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ABSTRACT

This thesis is the result of the professional internship carried out both in Marketing and
Enotourism departments of the Madeira Wine Company - a wine producing company, located on
Madeira Island, Portugal. The results aim to contribute into developing a comprehensive digital
communication strategy for the host company.

Author carries out an in-depth audit of the feedback system, as well as digital communication
tools of the company’s enotourism center — Blandy’s Wine Lodge. Author builds a proposal for
the renewal of the website, composes a proposition for changes in editorial management of
social media, and suggest a new approach to work with feedback management in the lodge.
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BWL - Blandy’s Wine Lodge

eWOM - Electronic Word-of-Mouth
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1. INTRODUCTION

1.1 Overview of the company

The Madeira Wine Company (MWC) is a wine producing company situated on Madeira
Island, Portugal. The company is owned and managed by the members of the Blandy Family,
who currently are Michael and Chris Blandy, the 6™ and the 7" generations respectively.
Originally of British origin, The Blandy Family was involved in producing and trading Madeira
wine since 19™ century, starting with John Blandy who arrived to the Island in 1808 and founded
a wine shipping firm - Blandy’s Madeira. The company grew fast and soon started exporting
wine to places as far as Russia, Northern Europe, and North America. It was also John Blandy
who purchased a property, that is known today as Blandy’s Wine Lodge (BWL), the enotourism

center of the company (Blandy’s, n.d.).

In 1925, during the inter-war years, in order to minimize overheads in a world where the
export market was experiencing an all-time low, Blandy’s Madeira decided to join the Madeira
Wine Association: a group of wine companies formed in 1913. The association, which has soon
become the biggest exporter of Madeira wine, strived to maintain the unique characteristics and
style of each individual firm, no matter its size. Led by the Blandy family, this association
managed to survive the difficult years of wars and economic depression, while many individual

companies were unable to cope with the crisis (Blandy’s, n.d.).

By the end of the 1970s, the Madeira Wine Company, as it became known, had dwindled
to just a few firms with a control share held by the Blandy family, forcing them to look for a strong
partner to boost their distribution capabilities. Thus, in 1989, Blandys invited the Symington
family from Porto to join them in partnership. This partnership continues to this day, allowing the
Madeira Wine Company to play a leading role in the development of the Madeira wine trade
(Madeira Wine Company, n.d.).

Today, the Madeira Wine Company represents several wine brands apart from Blandy’s
Madeira, including brands of the companies that ones were part of the Madeira Wine
Association, such as Cossart Gordon, Miles, Leacock’s, as well as a relatively new brand of
Madeira still wine — Atlantis. Apart from wine producing brands, the Madeira Wine Company as
well represents the brand of Blandy’s Wine Lodge, an enotourism center, located in the center of

Madeira’s capital - Funchal, featuring guided tours of the company’s ageing facilities, Blandy’s



Family Museum, several tasting rooms, wine shop, souvenir shop and also 4 holiday apartments

located above the lodge.

1.2 Geographical context

As MWC is based on an island it is important to see the company in its geographical
context and identify challenges facing wine and tourism industries that are located on that island.
Madeira is a strong tourism destination that welcomed 1.4 million tourists in the last pre-COVID
year (DREM, 2020), six times the population of the island itself (INE, n.d.) Madeira has been
elected “World’s Leading Island Destination” for the past 7 years and has received several World
Travel Awards (Visit Madeira, n.d.). With wine tourism being the main driver and the biggest
source of revenue in the economy, Madeira is highly dependent on tourism market, especially
the foreign one, as 77% of tourists arrive from abroad, mainly from Germany, United Kingdom
and France (DREM, 2020).

Same as with many other island destinations, the tourism sector in Madeira is heavily
based on the 3S model (Sea, Sun, Sand) even though the island has a long and highly
respected tradition in winemaking. Several studies show that Madeira tourist do not see the
island as a wine destination (Abreu et al., 2019) and therefore do not rank wine high in their
reasoning to visit the island (Oliveira & Pereira, 2008). Instead, visitors focus their interest on
nature, climate and various outdoor activities of the island, while in food and gastronomy, a
complex product of Madeira Wine is outshined by more simple and easy production such as

poncha, beer or local sodas (brisa, laranjada, etc.).

Another important challenge for an island like Madeira is its insularity. Being situated
hundreds of kilometers away from the continent, it is inevitable that apart from the few things
produced on the island, everything else needs to be imported by air or sea, increasing time and
costs of any operation, and putting the same challenge on exporting the final product outside of
the island. This fact puts an additional pressure on Madeira wine producers, who must compete
with other, more famous, fortified wines such as Port or Sherry that are located on the continent

and do not have to deal with the same issues.

The insularity problem, however, does not only affect the production of goods. The
tourism sector, which accounts for a quarter of Madeira’s GDP and a significant number of local

jobs (DREM, 2020b), is fully reliant on tourists’ arrivals by air and sea, while those channels can
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be affected by unfavorable weather conditions or authorities’ restriction as in the case of Covid-

19, which had a devastating impact on the tourism sector of Madeira (DREM, 2021).

And while post-covid Madeira keeps on attracting thousands of tourists, digital nomads
and newly retired, the island also stands against the problem of young local people leaving the
island to seek education and job elsewhere. This issue particularly threatens the wine industry,
as there are less people interested in working the land, and more tempted to sell vineyard
properties over to real estate companies, whose pressure over the land in Madeira has been
raising, as more and more foreigners with high purchasing power arrives to the island (Ribeiro,
2022).

The abovementioned issues cannot be considered as an exhaustive list of geographical
factors affecting Madeiran wine and tourism industries. However, they could be seen as the

ones shaping them the most in the current times.

1.3 Internship overview and activities

This internship took place presentially, on the island of Madeira (Portugal) over a four-
month period, starting in February 2022 and ending in June of the same year. The work

conducted during this internship was divided in between two locations:

- Blandy’s Wine Lodge (Funchal, Madeira)
- Marketing Department of the Madeira Wine Company (Canical, Madeira)

The first introductory month of the internship was situated in the enotourism center of the

company — Blandy’s Wine Lodge. The duties on a day-to-day basis in the lodge included:

- Attending customers of the lodge (wine shop, souvenir shop, tasting area, reception etc.)

- Work in the tasting room (welcoming visitors, guiding them through the topic of Madeira
wine, presenting the company’s products, help customers in choosing a tasting or a
bottle, preparing the tastings, work with register, assistance to cleaning stuff with keeping
the area welcoming and in accordance with hygienic standards, restocking etc.)

- Daily collection of paper feedback surveys filled by customers who attended a guided
tour of the lodge. Digitalization of survey results into an organized excel file.

- When possible, immediate reaction to requests and issues indicated by the customers.



- In other cases, communication of commonly mentioned issued and possible solutions to
the manager of the lodge.

- Creation of a detailed monthly report on customer profile and level of satisfaction (~12
pages) based on obtained customer feedback surveys. From March forward the report
compared each month of 2022 with the respective month of 2019 (best performing year).

- Assistance in filming of the lodge (journalists, photographers, videographers etc.)

- Work at the Madeira Flower Festival representing the Madeira Wine Company.

- Assistance on “Noites de Baco” (Bacchus Nights) wine event.

The abovementioned work has given the author an opportunity to assist in different areas
of operations of the Lodge, resulting in better understanding of the company, its brands and the
types of customers. That allowed author to start in the Marketing department with better

understanding of values, objectives, and challenges of the company.

As a part of Marketing team author developed the following tasks:

Transformation of the old feedback survey form used in BWL.

Introduction of the digital format of feedback collection.

- Development of visual proposals for improvements and/or rebuilding of the Madeira Wine
Company, Blandy’s Madeira and Blandy’s Wine Lodge websites.

- Writing and reviewing information on the brands’ websites in coherency with brand
positioning.

- Review of the company’s websites SEO performance and further creation of a list of
proposals for improvements for the IT companies in charge.

- Review of performance of BWL pages on such platforms as TripAdvisor and Google

Business and development of proposals for feedback management improvement.

1.4 Context and objectives of the internship

Despite the great variety of brands owned by the company and meticulous work required
to manage separate communication plans for all of them, as of today the company does not
have any structured overall digital communication strategy developed. That is partially due to the
fact that the Marketing Department of the company has been established only one year ago and
features only two permanent employees. Due to heavy workload, the department commonly

needs to fulfill tasks and solve problems in a more targeted way. Therefore, the objective of this



internship and the thesis is to help the department build a comprehensive communication

strategy for the Madeira Wine Company.

Even though that internship involved work with different brands of MWC, in this thesis
author mainly focuses on communication of Blandy’s Wine Lodge, since this is the one brand
dealing with wine tourism services, that is the core of WINTOUR study program, and also since
author was directly involved in operations at the Lodge. And as building communication strategy
is a lengthy and extensive project, during this time-bound internship it was decided that the
author will focus the effort primarily on work with feedback management and digital

communication, as those were the main areas of author’s involvement.
In accordance with the selected objective, the author has identified the following tasks:

- Gain an understanding of the current state of BWL as one of the brands of MWC, identify
its strengths, challenges, limitations, and desired positioning.

- Conduct an audit of currently existing digital tools of communication used by BWL and
identify their performance and relevance.

- Conduct an audit of the feedback survey used at BWL and identify its convenience and
functionality in terms of feedback management.

- Build propositions for improvement and future use of examined digital communication

and feedback tools.

2. LITERATURE REVIEW

Despite this project being rather practical than theoretical, academic literature and other
informational sources have had a crucial importance in its development. The literature
researched and used in this thesis can be grouped around 3 main topics: 1) Madeira (it's
geographical context and region focused tourism studies), 2) Social media (their trends and
management); 3) Feedback management (creation of feedback survey, work with online

reviews, their growing importance and trends).

The topic of Madeira has been studied in order to better understand geographical context
for the observed company, which have contributed to creation of situational analysis used as
one of the methods of this work. The literature consulted includes a few found studies focused

on consumer behavior of tourists in Madeira (Abreu et al., 2019; Oliveira & Pereira, 2008),



economical context (Ribeiro, 2022), statistical information on tourism, covid and demography
published by Madeira Regional Statistics Department (DREM), as well as official Tourism

website of Madeira (Visit Madeira).

The topic of social media has been studied in order to facilitate audit of social media
platforms used by Blandy’s Wine Lodge and create a relevant list of recommendations regarding
BWL’'s communication in social media. The literature observed for this topic includes resent
studies of social media trends and consumer behavior (Dolan & Goodman, 2017; Casal6 Arifio
et al., 2019; Social Media Trends for 2022 and Beyond, n.d.) as well as a study that performed a
general literature review of digitalization of wine tourism experience (Zamarrefio Aramendia et
al., 2021).

The last and the widest topic has centered around feedback management, major part of
which have focused on eWOM phenomenon. Electronic Word-of-Mouth is defined by Hennig-
Thurau et al., (2004) as “any positive or negative statement made by potential, actual, or former
customers about a product or company, which is made available to a multitude of people and
institutions via the Internet.” Studies dedicated to eWOM (Gil et al., 2017; Gretzel, U., & Yoo, K.
H., 2008; Gruen et al., 2006; Jalilvand et al., 2011; Sparks & Bradley, 2017) have shown
growing importance of the phenomenon and contributed to defining a proposed strategy for BWL
in regards of dealing with online reviews and comments, made public on such platforms as

Google Business and TripAdvisor.

3. METHODOLOGY

Situation analyses

In order to develop relevant and realistic proposals for BWL communication strategies it
was first necessarily to study where the business stands today. For this purpose, situation
analysis was chosen as a method by the author. Situation analysis refers to a process of critical
evaluation of internal and external factors affecting a company, carried out with the aim to
identify current opportunities and challenges facing the company or its products (Lake, 2020).
Central to this methos is creation of a SWOT analysis. SWOT stands for internal strengths,
internal weaknesses, external opportunities, and external threats. Author conducts a swot

analysis of BWL based on open-source information, internal data, and private interviews with



MWC employees. The swot analysis becomes the basis for understanding of the current state at
Blandy’s Wine Lodge, in particular, identifies some of the weaknesses in communication

management, which author will be addressing in this project.

Digital audit

In order to evaluate the current state of BWL online presence it was imperative to
perform an audit of digital tools and platforms used by the lodge. This audit included 1)
evaluation of BWL website in terms of SEO (Search Engine Optimization), user friendliness,
visuals and information provide; 2) Social media in terms of their performance indicators and
published content; 3) Google Business and TripAdvisor pages in terms of their account and

feedback management.

This digital audit identified weak spots of online communication of the company and laid

ground for the ideas and proposals for the improvement.

Feedback survey audit

In addition to the audit of digital feedback tools such as Google Business and
TripAdvisor, author conducts an audit of an analog (paper) feedback survey, which currently
serves as the main feedback management tool at Blandy’s Wine Lodge. This questionary was
evaluated in accordance with the guide to survey creation, studied by our class during Marketing
course, held at Rovira i Virgili University. And considering personal experience of the author in
processing these feedback surveys, as well as the results of monthly reports on customer profile

and satisfaction, developed by the author during the internship.

4. DISCUSSION

4.1 Brands of the Madeira Wine Company

At the moment MWC represents 11 Madeira Wine quality brands, 5 Madeira Wine fighter
brands, 1 still wine brand (Atlantis) and 1 visitor center brand (Blandy’s Wine Lodge). After
external audit performed by a marketing consultant in 2019, it was decided that currently MWC
does not have enough human and financial resources to focus and manage such a variety of

brands. Hence, it was decided to gradually reduce the number and concentrate marketing efforts



on only 4 wine brands (apart from fighter brands): Blandy’s Madeira, Cossart Gordon, Miles and
Atlantis, with the Blandy’s Wine Lodge, as an enotourism visitor center, representing all 4 of

them.

Among all the wine brands owned by MWC, Blandy’s Madeira remains to be the core
one, however, MWC does not have an intent to unite all the brands under Blandy’s name or
promote the Madeira Wine Company as the major brand. The Madeira Wine Company here acts
as a parent company, hence there is no particular marketing effort directed on promoting MWC
itself. Today, each of the 5 brands that are currently in focus of the company (Blandy’s, Cossart
Gordon, Miles, Atlantis, Blandy’s Wine Lodge) already possess their own website, social media,
set of visuals and are expected to address different target markets, which a discussed in the

upcoming chapters.

Below follows a brief description of all 5 abovementioned brands, as well as elaboration

on desired brand identity and market segmentation for each.

Blandy’s Madeira

Blandy’s is the core brand of MWC. Being managed by the 7" generation of the same
family, Blandy’s is valued for its heritage, tradition and more than 200 years of expertise in
making Madeira Wine. The brand represents an extended portfolio of madeira wine with wide
price range, being accessible to customers of different tastes and budgets. Partially, the brand is
represented in supermarkets, however, Blandy’s should not be represented as a discount brand

and should never be seen as the cheapest Madeira wine in a store.

e Globally recognized Madeira wine brand, that embodies quality, authenticity,

Positioning: s . . . .

tradition and heritage, but not afraid of innovations.
Key visual: Classic, traditional. Colors: black, gold, white

Market segmentation

Geographic: Madeira, UK, USA, mainland Portugal, China, Canada, Japan, Belgium, Germany.
Demographic f/m, 40+, upper-middle class and growing wine-savvy younger market.
Psychographic Value quality, authenticity, heritage.

Traditionalists, loyal to established well-known brands, with a wide portfolio.
Behavioral Wine enthusiasts, passionate and knowledgeable about wines. Appreciate and

understand sophisticated wine information

Table 1: Brand identity and market segmentation of Blandy’s Madeira




Cossart Gordon

Originally established in 1745 Cossart Gordon brand represents the oldest company in
the Madeira Wine trade. Cossart Gordon is a highly distinguished fortified wine that occupies the
upper echelons of the branding segmentation of MWC together with Blandy's Madeira. However,

unlike Blandy’s that strives towards growth and expansion, Cossart Gordon strives more towards

exclusivity.
Positioning: Small, exclusive, high quality, specialty brand with limited stock.
Key visual: Reserved, classy. Parchment paper, leather.
Market segmentation
Geographic: USA, Madeira, Mainland Portugal, China.
Demographic f/m, 40+, upper-middle class.
Psychographic Value exclusivity, quality, rarity.
Behavioral Wine enthusiasts, image seekers.

Table 2: Brand identity and market segmentation of Cossart Gordon

Miles

Miles is a reference in Tinta Negra grape variety. All the wines of this brand are made
exclusively with Tinta Negra no matter the style or age. Using Tinta Negra, which is a cheaper
grape than the white varietals, allows the producer to put a lower price on the bottle. This brand
is looking to break away from the stereotypical image of Madeira wine, which (as many fortified
wines) is perceived as old people’ drink (Garcia et al., 2015). Miles, with its news attractive
design and message, is focused on on-trade, specifically in mixology. The brand is actively
promoted as the base part for Madeira wine cocktails, with more and more recipes being created
and promoted specifically for Miles. Besides, the brand is also actively represented off-trade with

competitive pricing.

e A trendy and approachable brand, that stands out of stereotypical Madeira wine
Positioning: . . o ) .
image. Possible to drink it in a new way: Cocktails.
Key visual: Colorful, vibrant, Instagramable.




Market segmentation

Geographic: Madeira, Mainland Portugal, USA, China, Germany, Poland, Japan, UK.
Demographic f/m, young, millennials.
Psychographic Hip, trendsetters, hedonist, frequent bar/club visitors

Madeira wine newcomers. Purchase without specific wine knowledge needed,

Behavioral ; . X .
mixology trend, consumed at social events: bars, clubs, parties.

Table 3: Brand identity and market segmentation of Miles

Atlantis

Atlantis is a brand of still wine (table wine) that was introduced by MWC in 1992 and
became the first non-fortified wine brand in Madeira Island. Nowadays the brand offers 4
products: Rose, White, White Reserva and Red that could be found both on and off trade.

Positioning: Best quality table wine produced in Madeira.

Key visual: Fresh, simple, elegant. Colors: white, grey.

Market segmentation

Geographic: Primary: Madeira (Tourists & Locals), Mainland Portugal. Secondary: UK, USA
Demographic f/m, 25-55, middle and upper-middle class.

Psychographic Value small local brands, enjoy island lifestyle, curious about volcanic wines.
Behavioral Mainland: Horeca, Madeira: Universal. Common repeat of purchase.

Table 4: Brand identity and market segmentation of Atlantis

Blandy’s Wine Lodge

Blandy’s Wine Lodge is an important brand and property for MWC as it acts both as a
renown enotourism center of the island and ageing facility for some of the company’s finest
wines. The Lodge is located in the very center of Madeira’s capital and has been the heart of the

family’s wine business for 7 generations.

Apart from being one of the oldest wine lodges on the island and carrying a remarkable

historical heritage, this building boasts special qualities that contributes to the winemaking
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process. The lodge is considered perfect for ageing Madeira wine, as the layout, shape and
structure of the building create a combination of unique temperature and humidity conditions in
each of the rooms, giving differing ageing profiles to the wines based on their location. Today,
this historical building is home to an extensive wine collection, a family museum and more than

650 barrels and vats of aging wines.

The lodge features several tasting rooms and shops, that offer a variety of wines
produced by the Madeira Wine Company, including Blandy’s, Cossart Gordon, Miles and Atlantis
brands, but with a clear focus on Blandy’s brand. The tasting offer is quite developed, and upon
payment, allows visitors to taste any wine that is available for purchase, including such rare
bottles as Bual 1920, as well as prearranged sets of 4-5 wines of horizontal or vertical

comparative tasting.

For the visitors curious to learn more about Madeira Wine and Blandy’s family, the lodge
offers several tour options: Lodge, Premium, Vintage or Private. The tours differ on their entry
price, duration, degree of information provided, and special rooms access. The tours run on
timetables defined by the company and are available in several languages: Portuguese, English,

German, French and Spanish.

Positionina: The #1 enotourism actor in Madeira.
g: Ambassador of the Madeira Wine Company brands.
Key visual: Classic, traditional, natural. Colors: black, gold, white, wood.
Market segmentation

Geographic: Tourists from UK, Germany, France, Mainland Portugal.
Demographic f/m, 50+, couples, families, medium+ to high income.
Psvchoarahic Value knowledge, comfort, service, traditions, interested in history and wine.

yehograp No specific wine knowledge needed, but desire to learn.
Behavioral A “must visit” while in Madeira. Returning in case of visiting the island again.

Table 5: Brand identity and market segmentation of Blandy's Wine Lodge

4.2 Situational analysis

The below presented SWOT analysis has been elaborated by the author mainly using

unstructured participant observation method, while being a part of Blandy’s Wine Lodge
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employee team. However, this outlook was also further enriched by author’s experience of

visiting the lodge as a “mystery customer” before the official start of the internship, private

interviews with employees of the lodge, internal documents, Madeira-focused literature review,

as well as previous SWOT elaborations conducted by the company in the past.

Strengths

Weaknesses

= Well-recognized brand with history and
tradition

= Central Location (accessible without car)

= Classified building

= Recently renovated and aesthetic space

= Know-How in Enotourism

= Developed tours/tastings offer

= Variety of languages spoken

Lack of digital thinking

No online booking and payment

CRM absence

Outdated website

Outdated and analog feedback system
Lack of attention to TripAdvisor, Google
Business tools

Abandoned/unmanaged social media
Excess Of Visitors = Overtourism

Opportunities

Threats

= Strong tourism market in Madeira (World's
Leading Island Destination)

= Stable customer pool = Travel agencies
and cruises

= No pronounced seasonality

= Madeira Wine - product unique to the
island

= Madeira Wine Festival, other local
festivals

= Few local competitors offering wine tours

Madeira promotion bureau is focused on
other beverages (e.g. poncha)

Lack of strategy on promoting Madeira Wine
sector

Strong dependence on tourism market (for
both the island and wine sector)

Market perception of fortified wines (old
people’s drink)

Island only accessible by sea/air (heavily
depend on weather and travel restrictions)
Growing competition from other wineries and
specialized shops

Public entities competing with private
companies

Table 6: SWOT analysis of Blandy's Wine Lodge

Identification of current weaknesses of BWL is imperative to this project, as those are the

main areas author will further address with the purpose to find ways for improvements and

eventually turn the weaknesses into strengths.




4.3 Digital audit

As Blandy’s Wine Lodge is a business that welcomes many visitors, especially the ones
coming from far, it is of crucial importance for the business to be present online, and offer easy-
to-find, relevant and honest information. As of today, BWL has its own website and is present on
such online platforms as Instagram, Facebook, Twitter, TripAdvisor and Google Business.
Following, is the digital audit of the abovementioned digital platforms and tools carried out with
the purpose of better understanding how digital communication of the company can be

improved.

4.3.1 Website

Website of BWL, located at the following address https://www.blandyswinelodge.com,

has been developed and currently managed by an external IT company. As part of the internship
author analyzed with the SEO software several websites of MWC and communicated the
insights to the responsible company. Following, is a short summary of the audit for the current
BWL website.

After a checkup of the website with the tool browseo (Annex 1), it was established that
the website is readable by the crawler. However, instead of a standard response code (200) the
check returned the 403 (Forbidden) response-code, which normally mean that the visitor is not
allowed to access the page. Even though the website seems to be accessible this result calls for
a checkup by the responsible company. The word count of the main page appears to be too little
(173 words) while many experts recommend at least 300. Besides, the page appeared to lack a
H1 headings, that are considered to be the most important headings for a webpage. In addition,
several pictures used on the page lacked a proper description, which could improve organic
SEO growth results.

Next, the website was checked with the SEO Site Checkup software (Annex 2), returning
good score of 78%. Among a number of found issues the following appeared to be the most
important: 1) absence of H1 headings 2) images loaded in an outdated format 3) Webpage is

using render blocking resources.
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Lastly, authored carried out a test to check if the website is easily accessible and
navigated from a mobile device (Annex 3), using Mobile-Friendly test software. The test came
out negative, stating that the website is not fully mobile friendly, due to the clickable elements
being situated too close and the content presented on the website being wider than the device

screen.

Completing the audit with the personal navigation experience, the author concludes that
at a first glance the design and visuals of the website look rather outdated and the navigation in
search for information does not appear to be intuitive. The information on wine of the month has
not been updated for more than a year, therefore bringing confusion to the visitors and putting
into question accuracy of other information presented on the website. The information about the
tours does not build a clear picture of the experience offered on the tours. The tasting tab does
not future all the tasting options offered at the Lodge. The events tab does not future any
upcoming events, even though the examination of the website was carried out prior to a big wine

event at BWL open for public (Night of Bacchus).

Nevertheless, the website still offers some relevant information to the visitors, such as
actual tour and tasting prices and contacts of the Lodge. However, the website does not give an
option of booking or paying the mentioned experiences online, forcing customers to call, email,
or come in advance by the lodge, to verify information and book a tour. Previously, the company
tried to incorporate an option of booking online that was based on filling a request form by
website visitors, which later needed to be considered by an employee of the lodge. Taking into
account big and growing customer flow at BWL, and a rather limited employee team, which is
not always available for answering all the incoming calls and emails, this system was proven to
be inefficient in providing quality service for the customers and was terminated, leaving website

without any method of booking.

To conclude, with the current number of issues and outdated design and information of
the website, as well as absence of booking and paying methods it was decided by the company,

to start a completely new website and structure it in a more modern and user-friendly way.

4.3.2 Social media

In order to analyze BWL social media performance, the author elaborated a simple social

media audit, using data in public access and two online audit tools — phlanx and socialinsider.
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The social media that came to the evaluation are Instagram, Facebook and Twitter pages of the
company. It is important to note that management of social media pages is outsourced to an

external company, hence was not included in the author’s responsibilities during the internship.

The audit took in consideration the following metrics 1) total number of followers of the
accounts; 2) number of posts published; 3) average engagement rate per post (represents the
average engagements of the posts divided by the number of followers and multiplied by 100); 4)
average reach per post (representing the estimated average number of the unique users, who
saw any of the account’s posts published in the selected period of time); 5) total posts reach,

representing the estimated total reach of all the posts published in the selected period of time.

The selected time range chosen for this analysis was the past 12 months (1%t May 2021 —
30" Apr 2022), which corresponds to the time when COVID restriction for travel and tourism

activities in Portugal started to get eased.

The audit revealed that among the 3 social media platforms used by the company,
Instagram represents the most active and engaging tool at the moment, with a good
engagement rate for the size of the account — 2.76%, highest audience reach among the 3
accounts, with more than 1300 followers, 94% of which were evaluated by phlanx algorithm as
real people. However, the platform with the highest number of followers and total number of
posts turned out to be Facebook. Facebook page of the company has started much earlier than
Instagram page, and hence attracted more followers since. Nevertheless, the Facebook page
represents very low average engagement rate (0.42%) and lower post reach than Instagram,

even though the content posted generally repeats the one of the Instagram page.

Unlike, Instagram or Facebook, twitter page did not return any numerous results for the
analysis, since the page has not been in use since 2016, has only 25 followers, and therefore

does not show any posting or interaction statistic in the past year.

Total followers Posts Average engagement rate Average reach per post Total posts reach
(12 months) (12 months) (12 months) (12 months)
Instagram 1.3K 85 2.76% 382 20k
Facebook 4.8K 95 0.42% 202 12k
Twitter 25 0

Table 7: Social media audit of Blandy's Wine Lodge
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By analyzing the content on the pages in question, we may notice inconsistencies in the
communication plan or absence of it. Some posts are only in Portuguese, while others are in
both Portuguese and English. Some of them start in Portuguese and then are dubbed in English,

and some are vice versa.

The frequency of posting sometimes reaches several posts per week, and sometimes
descends in less than once a week. The choice of topics for posts or their content does not
follow a certain logic or order, skipping important informational events, such as announcing wine
of the month or upcoming events of the lodge. Very little attention is given to videos (Instagram
page only features 2 reels and 9 IGTV videos), while short form videos were evaluated to be the
most engaging type of feed in social media content in 2022.

In particular case of Instagram, highlights are presented in random order, not in order of
importance. The link to the video in profile’s bio does not have public access. In addition, the
design of highlight symbols is not unified. The same hashtags are duplicated in each post, and
do not always correspond to the information of the post. Such hashtag management has a bad

effect on Instagram algorithms.

It is worth mentioning that BWL is also represented in YouTube to some extent, featuring
professional videos of the lodge and videos from the wine festival, however, the channel is titled
Blandy’s Madeira Wine, therefore it is not solely focused on BWL, hence was not considered in
the audit.

It is argued in a recent literature review article that a wine business should necessarily be
represented on main social platforms such as Instagram, Facebook and YouTube. The authors
elaborated a table based on the literature review detailing on benefits of these 3 platforms.
According to their findings, Instagram considered to be the best platform for attracting tourists
and building destination image, while Facebook was labeled as the weakest of the 3 in terms of
influence on visit intention. YouTube in its turn was represented as a useful platform for sharing
videos that also allows interaction through comments, likes and novelty feature of live chats.
However, it was noted by the authors that this platform represents the lowest level of user
involvement of the three analyzed and appears to be the least useful platform when it comes to

attracting customers. (Zamarrefio Aramendia et al., 2021)

Taking into account literature review and findings of the social media audit, author will
propose a new social media management plan for BWL, that will be discussed in a

corresponding part of the following chapter.

16



4.3.3 Google Business

Feedback is one of the essential tools of a business, as it ensures a two-way
communication between company and the customers. In this way, feedback can be considered
as a test that shows how successful the business has been in conveying its message to the
customers in the form that it was originally intended. Without a feedback system, communication

of a company would be incomplete and ineffective.

Apart from analog feedback system currently employed by the company which will be
discussed in detail in the upcoming paragraph, BWL is also represented on such digital
platforms as Google Business and TripAdvisor, where the business is subject to evaluation and

review feedback by the public.

Overview of Blandy’s Wine Lodge page at Google Business shows that the Lodge is
placed correctly on the map, features correct opening times, website and the reception phone
number. The Lodge is evaluated with a high score of 4.4 stars based on 578 reviews. Keeping
up a high score on the platform is of great importance for a company, since studies show that
57% of consumers will only consider a business if it is rated 4 stars or higher, while only 3%

would consider using a business with an average rating of two or fewer stars (Pitman, 2022).

Nowadays more consumers use Google to evaluate local businesses than ever before. In
2021, 81% did, in comparison to only 63% in the year before. This growing popularity of the
resource calls for business attention to manage this marketing and communication tool.
However, in case of BWL the page is not being managed by any employee of the company.
Therefore, MWC is currently unable to answers in timely manner to the question of visitors
asked through the platform, reply to customers’ reviews, or receive important monthly statistics,

such as Google Business Insights.

4.3.4 TripAdvisor

TripAdvisor is a leading user-generated content platform in the tourism sector, that is
visited by 463 million travelers each month (TripAdvisor, n.d.). A 2019 study revealed that four

out of five people say TripAdvisor makes them feel more confident in their booking decisions
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(TripAdvisor, 2019). And according to customer survey monthly reports at BWL, at least 7-10%
of visitors mention TripAdvisor as one of the sources through which they learn about the lodge.

As of today, the Blandy’s Wine Lodge page on TripAdvisor is labeled as a “Historic site”
and “Wineries and Vineyards”, has a ranking of 4.5 stars based on 3,457 reviews. The place is
ranked as the 24™ place out of 200 things to do in Funchal and also features correct information

about the business.

Same as with Google Business the tool of TripAdvisor has not been managed actively or
stable. Feedback left at both platforms is not studied and evaluated as a part of the feedback
system of the company. It was also found that a few of negative comments have been replied by
the business representative in a rather unprofessional way. While other comments rather
positive, negative or neutral were left without any attention. This type of inconsistency could
damage company’s reputation, offend customers or discourage potential customers from visiting
the lodge, as it is estimated that 89% of consumers read companies’ responses to online

reviews (Manis et al., 2020).

Several studies have explored the topic of online reviews, as an element of electronic
word of mouth. Electronic word-of-mouth (eWOM) refers to any positive or negative statement
made by potential, actual or former customers about a product or company that is available to a

variety of people and institutions over the Internet (Hennig-Thurau et al., 2004).

Such digital word of mouth platforms as TripAdvisor and Google Business enable simple
information sharing not only Customer to Business but also Customer to Customer, providing
alternative source of information for consumers and reducing company’s ability to influence
these consumers with traditional marketing channels (Jalilvand et al., 2011). It is estimated that
in 2021 77% of consumers always or regularly read online reviews when browsing for local
businesses, while 67% would consider leaving a review of positive experience, and 40% for a

negative one (Pitman, 2022).

According to 2008 study travel reviews are often perceived as more relevant, enjoyable,
and reliable information than content published by the suppliers of the tourism services
themselves (Gretzel & Yoo, 2008). While a study by Gruen et al. (2006) determined that online
word of mouth not only impacted customer perceptions of value of a company’s product but also

customer loyalty intentions.

To sum up, it is hard to overestimate the power of such eWOM platforms as TripAdvisor

and Google Business for a tourism establishment, as communication on them actively impacts
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decision-making process of customers and influences company’s image. In this way, it is of
crucial importance to include continuous management of these platforms in communication

strategy of the company, that will be discussed in father in this thesis.

4.4 Feedback survey audit

A big part of this internship work has been related to collection and evaluation of
customers’ feedback. Currently, in BWL feedback is collected by offering all the visitors that
completed a guided visit to fill in a paper questionnaire at the end of their tour. After that, the
collected data is manually exported into an excel file, which later is used to build a monthly
report representing customer profile and satisfaction which is available internally to all the
employees. Having experienced this process of studying, exporting and evaluating data of a
couple of thousands of questionnaires throughout the internship, and consulting advice laid out
by a survey composing guide, studied throughout the Marketing course (How to Write Good
Survey & Poll Questions, n.d.), author identified several issues and points for improvement for

this feedback survey, a template of which is attached as Annex 4.

1) Having the feedback system relaying heavily on physical paper forms brings up several
issues such as unsustainable single use of paper, difficulty to obtain information due to
hard-to-read handwriting, increased workload for the employee to digitalize each form
manually (30-50 forms a day)

2) The current form starts by asking personal and contact question to the respondent such
as “Name” and “Email” that are not necessarily for completion of the form (but optional in
case client wants to receive further information from MWC), however, that might
discourage customers that do not want to share these details from filling in the form at all.

3) The set of answer choices appear to be unbalanced, since out of 4 possible answers
(excellent, very good, good, poor), the first 3 have a positive connotation, rather than a
balanced set of positive and negative options or a neutral option. Such a set of answer
choices might become a source of bias.

4) The form is only available to the individual visitors which took part in guided tours,
thereby excluding other categories of visitors from giving their feedback, for example,
groups who visited the lodge with the external guide or visitors who had tasting without a

tour.
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5) A major part of questions of the form is focused on the experience of the guided tour,
leaving uncovered customer experience in different spaces of the lodge (several tasting
areas, souvenir shop, wine shop etc.)

6) The form is originally structured to be filled by one customer only. However, many
respondents choose to fill the form for their whole group (e.g., family or friends) resulting
in choosing multiple options in questions which were intended for one answer only (such
as gender, age category etc.)

7) Numerous respondents seem not to notice “please turn the page” sign on the bottom of
the page, resulting in them filling the form from one side only, leaving unanswered
several questions from the other side.

8) In questions 6 to 9 many respondents struggled with choosing an answer in between
“Yes” or “No” options, putting their tick in the middle of the two or skipping the question.

9) In terms of question #11 (how did you hear about us?), according to monthly reports for
the past 3 months, the answer “Others” was steadily the third most chosen option after
“Guide books” and “Word of mouth”. Such results call to assume that the answer options
offered in the questionnaire to the respondents are not relevant or not clear enough for
understanding. For example, numerous respondents chose the option “Other” and
detailed that they heard about BWL from friends or family, even though it was assumed
by the company that people who came from the Friends and Family source should
choose “Word of Mouth” option.

10) This survey is one of the few information sources coming directly from the consumers of
MWC wines. However, the questions asked in the form only evaluate the visitors as
enotourism customers rather than Madeira wine consumers, which is a loss of relevant

information for MWC Marketing department.

5. RESULTS AND PROPOSALS

5.1 Website

As it was concluded in the previous chapter, a decision was made in the company to
build a brand new website for Blandy’s Wine Lodge. With this request MWC approached one of
the local IT companies in Madeira. This company has proposed and presented to us a template

for a new website, which was yet empty of content.
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It was decided that author as a marketing intern could draw and propose to the IT
company desired visuals of the given website template together with directions for its updated
contents. Such format of work allows us to communicate more clearly our needs and expectation
about the new website, represent our ideas in visual format and hence, speed the process of the
creation of the new website. The screenshot of the current BWL website as well as the outline of
the new website elaborated by the author, are attached to this work as Annex 5 and 6

correspondingly.

The design of the new website proposes are more elegant, classy atmosphere and
follows established earlier key visuals of the BWL brand: black, white, golden, and wooden
colors set. In the new version of the website, it was decided to remove the left menu bar and
leave only the top bar with most important and relevant tabs, which is planned to move together
with scrolled page. The tab menu was restructured to present information to the visitors in the

most intuitive way.

The “Wine Lodge” tab will offer introduction of the lodge itself and the history of the place.
The tab “Visit us” will offer a menu with all the experiences offered at the lodge 1) Guided tours,
2) Tastings, 3) Wine Shop, 4) Accommodation, 5) Bistro and Wine Bar, with detailed information
on each. The tab of “Events” will offer a menu of 3 pages 1) Booking private event at BWL 2)
Upcoming events 3) Past events. For those who entered a website in search of a wine bottle
they tried on their visit to the lodge, the tab “Wines” will give a brief information on all the wine
brands of MWC represented in BWL (Blandy’s, Cossart Gordon, Miles, Atlantis) with the link to
the website of each brand illustrating their wine portfolio. And finally, the tab of “Contacts” will

accommodate Frequently Asked Questions info and contacts of the lodge.

Another novelty of the new website is the tab “Tickets”. It was communicated to the
outsourced company that incorporation of online booking and online payment system into the
website is of crucial importance for the company. Clearly, such an innovation will demand certain
financial investment and rise several new challenges, such as adaptation of a CRM software in
the company. Currently there is no CRM system used for BWL, and information about customers

requests and purchases is not systematically centralized anywhere.

Author believes that although costly and time-consuming at first, introduction of modern
booking system with online payment method that is automatically connected to a centralized
CRM of the company will be a big step forward for the company in offering a better customer

service and relieving a great part of tedious work from the employees.
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5.2 Social Media

After carrying out social media audit it was established that Instagram represents the
most promising tool of communication in social media for the company, as it represents highest

engagement rate and posts reach.

Considering limited resources directed to social media in the company, it would be
suggested to focus main efforts on developing and growing Instagram page. However,
considering that Facebook page represents a wider audience, especially the older age group
(that is an important target segment for BWL) it is still advised to cross-post same or similar

content to Facebook from Instagram.

As to the twitter page, relevance of preserving this account is doubtful. According to
Social Media Trends study, twitter is not one if the platforms consumers and brands intend to be
using in 2022. Therefore, as the page does not possess any important content and haven’t been
in use for several years, it is suggested that the account will be deleted (same as any public links
to that page), as not to add on extra marketing effort to the team and not to create bad image of
an abandoned brand page.

As identified by Dolan & Goodman (2017) most wine brands’ social media
communication tended to focus on either 1) promotion of specific experiences offered by the
brand, such as events, tastings, and facilities (experience orientation); 2) sale and promote
available brand products (sales orientation); 3) creation of a sense of community, relationships,
and trust among members (customer orientation). As BWL is first of all an enotourism brand,
where wine sales happen mainly on site, it seems more relevant for the business to adopt a
combination of experience orientation and customer orientation in its online communication
approach and perceive BWL'’s social channels first of all as a platform for brand communication

and building a loyal fan base community.
Following are a few notes for the improvement of BWL social media channels:

1) Update restricted video link in BIO (Instagram)

2) Update highlights to 1) put them in descending order of importance 2) unify design of
highlight symbols (Instagram)

3) Ensure availability of all information and posts in English. English version before
Portuguese one, as foreign visitors, especially British ones, constitute the vast majority of

BWL'’s customers (internal data)
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4) Diversify post content (proposed topics: wine of the month, special offers on holidays,
events, live broadcasting, etc.)

5) Follow a Cross-media and cross-posting strategy. Even though Instagram is considered
as a focus channel, other channels such as Facebook and YouTube could become

support channels for conveying the message.

Below is an example of cross-media editorial calendar elaborated by the author for the
month of May 2022. Different colors signal to 3 main themes of communication during that
month: 1) General content related to the lodge (Grey), 2) Content related to the Flower Festival,
happening during the month (Green) 3) Content related to the wine event hosted by the lodge -
Bacchus nights, happening in the beginning of June (Blue).

Post
date Type of content Post type Media Type
Mother’s Day Celebration. Introduction of a Instagram (cross-post to Facebook),
1 May special offer for the holiday. Post repost to stories
2 May Introduction of the new wine of the month Post Instagram (cross-post to Facebook)
Announcement of participation in the Flower
3 May festival 2022 Post Instagram (cross-post to Facebook)
IGTV
video,
Time laps video of preparing and decorating repostin
4 May Flower festival stand story Instagram (cross-post to Facebook)
4 May Teaser video from the past Flower festival Video YouTube
4 May Description of one of the tours Post Instagram (cross-post to Facebook)

Start of the festival. Short shots of decoration
of the lodge, Festival stand, people tasting Reels

5 May wine video Instagram
Tasting menu from the festival, happy our
6 May info Story Instagram (cross-post to Facebook)
8 May Post about an aspect of madeira wine aging Post Instagram (cross-post to Facebook)
Announcement of the Bacchus night event.  Reels
10 May Teaser video from the last event Video Instagram (cross-post to Facebook)
13 May Private experiences in the lodge Post Instagram (cross-post to Facebook)
14 May Live broadcast from the flower festival Live Instagram
Instagram (cross-post to Facebook),
16 May Start of ticket Sale for Bacchus Night event  Post repost to stories
Description of one of the tastings sets offered
18 May at the Lodge. Post Instagram (cross-post to Facebook)
Reminder of the opportunity to host private
20 May events in BWL spaces Post Instagram (cross-post to Facebook)
23 May Live broadcast from the Lodge Live Instagram
25 May Wine pairing suggestions for the 10 year old Post Instagram (cross-post to Facebook)
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range

26 May Last Weekend of the flower festival Post

27 May New souvenirs arrival Story

30 May Wrap up of the Flower Festival Video
Reminder of the Bacchus Night event.

31 May Announcement how many tickets left Story

Instagram (cross-post to Facebook)
Instagram (cross-post to Facebook)

YouTube (cross-post to Facebook
and Instagram)

Instagram (cross-post to Facebook)

Table 8: Editorial calendar for social media of Blandy's Wine Lodge

Apart from keeping a balanced communication among several topics, it is also expected

that posted content will have different functions, such us 1) educational (e.g. Post about an

aspect of madeira wine aging), 2) Informative (e.g. Introduction of the new wine of the month) 3)

Entertaining (e.g. Live broadcast from the Lodge), since it was studied by (Casalé Arifio et al.,

2019) that both perceived usefulness and enjoyment of Instagram posted content have positive

effect on customer’s intention to follow and recommend a brand’s official Instagram account.

5.3 Feedback management

Considering the issues and challenges of the feedback system of BWL identified by the

author in the previous chapter, several ideas and proposals to improve the feedback survey

were discussed inside the Marketing department of MWC, coming up with changes for the new

form:

1) First and foremost, it is of great importance to try and make the survey available online in

digital form. The decision was made to make an exact copy of the paper form available

online through a QR code, which will be placed on the paper form itself, giving the

customers an option of leaving their feedback in digital or in paper.

It is important to notice, that at this initial step of introducing digital surveys, the paper

version of it should still remain available. It is taken into account that the majority of the

customers of the BWL nowadays are people of the old age, who do not always feel

comfortable with new technologies, but at the same time enjoy leaving feedback.

It is planned that after the introduction of online booking of BWL experiences and

introduction of CRM software in the company, the online survey would be sent

automatically to the customer via email after completion of their booked experience.
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2)

3)

4)

5)

6)

Such personal questions as “Name” or “Email”, which used to open the survey, should be
moved towards the end of the survey and be visually linked to the question about
personal data authorization. In this way, even if respondents would not like to give this
personal information, he or she can complete the survey until the end.

In order to balance the set of answer choices in the main part of the questionary, the
Likert Scale of options has been transformed. With intent to minimize the bias and
influence of evaluative words (Excellent, Very good, Good, Poor), the new set of answer
choices is built on 1 to 5 scale, asking the respondent to just choose a number to
evaluate their experience, where 1 is the lowest and 5 is the highest. The “Yes or No”
guestions as well have been transformed to the same 5 number scale. It is expected that
the new scale will make a shift in the way customers evaluate their experience,
and will provide us with a better understanding of their needs. Also, the new scale will be
able to generate a specific average score for each question monthly (e.g., 4.6/5), instead
of a pie chart used now, making it easier to track any changes.

To make the form available for all the customers of BWL (and not only those who
completed a guided tour by an internal guide) the form was restructured in a way that any
customer of the lodge could evaluate their experience or evaluate a particular
room/service of the Lodge. The new form starts by asking to evaluate different areas of
the lodge, giving an opportunity to choose “n/a” (no answer) in case the customer didn’t
visit some of the areas. In the second part and the third part respectively, the customer
gets to choose and evaluate what kind of tour and tasting he/she did, if any. In such a
way, the form is available to any client of the lodge, even if they came there just to make
a purchase of a wine bottle or visit a souvenir shop.

Availability of the survey for any customer rise a question how to distribute the form to
anyone interested in leaving feedback. Appearance of the digital survey accessible
through a QR code that could be placed on any surface clearly makes this issue easier.
But nonetheless, it is only fair that any customer would have opportunity to leave
feedback rather digital or paperless. For this, author proposes to design and establish a
“feedback station” in several rooms, where customers could take a blank survey, leave
already filled form or scan a QR code to leave the feedback online.

A new question named “Group type” was added to the questionnaire, taking into
consideration previously discussed fact, that many respondents answer as a group rather
than as individual. The party with which customers visits BWL is a marketing sensitive

question, which will help us better understand the customer of BWL and better address
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7)

8)

9)

their needs. Asking such a question can, for example, help us see if there’s any
correlation in between group type of a customer (solo, couple, friends and family, travel
agency group) in his/her level of satisfaction with experiences offered at BWL.

To address the issue that many respondents forget to turn the page, and leave their
feedback incomplete, it was proposed to enlarge and color in red the arrow that signals
for turning the page.

In order to use the survey also as a source of marketing relevant question a new
guestion asking to evaluate likeliness of buying Madeira wine back at home was
introduced. Such a question will help as evaluate for the first time how likely the visitors
of BWL are to become consumers, and hopefully promoter of Madeira wines after they
visit.

It is also thought that those respondents who reply to this question positively and agreed
to receive further information from MWC, could receive newsletters from the company,
notifying of availability of new wines in their country.

To address the issues of the question #11 (How did you hear about us?) it was decided
to add or change a few answer options and visually reshape the question to make it more
intuitive to answer. Such options, as “Family and Friends”, “Previous visit’, and “Internet
search”, “Blogs” have been added due to their common mention in the category of
“Others” in previous months. “Social media” category replaced the “Facebook” category,
since as it was discussed in previous chapter BWL is present on several social media
platforms, apart from Facebook. However, it was taken into account that people can also
find out about the BWL from the third-party social media accounts (e.g visit madeira,
travel bloggers etc.). For this reason, social media question is detailed in 3 options 1) our

social media 2) influencers 3) others.

10) As in Blandy’s Wine Lodge monthly feedback reports are one of the most important

sources of customer opinion and satisfaction, it was proposed to use survey to try and
solve a commonly discussed dispute — maximum number of people in a tour group. Due
to the fact that BWL is a well-recognized place, commonly listed as a “must visit” in
Madeira, it is common that number of people wishing to visit the lodge and have a tour is
higher than the spots BWL can ensure. As of today, the maximum number of people in
the group is established at 20 people. However, it has been an established topic of
customers complaints that their experience was too crowded or noizy.

In this way, it was proposed to use one of the questions dedicated to the tours to ask

customers how they would evaluate the size of their tour group. As a part of the same
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guestion, it as asked to mention how many people there were in their group (this part can
be prefilled by the staff of BWL before handing out the forms). By evaluating two parts of
this question MWC will be able to get an average customer satisfaction score for the
groups of each size and will be able to make an informed decision if maximum number of

people in the group should be reviewed.

After discussing all of the ideas and proposals inside the marketing department several
trial templates have been developed, each followed by a new more updated one until a
consensus was reached and the new questionnaire got approved by the heads of concerned
departments of MWC. Next the form has been translated in languages used in BWL by an
external agency and put in print in small trial quantity. This new survey (Annex 7) is coming into

use starting from July 2022.

Even though the updated feedback survey is expected to bring better results in terms of
communication with BWL customers and understanding of their needs and satisfaction, it is
undoubtful that management of secondary feedback tools, such as Google Business and

TripAdvisor cannot be neglected and put out of consideration when studying customer feedback.

Relevance of management of online reputation on eWOM platforms, such as TripAdvisor
was discussed in 2017 study by Gil et al. The authors concluded that good reputational
management online 1) generates adequate feedback and a constant dialogue with the
consumer, which forces companies to be more willing to listen to consumers and to favor the
accessibility of users to the information they demand; 2) promotes the unity of the brand and
internal marketing, 3) provides company with a better knowledge of the tastes of the clients, as
well as their behavior. (Gil et al., 2017)

For this reason, author proposes that at least basic indicators such as number of reviews
and average score per month from these platforms would be added as a section in monthly
reports of customer behavior and satisfaction. Along with that it is proposed to collect and
integrate the reviews with comments from these platforms into report’s section of open

comments collected through feedback survey.

It is of great importance for the company to make sure that all of the reviews left at these
public pages a processed by a representative and given appropriate reply when needed. It was
studied, that 89% of consumers are “highly” or “fairly” likely to use a business that responds to
all its online reviews, while 57% were 'not very' or 'not at all' likely to use a business that doesn't

respond to reviews at all (Pitman, 2022).
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However, taking into consideration, that currently there is no permanent employee in
MWC in charge of digital communication and that BWL pages on both platforms receive
numerous reviews, it would be irrational to suggest that the company should reply to each

review received on these platforms.

Instead, author proposes that the company adopts a strategy where a reply is provided to

the reviews falling into one of the following categories:

1) Negative reviews
2) Reviews with fake, false or misleading information

3) Reviews in which a specific issue or question was addressed to the company

It is of crucial importance to address all the negative reviews in order to reduce their
damaging effect. Negative online reviews influence customers’ purchasing behavior and can
lead some of them to avoid negatively reviewed businesses entirely (Manis et al., 2020).
Response to a negative review should be organized and follow a complaint management

strategy.

According to “triple A” typology proposed by Sparks and Bradley (2017), effective
response to a negative review online should be based on 1) acknowledgement of the
dissatisfying event 2) account or explanation for its occurrence 3) reference to an action taken to
improve the situation. It is also important that the reaction to negative reviews happens fast so
that a manager’s response is visible to future reviewers, illustrating that the company is

dedicated to solving customer complaints.

In case of a fake or fraudulent review, author proposes to adopt a “triple D” typology
following steps proposed in a professional guide (How To Effectively Respond To Negative And
Fake Reviews, 2020): 1) Draw attention to the false accusations or incorrect information, 2)
Discuss the matter with specific facts and details 3) If appropriate, delete the fraudulent review

by reporting it to the platform or by asking customer to remove it.

In case of the review falling into the third category, it is expected that employee in charge
would provide in due time information or answer to a question requested by the customer. In
case if the request cannot be fulfilled or should be addressed to another entity — inform customer

about the situation or refer to a competent entity.
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6. CONCLUSION

Communication is a fundamental element of a business strategy as it has an invaluable
impact on business performance. Effective communication helps companies develop
understanding and trust with their clients, set clear expectations and clearly articulate their ideas,

offer and vision.

The Covid-19 pandemic has brought about a dramatic change in how people
communicate in between each other and with businesses. These new circumstances made
digital communication a new inevitable reality and a necessity, to which businesses should react

and adapt with an up-to-date communication strategy.

The Madeira Wine Company, even though is an established business, does not have yet
a comprehensive digital communication strategy. A great variety of brands with separate
communication trajectories and limited human resources, add on to the difficulty of developing
one. This project has served as a contribution to this issue, by developing a set of propositions

for communication strategy of Blandy’s Wine Lodge — enotourism center of MWC.

The author carried out a situational analysis and identified several weaknesses of
Blandy’s Wine Lodge in terms of communication, which have centered around 2 main topics —
digital tools and platforms (website, social media, electronic Word-of-Mouth platforms) and

feedback management (feedback survey and electronic Word-of-Mouth platforms).

After audit of the above-mentioned tools and platforms author identifies a list of issues
and potential areas of improvements. Audit of the current website, revealed several limitations to
its productive performance, resulting in a decision of replacing it with a brand-new website.
Examination of social media showed that among three currently used platforms, Instagram
shows highest potential, however, could be improved in terms of its management, activity, and
variety of content. Audit of performance on TripAdvisor and Google Business established that
the contact information provided on these public platforms is correct and that the business
pages enjoy stable attention from the customers in form of reviews. However, since these
platforms are not being managed by the business on an ongoing basis, communication with
customers through these channels is being neglected, that according to several studies can
badly affect company’s online reputation. Analysis of the feedback survey have resulted in a list

of propositions for improvements of survey content, structure and digitalization of the form.
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Upon completion of the audit, author develops several proposals for improvements of
identified issues. Author builds an outline for a new website, that will serve as a guidance in
terms of content and visuals for the IT company in charge. Further, the changes to social media
management are proposed, including an example of an editorial calendar. For eWOM platforms,
author suggests including these feedback channels into feedback management system of the
company and proposes a framework for working with online reviews. Finally, a new feedback
form was developed in order to replace the current survey, including its digital version. The new
guestionnaire focused on asking more essential questions, got an improved and more precise
scale of answer choices, optimized the part of personal data collection, as well as introduced a

few marketing valuable questions for MWC rather than only wine tourism centered questions.

As several of the built propositions already coming in use (new feedback survey) or being
in the process of development (new website), author hopes that the conducted work will serve its
purpose and contribute into creation of comprehensive digital communication strategy in the

Madeira Wine Company.

30



ACKNOWLEDGEMENTS

| would like to express my gratitude to all the people who made WINTOUR program
happen. For giving an opportunity to enter and become a part of the wine world, which seemed
SO unattainable to me just two years ago. | did not hesitate or regretted a second of changing my

career path and becoming a part of WINTOUR family.

Next, is a huge thanks to the whole team of the Madeira Wine Company, which has
welcomed me very warmly, provided the environment for practice of professional skills and
continuous learning, kept me busy and entertained with a variety of interesting and exciting
tasks, and always had my back even in difficult and uncertain times.

Lastly, is a shout out to all the WINTOUR 5 people, who have supported each other
during this last semester, exchanged information, helped finding resources and even internships
themselves. People who made it through two years of studying with masks on, video classes,
travel restrictions, canceled plans and still a whole lot of uncertainty ahead. Indeed, it was a

rough ride, but today | feel sedimental.



BIBLIOGRAPHY

Abreu, C., Gongalves, A., Jesus, A., Rodrigues, B., Santos, J., Teives, M., & Garcias, J. (2019).
Madeira Wine Contributions for Madeira Island Sustainable Tourism. Journal of Spatial and
Organizational Dynamics, 7(4), 339-350.

Blandy’s Wine Lodge (@blandyswinelodge). (n.d.). Home [Facebook page]. Facebook.
Retrieved May 18, 2022, from https://www.facebook.com/BlandysWineLodge/

Blandy’s Wine Lodge (@blandyswinelodge). (n.d.). Posts [Instagram profile]. Instagram.
Retrieved May 18, 2022, from https://www.instagram.com/blandyswinelodge/?hl=en

Blandy’s Wine Lodge (@blandywinelodge). (n.d.). Tweets [Twitter profile]. Twitter. Retrieved
May 18, 2022, from https://twitter.com/blandywinelodge

Blandy’s. (n.d.). About Us. History. Retrieved May 18, 2022, from
https://www.blandys.com/en/about-us/history/

Blandy's  Wine Lodge. (n.d.). Home. Retrieved May 18, 2022, from
https://www.blandyswinelodge.com/

Casalo, L. V., Flavian, C., & Ibafiez-Sanchez, S. (2017). Antecedents of consumer intention to
follow and recommend an Instagram account. Online Information Review, 41(7), 1046—1063.
https://doi.org/10.1108/0OIR-09-2016-0253

Dolan, R., & Goodman, S. (2017). Succeeding on social media: Exploring communication
strategies for wine marketing. Journal of Hospitality and Tourism Management, 33, 23-30.
https://doi.org/10.1016/j.jhtm.2017.09.001

DREM. (2020a). Estatisticas Correntes do Turismo: Andlise dos Principais Resultados
Definitivos. Ano de 2019. Funchal: Dire¢do Regional de Estatistica da Madeira.

DREM. (2020b). Estatisticas Demograficas da RAM 2019. Funchal: Direcdo Regional de
Estatistica da Madeira.

DREM. (2021). Impacto da Pandemia Covid-19 na Regidao Autbnoma da Madeira. Funchal:
Direcao Regional de Estatistica da Madeira.

Garcia, L. N., Bartual, C. E., & Pérez, P. R. (2015). The influence of training in buying behaviour
and willingness to pay for wines. The case of the fortified wines of the Montilla-Moriles PDO. BIO
Web of Conferences, 5, 03012. https://doi.org/10.1051/bioconf/20150503012

Gil, A. R., Barandalla, I. C. J., & Idoeta, C. M. (2017). Reputacién corporativa online en la
hoteleria: El caso TripAdvisor. ESIC Market, 48(158), Article 158.
https://doi.org/10.7200/esicm.158.0483.4€

Gretzel, U., & Yoo, K. H. (2008). Use and Impact of Online Travel Reviews. In P. O’Connor, W.
Hopken, & U. Gretzel (Eds.), Information and Communication Technologies in Tourism 2008
(pp. 35-46). Springer. https://doi.org/10.1007/978-3-211-77280-5 4

Gruen, T. W., Osmonbekov, T., & Czaplewski, A. J. (2006). eWOM: The impact of customer-to-
customer online know-how exchange on customer value and loyalty. Journal of Business
Research, 59(4), 449-456. https://doi.org/10.1016/].jbusres.2005.10.004

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-of-
mouth via consumer-opinion platforms: What motivates consumers to articulate themselves on
the Internet? Journal of Interactive Marketing, 18(1), 38-52. https://doi.org/10.1002/dir.10073



https://www.facebook.com/BlandysWineLodge/
https://www.instagram.com/blandyswinelodge/?hl=en
https://twitter.com/blandywinelodge
https://www.blandys.com/en/about-us/history/
https://www.blandyswinelodge.com/
https://doi.org/10.1108/OIR-09-2016-0253
https://doi.org/10.1016/j.jhtm.2017.09.001
https://doi.org/10.1051/bioconf/20150503012
https://doi.org/10.7200/esicm.158.0483.4e
https://doi.org/10.1007/978-3-211-77280-5_4
https://doi.org/10.1016/j.jbusres.2005.10.004
https://doi.org/10.1002/dir.10073

How To Effectively Respond To Negative And Fake Reviews. (2020). Retrieved May 15, 2022,
from https://www.marketburst.net/how-to-effectively-respond-to-negative-and-fake-reviews/

How to write good survey & poll questions. (n.d.). SurveyMonkey. Retrieved May 15, 2022, from
https://www.surveymonkey.com/mp/writing-survey-questions/

INE - Plataforma de divulgagdo dos Censos 2021 — Resultados Provisorios. (n.d.). Retrieved
June 10, 2022, from https://censos.ine.pt/scripts/db censos 2021.html

Jalilvand, M. R., Esfahani, S. S., & Samiei, N. (2011). Electronic word-of-mouth: Challenges and
opportunities. Procedia Computer Science, 3, 42-46.
https://doi.org/10.1016/j.procs.2010.12.008

Lake, L. (2020). The Purpose and Elements of Situation Analysis. The Balance Small Business.
https://www.thebalancesmb.com/purpose-andelements-of-a-situational-analysis-2295754

Madeira Wine Company. (n.d.). About Us. History of the Madeira Wine Company. Retrieved May
18, 2022, from https://www.madeirawinecompany.com/about-us/the-history.html

Manis, D. K. T., Wang, D. Y., & Chaudhry, D. A. (2020). 5 Principles for Responding to
Customer Reviews. Harvard Business Review. https://hbr.org/2020/05/5-principles-for-
responding-to-customer-reviews

Oliveira, P., & Pereira, P. T. (2008). Who Values What in a Tourism Destination? The Case of
Madeira Island. Tourism Economics, 14(2), 155-168.
https://doi.org/10.5367/000000008783554758

Pitman, J. (2022). Local Consumer Review Survey 2022. Bright Local.
https://www.brightlocal.com/research/local-consumer-review-survey/

Ribeiro, J. (2022). A pressao dos precos no imobilidrio da ilha da Madeira. O Jornal Econémico.
https://jornaleconomico.pt/noticias/a-pressao-dos-precos-no-imobiliario-da-ilha-da-madeira-
893683

Social Media Trends for 2022 and Beyond. (n.d.). Sprout Social. Retrieved June 8, 2022, from
https://sproutsocial.com/insights/index/

Sparks, B. A., & Bradley, G. L. (2017). A “Triple A” Typology of Responding to Negative
Consumer-Generated Online Reviews. Journal of Hospitality & Tourism Research, 41(6), 719—
745. https://doi.org/10.1177/1096348014538052

Tripadvisor. (2019). Online Reviews Remain a Trusted Source of Information When Booking
Trips, Reveals New Research. Retrieved May 10, 2022, from
https://tripadvisor.mediaroom.com/2019-07-16-Online-Reviews-Remain-a-Trusted-Source-of-
Information-When-Booking-Trips-Reveals-New-Research

Tripadvisor. (n.d.). Investor Relations. Retrieved May 10, 2022, from http://ir.tripadvisor.com/

Visit Madeira. (n.d.). Madeira voted the best Island Destination in Europe. Retrieved May 10,
2022, from https://www.visitmadeira.com/en-gb/madeira/acknowledgments/madeira-voted-the-
best-island-destination-in-europe

Zamarrefio Aramendia, G., Cruz Ruiz, E., & Nieto, C. (2021). Digitalisation of Wine Tourism
Experience: A literature review and practical applications. Doxa Comunicacion Revista
Interdisciplinar de Estudios de Comunicacion y Ciencias Sociales, 33, 257-283.
https://doi.org/10.31921/doxacom.n33a930



https://www.surveymonkey.com/mp/writing-survey-questions/
https://censos.ine.pt/scripts/db_censos_2021.html
https://doi.org/10.1016/j.procs.2010.12.008
https://www.thebalancesmb.com/purpose-andelements-of-a-situational-analysis-2295754
https://www.madeirawinecompany.com/about-us/the-history.html
https://hbr.org/2020/05/5-principles-for-responding-to-customer-reviews
https://hbr.org/2020/05/5-principles-for-responding-to-customer-reviews
https://doi.org/10.5367/000000008783554758
https://www.brightlocal.com/research/local-consumer-review-survey/
https://jornaleconomico.pt/noticias/a-pressao-dos-precos-no-imobiliario-da-ilha-da-madeira-893683
https://jornaleconomico.pt/noticias/a-pressao-dos-precos-no-imobiliario-da-ilha-da-madeira-893683
https://sproutsocial.com/insights/index/
https://doi.org/10.1177/1096348014538052
https://tripadvisor.mediaroom.com/2019-07-16-Online-Reviews-Remain-a-Trusted-Source-of-Information-When-Booking-Trips-Reveals-New-Research
https://tripadvisor.mediaroom.com/2019-07-16-Online-Reviews-Remain-a-Trusted-Source-of-Information-When-Booking-Trips-Reveals-New-Research
http://ir.tripadvisor.com/
https://www.visitmadeira.com/en-gb/madeira/acknowledgments/madeira-voted-the-best-island-destination-in-europe
https://www.visitmadeira.com/en-gb/madeira/acknowledgments/madeira-voted-the-best-island-destination-in-europe
https://doi.org/10.31921/doxacom.n33a930

ANNEXES

Al. BWL’s website check-up with Browseo software

Response [}
Response-Code 403 (Forbidden)

Text Information 0
Words 173

Internal Links 27

External Links 19

Nofollow Links 0

Head o

Microdata : v
RDFa

title: Blandy's Wine Lodge - Madeira Island - Welcome

(46 Characters)
i width=device-width, initial-scale=1.0, maximum-scale=1.0, user-
viewport scalable=0

Located in the centre of Funchal, Blandy's Wine Lodge gives
visitors to Madeira Island an opportunity to experience Madeira

description Wine in the making
(142 Characters)
generator Navega Bem - Web Design - Portugal
robots max-snippet:-1, max-image-preview:large, max-video-preview:-1

A2. BWL'’s website check-up with SEO check-up software

13 Failed
SEO Score [
78/100 3 Warnings
51Passed

~ Improve your score!

Issues to fix
Last found on May 30 2022, 04:13 PM

HIGH | 2 Your webpage does not contain any H1 headings. H1 headings help indicate the important topics of your page to search
engines. While less important than good meta-titles and descriptions, Hl headings may still help define the topic of your
page to search engines.

HIGH | » https://www.blandyswinelodge.com and https://blandyswinelodge.com should resolve to the same URL, but currently do
not.

HIGH | 2 This webpage is using render blocking resources! Eliminating render-blocking resources can help your page load significantly
faster and improve the website experience for your visitors.

HIGH | 2 This webpage is not serving images in a modern format. Image formats like JPEG 2000 , JPEG XR , and WebP often provide
better compression than PNG or JPEG, which means faster downloads and less data consumption.




A3. BWL’s website check-up with Mobile-Friendly Test software

o Page is not mobile friendly
This

s page can be difficult to use on a mobile device. Learn more

VIEW TESTED PAGE

Crawl

° Crawled successfully on 30 May 2022, 15:28:33 v

Issues
@ Clickable elements too close together

© content wider than screen

A4. Feedback survey currently used at BWL

Name:
Age: 1829 [] 30-40 [] 41-50[] 51-60[] +61[]
%LANDY:S- Gender : Female [] Male [] Nationality:
MADEIRA Email Address:

Is this your first visit to Blandy’s Wine Lodge?
WINE LODGE Yes[] No [
When did you last visit?

1. The welcome you received from our staff today:

Poor ] Good [ Very Good (] Excellent (]
2. Spaces at Blandy’s Wine Lodge:
Poor [] Good [ Very Good [ Excellent [J
3. Wine tastings:
Poor [] Good [] Very Good [ Excellent []
4. Presentation of our wines and products:
Poor [] Good [] Very Good [] Excellent []
5. If you carried out a tour today, what did you think of the information given by our guide?
Poor [] Good [] Very Good [] Excellent []
YOUR FEEDBACK 6. Is the information provided/shown enough?
Yes [] No[]
ISVERY 7. In your opinion is the tour worth the price ?
IMPORTANTTO US! [ No[J

Please, turn the page
—_—

—

(Front)



8.Does the duration of tour meet your expectations?

Yes [ No [
9. Would you recommend our tours to friends and family?
Yes [] No [

10. Any further comments:

11. How did you hear about us?

Facebook (] Tripadvisor [] Our website [] Word of mouth [] Passed by our door []
Advertising [] Where?

Guide books (] Which?

Hotel (] Which?

Others []

I herehy authorise my details to be processed electronically and to receive further information from Madeira Wine Company [_|

Date: __/_/. Signature:

RS —

9]

Thank you for your visit and we hope to see you again! tripadvisor
THANEK YOU!

Blandy’
Tel,: 291 228 978 Email: pubrel@madeir

B |

(Back)

ne Lodge - Avanida Arriaga 28, 9000-064 Funcha
inecompany.com | vww.blandyswinelodge.com | facebook comBlandysWinelodge

A5. Current website of BWL

Tustings |  WineShop 1811 Bistro & Wine Bar | Contac pr

LANDY: Wine Lodge
P MADEIRA )

WINE LODGE

OUR TOURS ®
nowrorous [¥]

UPCOMING EVENTS QQ

FAQS

Wine Lodge Tours Book your Stay with us! Sign up for our Newsletter
Be responsible and drink with moderation. Visit Blandy's Wine Lodge will give you the opportunity to Book your stay at our exclusive Self Catering Holiday Sign up for our newsletter to recieve the latest news and
explore 200 years of Madera vine isory. Apartments The Wins Lodges' eventsfom Blancy’s Wine Locge. Cick Here o see past
WINEinMODERATION newsletters.

¢ Do &

madeira
Data Prosecion & Privacy Polcy | Contact | Complaiots Book




A6. Outline of a new website for BWL, elaborated by the author

AR \ N

dy's Wine EOfSE

TOURS TASTINGS

TR i ™ L o
PORTUGAL ,{ .Z}J“ o ' 'A -
maaeira

Czwacts | PAQ | Complem foct




A7. Updated feedback survey for BWL

C yi Group type: Solo (1 Couple I Family & Friends (0 Travel agency O

Age: 18200 21300 31400 41500 51400 6140 Gender: female J Male O

$LANDY:9

MADEIRA PLEASE EVALUATE YOUR EXPERIENCE ON THE SCALE FROM 1 (VERY BAD) TO 5 (VERY GOOD)
Please evaluate your experience on the following spaces:
nfa 1 2 3 4 5
Reception ] O ] O O O
WINE LODGE Main tasting room - Max Romer O O O O O O
Vintage tasting room O O O O O O
Souvenir shop O O O O O O
Alojade Vinho (Wine shop) O O O O O O
Have you done a guided tour today? Which one? lodge [0  Premium [0 Vintage [0 n/a 0
Guide name: 1 2 3 4 5
Infarmation provided by the guide O O O O O
Duration of the tour O O O O O
Size of the tourgroup <100 10150 15200 =200 O O O O O
Price of the tour O O O O O
The tour in general O O O O O
Have you done a tasting today? Which one?  Onthetour [ From the counter O Tutored tasting 0 n/a O

1 2 3 4 5
Service [} O | ] |
YOUR FEEDBACK Information about the wines provided by the staff O O O O O
IS VERY Information about the wines available in the room O O O O O
IMPORTANT TO US! The tasting experience in general O O O O O
(Front)
PLEASE EVALUATE THE POSSIBILITY OF: 1 (EXTREMELY UNLIKELY ) TO 5 (EXTREMELY LIKELY)
1 2 3 4 5
Buying Madeira wine in your home country? O O O | |
Recommending a visit of Blandy's Wine Lodge to friends and family? O O O O O

Please, help us to improve

How did you hear about us?

O Previous visit O Internet search Where?

O word of mouth O Advertising Where?

O TripAdvisor O Guidebook/Blogs Which one?
[0 Ourwebsite [0 Hotel Whichane?

[ Passed by ourdoor [ Social Media - our O Influencers 0 Other O

[ Family and friends [0 Other Which one?

Would you like to stay in touch and receive further information from Madeira Wine Company?
O Yes [ No

|

| hereby authorize my details to be processed electronically and agree to receive further information from Madeira Wine Company

Name: Email:
Date: _/__/_______ Signature: FOLLOW US
) o)
THANK You! — tripadvisor

@ELANDYSWINELODGE

(Back)



