informative / guiding content type, intertwined with the material type, also interacts with 
the structure and mass of the channel. This is what shows the bidirectional arrow between the content 
and the channel. The feedback line on the left shows the internet and social media. 

In total, it has been determined that the topics that are interactive with the time dimension, the channels 
related to the topics, the sharing types related to the channels (in terms of material and effect) are found 
as a whole/system. When viewed from the reverse, it is seen that everything from the most extreme 
sharing material and the targeted effect to the channel, subject, and time depends on the initial marketing 
and brand decisions. In this way, the frame and starting point of the model has emerged. It has been 
observed that global issues such as Covid-19 can also affect the marketing communication of the brand. 
From this point of view, the model has been put forward as a model with the four dimensions mentioned 
in the social media management from the beginning point to the end in terms of marketing 
communication of a brand. The model's feedback line should also be considered with these dimensions, 
it is important in revising or developing decisions. 

It has been seen that global issues can also be handled in terms of marketing communication and content. 
The current model should be considered in conjunction with the macro external conditions surrounding 
the institution. 

Everything is in a set, from decisions to timing and issues, from channels to material, and the desired 
effects on the target audience. The decisions have the opportunity to be transferred to the target audience 
with a system that has significant internal consistency and continuity. 
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