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Abstract 

Spending money at locally-owned businesses can create a multiplier effect in 

communities. For every $100 spent at a retail chain, there is a $14 return to the community; for 

every $100 spent at a locally owned business, there is a $45 return (Ligos, 2017). When local 

businesses in the community prosper, the local economy reaps the benefits.   

No single small business is representative of all small businesses because business goals 

and operations vary greatly depending on the industry.  For this study, locally-owned coffee 

shops (Emy J’s, Ruby Coffee Roasters and Zest) in Stevens Point, Wisconsin will be the focus. 

The local coffee shops mentioned above, like many independent businesses, face challenges: 50 

to 74% of coffee shops fail within the first five years (Lindenberg, 2018). Small budgets, an 

inability to effectively engage on social media, and competition from well-known coffee chains 

like Starbucks are just a handful of the threats to locally-owned coffee shops (Lepkowska-White 

& Parsons 2019).    

Using Facebook and Instagram to engage with customers could give local coffee shops a 

competitive edge and help combat some of the threats they face (Dholakia & Durham, 2010). 

Unfortunately, many coffee shop owners and managers, like most small business owners, do not 

have the proper budget or skill set to reach their full potential on Facebook and Instagram. In 

fact, social media marketing efforts by small businesses have been characterized as informal, 

unstructured, spontaneous and reactive (Reijonen, 2010). Despite this, there is room for locally-

owned small businesses to compete with larger organizations using social media (He, Wang, 

Chen, & Zha, 2017). Using a social media audit, this project will give insight into what type of 

content garners high engagement for local coffee shops.  The results of this study will be a set of 
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recommendations for locally-owned coffee shops to enhance their social media presence and 

competitiveness.  

Review of Literature  

While research has been done regarding effective social media use, it is important to 

recognize that small businesses will use social media platforms differently than large 

organizations that can afford to allocate financial resources specifically to marketing efforts. 

Through the lens of media richness theory, this literature review will explore social engagement 

and content on social media platforms. 

Media Richness Theory  

Media richness theory was developed in the mid‐1980s by organizational scholars Daft 

and Lengel (Daft & Lengel, 1986) in the business management field (Ishii, Lyons, & Carr, 

2019).  The theory has grown and evolved as communication media has grown and evolved. 

Media richness theory is based on the assumption that the goal of any communication is the 

resolution of ambiguity and the reduction of uncertainty. It states that media differ in the degree 

of richness they possess—that is, the amount of information they allow to be transmitted in a 

given time interval; some media are more effective than others in resolving ambiguity and 

uncertainty (Kaplan & Haenlein, 2010).  For example, a phone call cannot provide visual 

nonverbal communication cues, which makes it a less rich communication media than video 

conferencing which allows the transmission of gestures and body language. Media richness 

theory explains that richer communication media are generally more effective for 

communicating when compared to less rich media.  

Social media platforms can leave a communication gap between page owners and online 

viewers (Retumetse, 2017). Communication exchanges that are complicated or fail to address 

https://en.wikipedia.org/wiki/Social_cue
https://en.wikipedia.org/wiki/Social_cue
https://en.wikipedia.org/wiki/Gesture
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divergent perspectives are perceived as low in media richness (Daft & Lengel, 1986). Media 

richness theory has been referenced in a variety of social media marketing studies (Retumeste, 

2017; Shen & Bissell, 2013; Voorveld, van Noort, Muntinga, & Bronner, 2018). When media 

richness theory is applied to the context of social media, the richness of the medium is based on 

the degree of social presence and engagement its content allows (Kaplan & Haenlein, 2010). In 

this study, I will be using media richness theory to evaluate the content created by locally-owned 

coffee shops on their social media platforms.  

Coffee and Coffee Shops in the United States       

 Coffee and coffee shops have played an important part in American history. In the late 

1700’s drinking coffee became a way for nation leaders to protest Britain and ultimately became 

the preferred drink over tea. Coffeehouses (as they were called in that time) were popular in the 

business community (Paajanen, 2019).  In fact, one of the first times the Declaration of 

Independence was read aloud to the public was at a coffeehouse (Parker, & Austin, 2011).  

In 1864 the Arbuckle brothers began selling paper bags of pre-roasted coffee to the 

cowboys of the American West. Not long after that, James Folger followed suit and began 

selling coffee to the gold miners of California. This paved the way for several large coffee 

producers, including Maxwell House and Hills Brothers. In the 1960s, an interest in specialty 

coffee started to grow, inspiring the opening of the first Starbucks in Seattle in 1971 (Avery, 

2013).  

Today, even with the rise of at-home brewing systems in American households (Rizea, 

Sarbu, & Condrea, 2014) more coffee shops are opening every year in the United States. In total, 

there are approximately 35,616 coffee shops in the U.S., representing a market value of $45.4 

billion (Brown, 2018). With coffee consumption in the U.S. at an all-time high, it is not 
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surprising that the industry is experiencing growth. A recent survey found that 83 percent of 

Americans drink coffee, and of those respondents, 36 percent said they bought coffee from an 

outside location the previous day (Sherman, 2019).  

Today, coffee shops are more than just a place to grab a cup of coffee: they are gathering 

spaces to catch up with old friends, meeting spots to chat with new clients, and safe-spaces to 

plug in and get work done. Locally-owned coffee shops have a way of capturing the individuality 

of the community within which they reside. Therefore, no two locally-owned and operated 

coffee shops are alike. While consumers count on the reliability and consistency of Starbucks no 

matter what city they are in, local coffee shops must make a name for themselves to build a 

positive reputation. Social media platforms such as Facebook and Instagram can be helpful in 

building that positive reputation. 

Social Media Platforms 

Facebook. Founded in 2004, Facebook is currently the biggest social networking service 

based on global reach and total active users, with 2.41 billion monthly active users (Clement, 

2019). In order to be most effective on the platform, coffee shops need to consider who their 

Facebook audience is comprised of (Harmon, 2017; Pereira-Correia, García-Medina, González-

Romo, & Contreras-Espinosa, 2014). More than 75 percent of Americans between the ages of 18 

and 49 use Facebook. Within that age range, there’s little variance. In fact, just as many people 

aged 18-29 as 30-49 use Facebook in the U.S. Additionally, seniors use Facebook more than any 

other social site, as 46 percent of Americans 65 and older use Facebook (Sehl, 2019).  

 In 2007, Facebook launched “business pages” that are especially attractive to small 

businesses. Since then, Facebook has been investing heavily in further developing those pages. 

Many small business managers and owners adopt Facebook pages for their business because they 
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are already familiar with the platform from their personal use. That makes a transition to a 

business page less intimidating (He et al. 2017).  

In 2015, five million businesses in the United States had a Facebook page (Guynn, 2015). 

These free pages feature key information such as hours of operation and physical location. The 

features on business pages are designed to be user friendly on mobile devices for both the 

Facebook page manager and Facebook page visitor. Sections showcase the products businesses 

sell and the services they offer, as well as tabs on mobile devices so users can quickly find 

pertinent information. Coffee shops can easily highlight their menus, upcoming events, and even 

job openings.             

Additionally, if someone posts a comment on a business’s Facebook page, page owners 

can promptly reply with a private message. Businesses that respond to 90 percent of messages 

within an average of five minutes receive a green badge. Excellent customer service plays an 

important role in ensuring the longevity of a coffee shop, and this is a great opportunity to build 

a positive reputation beyond the brick and mortar. Before diving into the online world, it is 

important that business owners have identified their audience and goals for using the platforms 

so they can develop a purposeful strategy.  

Instagram. Instagram was bought by Facebook in 2012 and, while similar to Facebook, 

Instagram differs because of its heavy focus on photos, captions, and hashtags. The platform is 

growing in popularity, with 60 percent of users visiting the site multiple times a day (Smith & 

Anderson, 2018). As a highly visual platform, Instagram is utilized as a promotional media, an 

influencing tool, and a means for self-expression (Rahardjo, 2018).  

Instagram has a more specific audience than Facebook. In a 2019 survey, researchers 

found that 43 percent of females use Instagram, and just 31 percent of men do (Perrin & 
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Anderson, 2019). The platform is most popular with younger users; 67 percent of 18 to 29 year-

olds use Instagram, and less than four-in-ten adults in the U.S. use the site (Tran, 2020). With 

Stevens Point being home to a four-year college university, Instagram is a great channel for local 

coffee shops to engage with students. 

Instagram can lend itself seamlessly to snapping the perfect shot of an enticing latte 

(Nisak & Hariyanto, 2017). With tagging and location sharing tools, Instagram users can benefit 

coffee shops owners through their personal photo documentations that become costless 

marketing (Rahardjo, 2018; Zappavigna, 2016). In fact, 60 percent of people say they discover 

new products on Instagram, and there are more than 25 million business profiles on Instagram 

(Tran, 2020). Unfortunately, Instagram is often under-utilized by restaurants, cafés and coffee 

shops (Goldin, 2015).  

Compared to Facebook, Instagram does not have as much penetration in rural areas. 

Approximately 66 percent of U.S. adults in rural regions use Facebook (Sehl, 2019) with 

Instagram at 21 percent (Tran, 2020). Therefore, for coffee shops in rural areas, Facebook would 

be the social media platform that should be prioritized. According to the U.S. Department of 

Agriculture, Stevens Point is classified as an urban cluster; having a population between 2,500 

and 50,000 people (Flood, 2019). Considering this, it is justifiable for locally owned coffee shops 

in Stevens Point to maintain both an Instagram and Facebook page.  

 
Social Media Marketing 

Estimates indicate that in Wisconsin, approximately 50.7% of employees work for small 

businesses, while small businesses make up 97.7% of all Wisconsin businesses (Office of 

Advocacy, 2016). Unfortunately, only 50 percent of small businesses survive beyond five years 

https://business.instagram.com/getting-started/#why-instagram
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in the U.S. (Speights, 2017). While there are many reasons for this alarming statistic, a major 

reason is a lack of marketing and communication efforts (Bandyopadhyay, 2016). 

Owners and managers adopt social media for different reasons, depending on their goals. 

Researchers found that social media is usually adopted by small businesses to build customer 

awareness, disseminate news, strengthen customer relationships and loyalty, and reduce 

marketing and communication costs (Ahmad, Ahmad, & Abu, 2018).  

Social media marketing efforts by small businesses has been characterized as informal, 

unstructured, spontaneous, and reactive (Reijonen, 2010). This is unfortunate because effective 

and strategic social media use can entice customers to become fans of their favorite businesses’ 

Facebook pages. Research shows that customers increase their number of store visits per month 

after becoming Facebook fans, and spread more positive feedback than nonfans (Dholakia & 

Durham, 2010). Therefore, it is important for businesses to have a well-planned strategy to 

attract fans, via social media.  

Generally, the larger a business is, the more likely they will have adopted social media 

(Verheyden & Goeman, 2013). Larger organizations could be ahead of the curve in social media 

marketing because they are more likely to have the time and financial resources to invest in 

developing their social presence. However, social media is just as important, if not more so, for 

small businesses than it is for large organizations because it allows businesses to engage with 

consumers at a minimal cost and higher levels of efficiency than more traditional communication 

media. This makes social media not just relevant for large nationwide organizations, but also for 

small businesses, including coffee shops (Kaplan & Haenlein, 2010).  

After analyzing social media usage of local pizzerias, researchers found room for small 

businesses to compete, as their larger competitors (Dominos, Pizza Hut) do not have “local” 
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Facebook pages. The centralized strategy of the chain restaurants leaves a competitive edge for 

small pizzerias (He, Wang, & Zha, 2017; Rizea, Sarbu, & Condrea, 2014). Local pizzerias can 

post content relevant to their specific community that contains a personal connection, which has 

been shown to result in higher engagement levels (Sydral & Briggs, 2018).   

Similarly, while Starbucks does have local pages, the content is synced with the central 

Starbucks Facebook account, meaning none of the content is original to the local locations. With 

this, local coffee shops can compete with Starbucks on social media by posting content that is 

relevant to their community. With the coffee chain giant claiming just over 40 percent of all 

coffee shops in the United States (Brown, 2018), and bringing in approximately $24.72 billion 

dollars in revenue in 2018 (Lock, 2018), it’s important for local coffee shops to find areas they 

can be competitive with Starbucks. 

Engagement and Content 

Engagement. Marketing experts tend to use the term “engagement” in the context of 

social media to describe active behaviors such as “liking,” commenting, and sharing (Sydral & 

Briggs, 2018). The basic assumption is that social media content is more likely to be effective 

when an audience is highly engaged (Jiang, Luo, & Kulemeka, 2016). In a survey of over 800 

executives, digital customer engagement ranked as the highest priority among a list of several 

possible digital initiatives, with 69 percent of executives ranking it among the top three 

organizational digital priorities. It’s not surprising that social media engagement is ranked a 

priority given that it is associated with a number of positive outcomes, including increased brand 

loyalty (Powers, Todd, Advincula, Austin, Graiko & Snyder, 2012) and the development of 

positive image (Kietzmann, Hermkens, McCarthy, & Silvestre, 2011). 
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Content. The message that goes with the content type matters. It is important to offer an 

online audience something of value, entertainment, or general interest (Roye & Tanzi, 

2019).  Photos or video alone is not the answer to increased engagements. Social media 

strategies including philanthropic content are in general more successful at generating desired 

user responses than product-focused posts (Chwialkowska, 2019). Corporate social responsibility 

campaigns reinforce consumer brand ties, and increase positive word-of-mouth dissemination 

(Loureiro & Lopes, 2019). 

Prior research suggests that social media posts using a word or words indicating 

something new such as “new”, “now”, or “introducing” or social media posts that indicate a 

specific time, date, or deadline will produce higher engagements in Facebook. On the contrary, 

educational posts can result in significantly lower likes and comments (Quesenberry & Coolsen, 

2019). Prior research has also indicated that informative content can negatively impact levels of 

user engagement in the form of likes and comments, when compared to emotional and 

philanthropic content (Dolan, Conduit, Fahy, & Goodman, 2016). Also, content providing a 

personal connection for social media users seems to be more result in higher engagements. 

(Sydral & Briggs, 2018). In essence, there is variation in the types of content that marketers feel 

is most engaging for social media followers depending upon industry and the social media 

platform utilized. What works for a local clothing boutique could be very different from what 

works for a local coffee shop in the same town. 

Emoji Use. Emojis act as nonverbal communication in digital settings and can play an 

important role in enriching social media content. Adding emojis to posts on social media 

platforms can decrease ambiguity regarding the tone of the message, and less ambiguity results 

in higher richness (Yuasa, Saito, & Mukawa, 2011; Zareen, Karim, & Khan, 2016). 
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Incorporating emojis into an online marketing strategy can also increase brand awareness and 

make posts more memorable (Ting Yan Chan & Chi Hong Leung, 2019). A 2016 survey 

indicated that using emojis is a good way to improve the brand image, with women from 15-25 

years old being the most positive receptive group regarding brands using emojis (Andral & 

Larroque, 2016). This finding should be considered when developing an Instagram strategy, 

given that females use Instagram more than males (Tran, 2020). 

Time of Post. Traffic on social media platforms peaks at certain times of the day and 

week. Across Facebook and Instagram, 8PM is arguably the best time to post in order to reach 

the maximum number of online users, although it can certainly change depending on the target 

audience (Perzynska, 2017). Time is a key part of Instagram’s algorithm. Newer posts are more 

likely to be displayed first, which means businesses want to be posting at times when their 

followers are active on the platform (Boogaard, 2018).  It is important to keep in mind that time 

is a moving target and the “best” time to post can change based on industry, day of the week, 

holidays, season, and more (Rusine, 2017). For example, it would be counter-productive for a 

coffee shop to post the day’s specials at 8:00pm. Perhaps, posting the next day’s specials would 

be more effective. All in all, being mindful of when businesses are posting on social media 

platforms is important to maximize their success.  

 

Method 
 

This project aims to answer the following questions: How are locally-owned coffee shops 
in Stevens Point (Emy J’s, Ruby Coffee Roasters, Zest) using social media features 
associated with higher levels of engagement?   
 
What recommendations can be given to enhance each coffee shop’s social media 
presence?  
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To answer the above question, I conducted a social media audit of social media posts 

made by local coffee shops: Emy J’s, Ruby Coffee Roasters, and Zest. A social media audit is a 

systematic examination of social media (Quesenberry, 2019). Social media audits originated out 

of the need for businesses to listen to what the online community is saying about their brand. In 

order to be effective on social media, businesses need to create content strategically (Carboni & 

Maxwell, 2015). Conducting a social media audit is often the first step in developing an online 

strategy because it provides insight to the strengths and weaknesses of an organization’s current 

social media presence. Social media audits provide businesses a guide to social media marketing, 

measurement, and an avenue to evaluate and improve the use of social media in an 

organizational context (Gattiker, 2014). The goal of a social media audit is not to capture each 

and every digital conversation, but rather collect a snapshot of social media activity surrounding 

a brand.   

While the formal template of a social media audit can change depending on industry, the 

following are common elements collected in the majority of social media audits: who 

(organization) where (what social media channel) when (frequency of posts) why (purpose of 

post) and engagements (likes, comments, shares, re-tweets etc) (Friesner, 2017; Jackson, 2019; 

Quesenberry, 2019).  

This study used a modified version of the social media audit provided by Quesenberry in 

his book, Social media strategy: Marketing, advertising, and public relations in the consumer 

revelation (Quesenberry, 2019). To ensure accuracy, the same number of posts from each coffee 

shop’s social media pages were analyzed. In the month of October, Emy J’s had the fewest 

number of posts out of all the coffee shops; their Instagram had five and their Facebook had nine. 

All of Emy J’s posts are analyzed in the audit. For the remaining two coffee shops, each post 
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made during the month of October was numbered. Using a random number generator, five 

numbers with corresponding Instagram posts and nine numbers with corresponding Facebook 

posts were selected to analyze. The posts analyzed in this audit can be found in the Appendix.  

Coffee Shop Sample  

Emy J’s, Ruby Coffee Roasters, and Zest were chosen based upon the following criteria: 

located in Stevens Point; have active Facebook and Instagram accounts; and sell coffee and 

coffee drinks as their primary menu items (this was to prevent breakfast cafes or fast food 

restaurants that technically do sell coffee from being included in the study). One coffee shop, 

“Basement Brewhaus” matched these criteria but was excluded from the study because it is 

located within the University Center at the University of Wisconsin-Stevens Point. This coffee 

shop is not frequently visited by residents of the community and is therefore not marketed the 

same on social media. For these reasons, I felt the coffee shop was too different from the other 

local shops to include in my study.  

The social media audit employed in this study aimed to gather the following information 

for each post.  

Who: Coffee shop name 
Where: Social media channel  
When: Date and time of post 
What 1: Photo and caption/Image and caption, Number of photos/Number of Images 
What 2: Content type: Deal, Emotional, Entertaining, Philanthropic, Product, Store Operation 
and Announcements 
Engagements: Likes, comments, shares, reactions  
 

Because this audit is not done internally, it is difficult to answer the “why” question. 

Therefore, the “what” is divided into two categories to obtain a more complete picture of each 

post’s content.  
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I collected data about each post made between October 1, 2019 and October 31, 2019. 

Past research recommends examining a minimum of ten posts from each business, which is why 

a one-month time period is necessary (O’Leary, 2011). Coffee shop sales are seasonal, with a 

peak during the fourth quarter, driven by the holiday season (Rizea, Sarbu & Condrea 2014). 

Examining coffee shops in October, at the start of their peak season, makes it likely that coffee 

shops will be posting about new fall features, which increases the probability of having sufficient 

content to analyze.  

Content Examined 

The audit collected a variety of information from Facebook and Instagram posts, 

including date of post (as a way to organize and track posts), time of post, image/photo/text 

details, content categories, and engagement insights (i.e., likes, comments, shares, reactions).  

The time at which a post is made can be vital for user engagement. Shen and Bissell 

(2013) tracked the general time slots of posts made by beauty companies to see if there were any 

relationships between engagement and time of post. Their results were mixed depending on the 

beauty company. In the study, they coded posts made from 9AM-5PM on weekdays as an “office 

hour” post, other time slots on weekdays was a “non-office hour” post, and posts made on 

Saturdays or Sundays were coded as a “weekend” post. I will be using the same coding scheme 

in this study.  

Another area of interest is content category. In a 2019 study, Chwialkowska identified six 

content strategies used by brands in their social media postings: Functional, Emotional, Deal, 

Informative, Philanthropic, and Entertaining. This study utilized four of those content areas to 

categorize the posts made by the coffee shops. Emotional content appeals to emotions that would 

motivate buying behavior. Deals refer to value-related information, including pricing, sales, 
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discounts, and promotions. Philanthropic posts mention philanthropic, CSR-related, or activist 

messages, while Entertaining posts mention humorous or funny information. I excluded the 

Functional category, because product features and product benefits are better categorized in a 

“product” category to reduce confusion and increase inter-coder reliability. This study also will 

include Store Operations and Announcements, which was used in a 2014 study to categorize 

social media posts made by locally owned pizzerias (He, Wang, & Zha, 2014). This category 

tracks posts that mention store hours, closures, and job opportunities. The category Product, 

which was used in a study that analyzed social media posts made by beauty companies (Shen & 

Bissell, 2013), was added. This ensured that posts mentioning coffee shop products, product 

features, and product benefits will have a specific category.  

Posts also are coded for the number of photos and images the coffee shops are posting in 

connection with content of these photos and images. The imagery should enhance the content 

category and messaging. I will take the imagery into consideration when determining content 

category.  

Emoji usage in social media advertisements has been shown to increase brand awareness 

(Ting Yan Chan & Chi Hong Leung, 2019; Yakın & Eru, 2017). Emojis can also assist in 

creating richer content by providing nonverbal cues. This audit will track the number of emojis 

per post, and categorize the emojis used into two groups: facial expression emojis and non-facial 

expression emojis.  

Using engagement as a measure of success is common among researchers (Bradshaw et 

al. 2019; Freeman et al., 2014; Loureiro & Lopes, 2019; Pick, 2019; Shen & Bissell, 2013). One 

of the most important factors in strengthening relationships with users is in keeping users 

engaged (Bandyopadhyay, 2016). When stakeholders are engaged in social media platforms, 
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they may be more likely to engage with the organization in other ways (Carboni & Maxwell, 

2015). In fact, some researchers argue that effective social media use should not be measured by 

number of followers, but rather, by levels of engagement. Conducting a social media audit 

allows insight into how content relates to engagement.  

 
 
 

Results 

Followers and Engagement 

 Table 1 outlines each coffee shop’s number of followers, posts and engagement data 

collected from the social media audit. This information provides a very broad and basic overview 

of the social media presence of the three coffee shops. Zest had the highest number of Facebook 

followers at 5,726. Zest also had the highest amount of engagement on their Facebook content in 

both total engagement and average engagement per post. Ruby Coffee Roasters has the highest 

number of Instagram followers at 24,300, and the highest Instagram engagement in both total 

engagement and average engagement per post. Ruby Coffee Roasters posted the highest amount 

of content in the month of October: almost double the amount of the other coffee shops. While 

Emy J’s has a similar number of followers as Zest on both Facebook and Instagram, they lacked 

engagement compared to the other two coffee shops. They also posted the lowest amount of 

content that month (Table 1).  
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Table 1 - Followers and Post Engagement 

 

 

Content Type and Engagement 

 Each of the six content categories was utilized at least once on Instagram and Facebook 

by one of the coffee shops. Some content categories, like Product, were used more frequently 

than others, like Philanthropic. The amount of engagement received for each content category 

also varied depending on the platform it was posted on. For example, Store Operation and 

Announcements content received higher engagement on Facebook compared to Instagram. 

However, Store Operation and Announcements content garnered relatively lower engagements 

across both platforms compared to Entertaining content. The table below (Table 2) indicates the 

content types along with their corresponding engagement details for each coffee shop and 

platform.  

 

 

 

 

Coffee Shop Platform 
Number of 
followers 

Total 
Posts 

October 
2019 

Total 
engagement 

(from audited 
posts)  

Average 
engagement 

per post (from 
audited posts) 

Emy J's  Facebook  5,283 9 52 5.77 
 Instagram  1,179 5 155 31 
Ruby Coffee Roasters Facebook  4,823 34 294 32.6 
 Instagram 24,300 29 706 141.2 
Zest Facebook 5,726 12 1,389 152.3 
 Instagram 1,482 11 483 96.6 
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Table 2 - Platform Engagement by Content Type and Coffee Shop 

 

 

 
 
 

Platform 

 
 
 

Content Type 

 
 
 

Coffee Shop 

 
 
 

Engagement 

 
Average 

Engagement 
per Post 

 
Proportion 

of 
Followers 

Facebook Deal  739 61.5 .047 
  Emy J’s 14 7 .002 
  Ruby Coffee 

Roasters 
 

222 
 

37 
 

.046 
  Zest 473 118.5 .082 
 Emotional  40 13.3 .002 
  Emy J’s 8 8 .001 
  Ruby Coffee 

Roasters 
 

32 
 

16 
 

.006 
  Zest - - - 

 Entertaining  845 169 .053 
  Emy J’s - - - 
  Ruby Coffee 

Roasters 
- - - 

  Zest 845 169 .147 
 Philanthropic  250 62.5 .015 
  Emy J’s - - - 
  Ruby Coffee 

Roasters 
 

133 
 

44.3 
 

.027 
  Zest 117 117 .02 
 Product  1,495 99.6 .094 
  Emy J’s 14 7 .002 
  Ruby Coffee 

Roasters 
 

181 
 

36.2 
 

.037 
  Zest 1,300 162.5 .227 
 Store Operation & 

Announcements 
  

116 
 

12.8 
 

.007 
  Emy J’s 38 5.4 .007 
  Ruby Coffee 

Roasters 
 

78 
 

39 
 

.016 

  Zest - - - 

  Zest - - - 
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Table 2 continued… 

 
 
 

Platform 

 
 
 

Content Type 

 
 

Coffee Shop 

 
 
 

Engagement 

 
Average 

Engagement 
per Post 

 
Proportion 

of 
Followers 

Instagram Deal  391 78.2 .014 
  Emy J’s 58 29 .049 
  Ruby Coffee 

Roasters 
 

247 
 

123.5 
 

.01 
  Zest 86 86 .058 
 Emotional  509 169.6 .018 
  Emy J’s 80 80 .067 
  Ruby Coffee 

Roasters 
 

429 
 

143 
 

.017 
  Zest - - - 
 Entertaining  218 109 .008 
  Emy J’s - - - 
  Ruby Coffee 

Roasters 
- - - 

  Zest 218 109 .147 
 Philanthropic  162 81 .006 
  Emy J’s 80 80 .067 
  Ruby Coffee 

Roasters 
 

82 
 

82 
 

.003 
  Zest - - - 

 Product  900 90 .033 
  Emy J’s 58 29 .049 
  Ruby Coffee 

Roasters 
 

359 
 

119.6 
 

.014 
  Zest 483 96.6 .325 
 Store Operation & 

Announcements 
  

17 
 

8.5 
 

.0006 
  Emy J’s 17 8.5 .014 
  Ruby Coffee 

Roasters 
- - - 

  Zest - - - 
 

Deal content received higher total number of engagements on Facebook than on 

Instagram. However, Deal content had a higher average of engagements per post on Instagram. 
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On Facebook, the content category earned a total of 739 engagements from the three coffee 

shops and an average of 61.5 engagements per post. On Instagram, Deal content received a total 

of 391 engagements and an average of 78.2 engagements per post. Ultimately, a higher 

percentage of followers liked Deal content on Facebook, compared to Instagram. 

Emotional content appeared to be more effective on Instagram than on Facebook. On 

Instagram the total amount of engagements from Emotional content was 509 and the average 

engagement per post was 169. On Facebook, the total amount of engagements was 40 and the 

average engagement per post was 13.3. When taking into consideration the number of followers 

on each platform, Instagram had a higher proportion of user engagement than Facebook. 

Instagram is a highly visual platform, and photos can certainly elicit an emotional response. This 

could play a role in Emotional content performed well on the platform. 

Zest was the only coffee shop on both platforms posting Entertaining content and it 

garnered relatively high engagement numbers compared to the other content categories. On 

Facebook, Zest received 845 total engagements for Entertaining content and an average of 169 

engagements per post. On Instagram, the content category earned 218 engagements with an 

average of 109 engagements per post. Almost 1.5% of their followers engaged with the 

Entertaining content on both Instagram and Facebook. This is a relatively high number of 

followers when compared to that of other content categories. 

 Each coffee shop utilized Philanthropic content at least once on either Facebook or 

Instagram. However, Ruby Coffee Roasters was the only coffee shop to post Philanthropic 

content on both Instagram and Facebook. It appears that it was a bit more successful on 

Facebook rather than Instagram. In terms of total engagement, Philanthropic content received 

250 engagements with an average 62.5 engagements per post on Facebook. On Instagram the 
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content category earned 162 total engagements with an average of 81 engagements per post. On 

Facebook, .15% of followers engaged with the content whereas .06% of followers engaged with 

Philanthropic content on Instagram.  

On Facebook and Instagram, Product content collected the highest total engagement 

numbers between all three coffee shops. It was also the most frequently used type of content and 

often used in conjunction with other content categories. On Facebook it earned 1,495 total 

engagements with an average of 99.6 engagements per post. With that, Zest had a significantly 

higher number of Facebook engagements on Product posts with 1,300 engagements, while Emy 

J’s had 14 and Ruby Coffee Roasters had 181. A noteworthy finding was that Zest did not post 

about their coffee products. Instead, they focused on bakery items. On Instagram, Product 

content received a total of 900 engagements and an average of 90 engagements per post   

Emy J’s used Facebook to communicate Store Operation and Announcements 

significantly more than the other shops and the majority of their content fell into this category. 

Overall, Store Operation and Announcements content garnered low engagements on both 

Instagram and Facebook when compared to the other content categories (Table 2). On Facebook, 

Store Operation and Announcement posts garnered roughly 12.8 engagements per post. On 

Instagram, the average was lower at 8.5 engagements per post.  

Highest Performing Posts and Content 

 Each coffee shop had a highest performing post, however, the number of engagements 

for each shop’s most “successful” posts varied greatly. As noted below in Table 3, Emy J’s 

highest performing Facebook post garnered 9 engagements. While it received higher 
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engagements than some of their other posts, it would be considered a low performing post for the 

other two coffee shops that had overall higher engagements on Facebook compared to Emy J’s.  

Table 3 - Coffee Shop Posts with Highest Engagement by Platform  

 
 

Platform 

 
 

Content Type 

 
 

Coffee Shop 

 
Engagement 

on Post 

Proportion 
of 

Followers 
Facebook Deal/Product Emy J’s 9 .001 
 Deal/Product/ Philanthropic Ruby Coffee Roasters 101 .02 
 Entertaining/Product Zest 396 .069 
Instagram Emotional/Philanthropic Emy J’s 80 .067 
 Emotional Ruby Coffee Roasters 222 .009 
 Entertaining/Product Zest 139 .093 

 

Emy J’s highest performing Facebook post in terms of engagement was Deal and 

Product based. The post garnered 9 engagements and the caption read, “Today’s spunky party 

pan breakfast sandwich special! @ Emy J's Coffee House & Café". This post earned the lowest 

engagement compared to the other coffee shops’ highest engagement posts. On Instagram, Emy 

J’s post with the highest engagement included Emotional and Philanthropic content with a 

caption that read, “Lots of locally made gifts in-store. Check them out next time you’re in! 

#locallymade #giftlocal #emyjs”. 

The post with the highest engagement on Facebook for Ruby Coffee Roasters included 

Deal, Product and Philanthropic content. This post garnered 101 engagements and the caption 

read, “We’ve just updated our seasonal features and our primary menus at the Stevens Point 

cafe! Cool weather means squash, brussels, root vegetables, pears & apples. So much of what’s 

on this menu comes from within a fifty mile radius, from the veggies to the eggs, bacon, cheese & 

bread! New teas from @spirittea and of course a wide selection of our own coffees. Right now 

we even have an exclusive Autumn espresso blend that you can try only at the cafe.” On 
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Instagram, their highest performing post included content categorized as Emotional. This was the 

highest performing Instagram post of all three coffee shops and received 222 engagements. The 

post included a photo of their Roastery accompanied by a caption that read, “It’s a dreamy place 

to be.” 

Zest’s highest engagement post on Facebook and Instagram was actually the same post 

duplicated on each platform. The post included one photo of cookies decorated as characters 

from the movie, Hocus Pocus with writing on the cookies that said “Witches Be Crazy”. The 

caption of the post on both Instagram and Facebook read, “Am I right?!?! 

#itsjustalittlehocuspocus #hocuspocus #sandersonsisters #witchesdobecrazy #decoratedcookies 

#zestbakeryandcoffeehouse" It reached the highest engagement on Facebook of all the coffee 

shops audited, garnering 396 engagements; and on Instagram 139 engagements. That is a 

relatively high number for both platforms compared to the other coffee shops. 

Lowest Performing Posts and Content 

Just as each coffee shop had a highest performing post on each platform, each had a 

lowest performing post as well (Table 4). Similarly, what’s deemed as low engagement for one 

coffee shop, would be deemed as high engagement for another depending on their overall 

average engagements per post. In regards to content categories, Store Operation and 

Announcements was associated with the two posts garnering the lowest engagement on both 

Instagram and Facebook.  
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Table 4 - Coffee Shop Posts with Lowest Engagement by Platform  

 

            Emy J’s lowest engagement post received two engagements and was about Store 

Operations and Announcements content. This post garnered the lowest engagement out of all 

three coffee shops on all three platforms. Emy J’s post was letting followers know that a local 

singer and songwriter was going to be performing at the coffee shop. "Stop on by from 12-2pm 

for Singer-Songwriter, Michael Morgan." 

            Emy J’s Instagram post with the lowest content was also a store operations and 

Announcements post. That post was informing followers that Emy J’s was hiring a few part time 

positions and included some details about the job requirements. "Emy J’s is hiring! We are 

currently looking for a few new staff members! A personable, hard-working individual to work 

part-time in our kitchen and a reliable, motivated individual to clean a few days/nights a week. 

For the kitchen staff we’ll be looking to hire part-time, to work between the hours of 6am-3pm 

weekdays and some weekends. For the cleaning position we are looking to hire part-time for a 

few days to clean either late night or early morning while the business is closed. �����If you think 

this might be a fit for you, stop in and fill out an application today!" 

 
 

Platform 

 
 

Content Type 

 
 

Coffee Shop 

 
Engagement 

on Post 

Proportion 
of 

Followers 
Facebook Store Operation & 

Announcements 
 
Emy J’s 

 
2 

 
.0003 

 Post 1: 
Product/Deal/Philanthropic 
Post 2: Emotional  

 
 
Ruby Coffee Roasters 

 
 

13 

 
 

.002 
 Entertaining Zest 89 .015 
Instagram Store Operation & 

Announcements 
 
Emy J’s 

 
7 

 
.005 

 Product/Deal/Philanthropic Ruby Coffee Roasters 82 .003 
 Product/Entertaining  Zest 79 .053 
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            Ruby Coffee Roasters had two posts on Facebook with 13 engagements, which is their 

lowest numbers of the audit. The first post included Product, Deal and Philanthropic content. The 

caption of that post read, “This morning we’re drinking Ethiopia Reko, which will very soon be 

returning to our menu! We’ve been buying Reko for several consecutive seasons and visited the 

washing station just outside of Yirgacheffe town in 2017. This is a dynamic and complex coffee, 

with delightful flavors that sit on your palate long after you’ve finish sipping. ���”  The second 

post was categorized as Emotional content and the caption read, “Happy Monday! Thank you all 

for the weekend orders! We’ve got wholesale and retail orders in the queue that are destined for 

shops and homes nationwide. We are extremely grateful for the support. ���” 

            Zest’s lowest engagement posts garnered the highest proportion of their followers 

compared to the other coffee shop’s lowest engagement posts. Zest’s lowest engagement post on 

Facebook included Entertaining content with a caption that read, “It's dark days around 

here....at least we have cookies. Who knew Pikachu could bake? #pikachubakes 

#costumepartyatzest #spookyhalloween # ������������ #happyhalloween #halloweencookies 

#zestbakeryandcoffeehouse” 

            On Zest’s Instagram, their lowest engagement post was categorized as Product and 

Entertaining content, with a caption that read, “Don't get it twisted, I am merely pandering to my 

audience, every moment of making these was physically and emotionally painful. #skol 

#minnesotavikingsfan #vikingsrulepackersdrool #greenbaypackers #footballcookies 

#fallisforfootball ����� #decoratedcookies #zestbakeryandcoffeehouse” 
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Engagement and Proportion of Followers  

Considering each coffee shop’s total number of followers when analyzing engagement 

data provides a more complete picture of a post’s success. For example, at first glance Ruby 

Coffee Roasters Instagram has fairly high engagement on their posts compared to Zest and Emy 

J’s. However, when considering the number of followers relative to the amount of engagement, a 

different perspective on engagement numbers emerges on Ruby Coffee Roaster’s Instagram. 

Ruby Coffee Roasters has 24,300 followers on Instagram; almost 20 times larger than Emy J’s 

and Zest. As a result, their proportion of followers that engage with a post is often times less than 

that of the other coffee shops; despite having higher engagements on their individual posts. An 

example of this is outlined below.   

Table 5 - Engagement Relative to Followers Example  

  

 As you can see from Table 5, Ruby Coffee Roasters had significantly more engagements 

on product posts compared to Emy J’s. They also had higher average engagement per post than 

the other two coffee shops. Yet when I analyze their proportion of followers number, it’s the 

lowest of all three coffee shops. Therefore, the proportion of followers is an important element to 

consider when analyzing the results of a social media audit.  

 

 
 
 

Platform 

 
 
 

Content Type 

 
 
 

Coffee Shop 

 
 
 

Engagement 

 
Average 

Engagement 
per Post 

 
Proportion 

of 
Followers 

Instagram Product  900 90 .033 
  Emy J’s 58 29 .049 
  Ruby Coffee 

Roasters 
 

359 
 

119.6 
 

.014 
  Zest 483 96.6 .325 
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Days of the Week and Engagement 

The exact time a post was made is only visible for a few weeks. While I could see the 

date, I was unable to code the posts according to the time of the day they were posted. While it 

appears that coffee shops are not posting as much during the weekends (Table 6), it is difficult to 

draw any concrete conclusions because posts were selected randomly and therefore I am missing 

a number of posts that could have been made other days of the week.   

Table 6 - Coffee Shop Posts by Platform and Day of Week  

 
 
Platform 

 
Day of the 

Week 

 
 
Coffee Shop 

Number of 
Posts that 

Day 

 
 

Engagement 

Average 
Engagement 

per Post 
Facebook Monday  2 32 16 
  Emy J’s 0 - - 
  Ruby Coffee Roasters 2 32 16 
  Zest 0 - - 
 Tuesday  3 257 85.7 
  Emy J’s 1 6 6 
  Ruby Coffee Roasters 0 - - 
  Zest 2 251 125.5 
 Wednesday  7 759 108.4 
  Emy J’s 2 17 8.5 
  Ruby Coffee Roasters 2 132 66 
  Zest 3 610 203.3 
 Thursday  7 419 59.9 
  Emy J’s 2 7 3.5 
  Ruby Coffee Roasters 2 35 17.5 
  Zest 3 377 125.7 
 Friday  2 156 78 
  Emy J’s 1 5 5 
  Ruby Coffee Roasters 0 - - 
  Zest 1 151 151 
 Saturday  1 28 28 
  Emy J’s 0 - - 
  Ruby Coffee Roasters 1 28 28 
  Zest 0 - - 
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Table 6 continued… 

 

Discussion and Recommendations 

A social media page cannot reach users and garner engagement if it is inactive. Emy J’s 

lacked engagement on both Instagram and Facebook when compared to the other two coffee 

 
 
Platform 

 
Day of the 
Week 

 
 
Coffee Shop 

Number of 
Posts that 

Day 

 
 

Engagement 

Average 
Engagement 

per Post 
Facebook Sunday  3 74 24.7 
  Emy J’s 1 7 7 
  Ruby Coffee Roasters 2 67 33.5 
  Zest 0 - - 
Instagram Monday  1 86 86 
  Emy J’s 0 - - 
  Ruby Coffee Roasters 0 - - 
  Zest 1 86 86 
 Tuesday  3 229 76.3 
  Emy J’s 1 6 6 
  Ruby Coffee Roasters 1 125 125 
  Zest 1 98 98 
 Wednesday  4 265 66.25 
  Emy J’s 3 126 42 
  Ruby Coffee Roasters 0 - - 
  Zest 1 139 139 
 Thursday  5 519 103.8 
  Emy J’s 0 - - 
  Ruby Coffee Roasters 3 359 119.7 
  Zest 2 160 80 
 Friday  1 22 22 
  Emy J’s 1 22 22 
  Ruby Coffee Roasters 0 - - 
  Zest 0 - - 
 Saturday  1 222 222 
  Emy J’s 0 - - 
  Ruby Coffee Roasters 1 222 222 
  Zest 0 - - 
 Sunday  0 0 0 
  Emy J’s 0 - - 
  Ruby Coffee Roasters 0 - - 
  Zest 0 - - 
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shops and they also posted the lowest amount of content. Some marketers say that posting once a 

day is optimal (Myers, 2020) and Ruby Coffee Roasters did indeed post roughly once a day 

during the month of October, which was almost double what the other two coffee shops posted. 

While it can be time consuming to create thoughtful content frequently, it is a necessary 

component to a successful social media strategy.  

The lack of engagements produced by Store Operations and Announcements content was 

interesting and thought provoking. I would argue that Store Operation and Announcements posts 

did not garner high engagement compared to the other content categories because it is not their 

job to. Posting about power outages and job openings has a purpose of simply getting 

information out to the public and that is fulfilled by posting the content itself. While it is ideal to 

see these posts still garner likes and shares, engagement is not an accurate measure of success for 

this category of posts.  

Zest was the only coffee shop that posted Entertaining content on either Facebook or 

Instagram; it was relatively successful in terms of total engagement, average engagement per 

post and engagement in proportion to number of followers. Entertaining content can be difficult 

to produce because it requires the creator to really understand their audience and be imaginative. 

Successful social media accounts do not shy away from creativity. It is quite possible to make 

people laugh and post relatable content without sacrificing professionalism. In other words, a 

coffee shop’s social media pages do not need to be “all work and no play.”  

Product content is popular among the coffee shops in this audit. However, posting 

interesting and engaging Product content requires thought and needs to be more than just an 

announcement of a new coffee blend. Including interesting photos can elicit an emotional 

response. Similarly, writing a funny caption can be entertaining. Posting Product content in 



 

30 
 

conjunction with other categories is a great way to showcase coffee and baked goods, while still 

providing motivation to users to engage with the post. For example, Zest frequently posts photos 

of skillfully decorated cookies and cakes which showcases a high level of expertise that is 

impressive and fun to look at, which can encourage users to engage.  

Each coffee shop duplicated the majority of their content to each platform. However, the 

same post made on the same day garnered quite different levels of engagement depending on the 

platform it was posted to. For example, Ruby Coffee Roasters posted a photo of coffee beans 

with a caption discussing a new menu feature and somewhat recent visit to an Ethiopian village 

(Table 7). This post got 13 engagements on Facebook, and 82 engagements on Instagram. This 

demonstrates the importance of creating two separate strategies for Facebook and Instagram. 

Instagram appeals to a much more specific audience than Facebook, so it should not be assumed 

that the content will have equal success on each platform.  
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Table 7 - Examples of Duplicated Content  

 

 
Upon the completion of this study, I have created a set of recommendations to increase 

engagement on Instagram and Facebook. First and foremost, it is crucial to develop separate 

Coffee 
Shop Post details 

Content 
type 

Facebook 
engagement 

Instagram 
engagement 

Difference 
in 

engagement 

Emy J's  

1 image (with information 
about an apple cider 
special): "🍏🍏♥🍎🍎🍎🍎" 

Product  
Deal 5 22 

 
 
 

17 

Ruby 
Coffee 
Roasters 

1 photo: "This morning 
we’re drinking Ethiopia 
Reko, which will very soon 
be returning to our menu! 
We’ve been buying Reko for 
several consecutive seasons 
and visited the washing 
station just outside of 
Yirgacheffe town in 2017. 
This is a dynamic and 
complex coffee, with 
delightful flavors that sit on 
your palate long after 
you’ve finish sipping. 💙💙" 

Product    
Deal 

Philanthropic 13 82 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

69 

Zest 

1 photo: "Don't get it 
twisted, I am merely 
pandering to my audience, 
every moment of making 
these was physically and 
emotionally painful. 
#skol #minnesotavikingsfan 
#vikingsrulepackersdrool 
#greenbaypackers 
#footballcookies 
#fallisforfootball🏈🏈 
#decoratedcookies 
#zestbakeryandcoffeehouse" 

Product 
Entertaining 146 79 

 
 
 
 
 
 
 
 
 
 
 
 

67 
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strategies for each platform. While it can be tempting to simply duplicate content from one 

platform to another, they are different platforms with different users and should be treated as two 

separate marketing channels. Otherwise, users will have no need to follow coffee shops on both 

platforms if they will receive the same content.  

Facebook 

Avoid posting only Store Operations and Announcements content. While this is often 

important information to disseminate, it does not garner high engagement. Users may get 

fatigued of store updates if that is the only content they are viewing. Therefore, this should not 

be the primary form on content on the business’s page. If it is necessary to post Store Operations 

and Announcements content, consider posting it in conjunction with another content category.  

Similarly, get creative with Product related content by coupling it with other forms of 

content such as an emotional or entertaining caption or photo. Users need to feel motivated and 

inspired to engage, and that requires content creators to think outside the box. While it is 

important to be professional, it is also helpful to use humor and be a little silly. Zest did this 

effectively and received high engagement numbers on their posts with Halloween cookies 

decorated with the words “Witches Be Crazy” along with a post of Green Bay Packer cookies 

and a caption that detailed how hard it was to create them as a Vikings fan. They were still 

showcasing their products, but coupling it with entertaining elements likely increased the 

engagement.  

Keeping a Facebook page active is essential in engaging with followers. If posts are few 

and far between there is a smaller chance coffee shops will be reaching all their followers 

regularly. While my study did not find the perfect number of posts to have each month, it did 

indicate that posting frequently and consistently could help garner high engagement.  
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Instagram 

It is important to keep user demographics at the forefront when developing an Instagram 

strategy. While Facebook has a wide range of users, Instagram’s audience is a bit more specific 

and content posted on Facebook may not resonate the same way with Instagram users. While 

young females are not the only group using Instagram, they are the main one: 43 percent of 

females use Instagram, and just 31 percent of men do (Perrin & Anderson, 2019). The platform 

is most popular with younger users; 67 percent of 18 to 29 year-olds use Instagram, and less than 

four-in-ten adults in the U.S. use the site (Tran, 2020). With Stevens Point being home to a four-

year college university, Instagram is a great channel for local coffee shops to engage with 

students.  

Avoid posting Store Operation and Announcements on Instagram unless absolutely 

necessary. Instagram is a visual platform that requires a certain level of aesthetics. In fact, it is 

not possible to post on Instagram without a visual. Perhaps an Instagram story would be more 

appropriate for information regarding hiring opportunities, power outages, event reminders, and 

so forth. That way, users will be presented the information and not expected to necessarily 

engage.  

Instagram is a great place to post Emotional content. According to my study, on 

Instagram emotional content garnered higher total engagement, higher average engagement per 

post, and higher engagement in proportion to number of followers; compared to Facebook. 

Thanking customers, or letting photos do the talking can provoke an emotional response that 

leads to engagement. Instagram can lend itself perfectly to an aesthetically pleasing picture of a 

latte or uniquely decorated cookie. Take advantage of that. It is a highly visual platform 

compared to Facebook, and that should be considered when deciding what to post. 
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While this study did not produce a magic number of times a coffee shop should be 

posting in a month, there are signs that posting frequently and consistently is a positive. Try to 

post as consistently as possible. Ruby Coffee Roasters has 24,300 followers on Instagram and 

one of their biggest differences between the other two coffee shops was their frequency in 

posting. It will be very difficult to gain more followers if a page is inactive.  

 

Limitations and Future Research 
 
There are a variety of limitations to this study. While social media audits are intended to 

capture a snapshot of social media usage, rather than a complete picture, having more Instagram 

content to analyze would have been helpful. Having only five Instagram posts was arguably 

insufficient. While I originally intended to track the exact time of each post, I was unable to 

gather that data. The date was available for the public to view but because the posts being 

analyzed were from a few months prior, the exact time of each post was not available. Tracking 

the use of emojis did not yield any dependable results. This is again likely because of the small 

number of posts I had to analyze.  

Zest utilized hashtags in almost every post, while the other coffee shops did not. The only 

post Emy J’s made that included hashtags was actually their highest performing post with 80 

engagements on Instagram. It would be worthwhile to look at the potential relationship between 

hashtags and engagement. Why do certain hashtags gain more traction than others? How many 

hashtags should be included in a post to maximize engagement? These would be excellent areas 

to study.   

Further exploring duplicated content could yield interesting results. My study indicated 

that a post can be successful on one platform and relatively unsuccessful on another. It would be 
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worth investigating the reasoning behind this. Those results would be key in helping coffee 

shops differentiate their Facebook and Instagram strategies.  

 Additionally, while I was unable to collect the time of post data, I still feel that it would 

useful data to analyze. To do this, an audit would need to be conducted during the month in 

which it is collecting posts. With that, analyzing a business while simultaneously conducting an 

audit would allow the auditor to include Instagram and Facebook stories in their research. This is 

an important feature, especially on Instagram. Those stories are only allowed to view for 24 

hours; therefore, I could not include them in my study.  

 Lastly, further studying the use of emojis in social media posts is important. Perhaps a 

survey in which participants indicate the posts they enjoy most (with emojis or without emojis) 

would be a more effective methodology for exploring emoji use than a social media audit.  
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Appendix A 

     Code Book 

 
Content of post categories: 
Deal- Post mentions value-related information, including pricing, sales, discounts, promotions 

Emotional- Post appeals to emotions that would motivate buying behavior 

Entertaining- Posts mentions humorous or funny information 
 
Philanthropic- Post mentions philanthropic, CSR-related, or activist message 

Product- Post mentions product, product features, product benefits 

Store Operation and Announcements- post mentions store hours, closures, job opportunities 
 
 
Time of post categories: 
Office Hours- Any post made on weekdays between 9:00AM and 5:00PM 
Non-Office Hours- Any post made on a weekday that is in a time slot outside of 9:00AM and 
5:00PM 
Weekend- Any post made on Saturday or Sunday 
 
Emoji type: 
Facial expression- emoji displays a facial expression 
Non-facial expression- emoji used as emblem, no facial expression 
 
Photo vs. Image: 
Photo- Photograph 
Image- Graphic created digitally   
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     Appendix B 

 

        Facebook Posts 

Emy J’s:  
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Ruby Coffee Roasters:  
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Appendix C  

 

Instagram Posts  

 

Emy J’s:  
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Ruby Coffee Roasters:  
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Appendix D 

 

Social Media Audit 

Who  Where When  What: part 1 What: part 2 Engagement  
Emy 
J’s 

Facebook 10/2/2019 
(Wednesday) 

2 photos, 0 emojis: 
"Today’s spunky party 
pan breakfast 
sandwich special! @ 
Emy J's Coffee House 
& Café" 

Product, Deal 9 

Emy 
J’s 

Facebook 10/3/2019 
(Thursday) 

Added an event: Emy 
J's Presents: 
Singer/Songwriter, 
Michael Morgan 

Store Operation & 
Announcements 

3 

Emy 
J’s 

Facebook 10/3/2019 
(Thursday) 

Event posting, 0 
emojis: "This is a 
reminder that we have 
our Sunday Singer-
Songwriter Series 
every Sunday from 12-
2pm. This week we 
have Janesville native, 
Michael Morgan. " 

Store Operation & 
Announcements 

4 

Emy 
J’s 

Facebook 10/4/2019 
(Friday) 

1 image (with 
information about an 
apple cider special) , 4 
non-face emojis: 
" ���������������" 

Product, Deal 5 

Emy 
J’s 

Facebook 10/6/2019 
(Sunday) 

Event posting, 0 
emojis: "Stop on by 
from 12-2pm for 
Singer-Songwriter, 
Michael Morgan." 

Store Operation & 
Announcements 

2 

Emy 
J’s 

Facebook 10/8/2019 
(Tuesday) 

1 image, 1 non-face 
emoji: "Emy J’s is 
hiring! We currently 
looking for a few new 
staff members! A 
personable, hard-
working individual to 
work part-time in our 
kitchen and a reliable, 
motivated individual to 
clean a few 

Store Operation & 
Announcements 

6 
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days/nights a week. 
For the kitchen staff 
will be looking to hire 
part-time to work 
between the hours of 
6am-3pm weekdays 
and some weekends. 
For the cleaning 
position we are 
looking to hire part-
time for a few days to 
clean either late night 
or early morning while 
the business is closed.  
�����If you think this 
might be a for for you, 
stop in and fill out an 
application today!" 

Emy 
J’s 

Facebook 10/9/2019 
(Wednesday) 

1 image (with 
information about a 
power-outage), 0 
emojis 

Store Operation & 
Announcements 

8 

Emy 
J’s 

Facebook 10/17/2019 
(Thursday) 

Event posting, 0 
emojis: "Thanks to all 
of the singer-
songwriters who have 
performed so far. To 
all of our Emy J's 
customers, a reminder 
that we can't do this 
without you! This 
week we have a 
Wisconsin Dells duo, 
Crusin Round." 

Store Operation & 
Announcements, 
Emotional 

8 

Emy 
J’s 

Facebook 10/20/2019 
(Sunday) 

1 photo, 0 emojis: 
"Join us from 12-2pm 
with Cruisin Round" 

Store Operation & 
Announcements 

7 
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Who  Where When  What: part 1 What: part 2 Engagement  
Emy 
J’s 

Instagram 10/2/2019 
(Wednesday) 

2 photos, 0 emojis: 
"Today’s spunky patty 
pan breakfast 
sandwich special!" 

Product, Deal 36 

Emy 
J’s 

Instagram 10/4/2019 
(Friday) 

1 image (with 
information about an 
apple cider special) , 4 
non-face emojis: 
" ���������������" 

Product, Deal 22 

Emy 
J’s 

Instagram 10/8/2019 
(Tuesday) 

1 image, 1 non-face 
emoji: "Emy J’s is 
hiring! We are 
currently looking for a 
few new staff 
members! A 
personable, hard-
working individual to 
work part-time in our 
kitchen and a reliable, 
motivated individual 
to clean a few 
days/nights a week. 
For the kitchen staff 
we’ll be looking to 
hire part-time, to work 
between the hours of 
6am-3pm weekdays 
and some weekends. 
For the cleaning 
position we are 
looking to hire part-
time for a few days to 
clean either late night 
or early morning while 
the business is closed. 
�����If you think this 
might be a fit for you, 
stop in and fill out an 
application today!" 

Store Operation & 
Announcements 

7 

Emy 
J’s 

Instagram 10/9/2019 
(Wednesday) 

1 image (with 
information about a 
power-outage), 0 
emojis 

Store Operation & 
Announcements 

10 

Emy 
J’s 

Instagram 10/30/2019 
(Wednesday) 

1 photo, 0 emojis: 
"Lots of locally made 

Philanthropic, 
Emotional 

80 
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gifts in-store. Check 
them out next time 
you’re in! 
#locallymade 
#giftlocal #emyjs" 

 

Who  Where When  What: part 1 What: part 2 Engagement  
Ruby 
Coffee 
Roasters  

Facebook 10/3/2019 
(Thursday) 

1 photo, 1 non-
facial expression 
emoji, "This 
morning we’re 
drinking Ethiopia 
Reko, which will 
very soon be 
returning to our 
menu! We’ve been 
buying Reko for 
several consecutive 
seasons and visited 
the washing station 
just outside of 
Yirgacheffe town in 
2017. This is a 
dynamic and 
complex coffee, 
with delightful 
flavors that sit on 
your palate long 
after you’ve finish 
sipping. ���" 

Product, Deal, 
Philanthropic 

13 

Ruby 
Coffee 
Roasters 

Facebook 10/7/2019 
(Monday) 

1 photo, 1 non-
facial expression 
emoji: Good 
morning and happy 
Monday. Lots of 
recent coffee 
updates! Ethiopia 
Reko is now 
available and 
tasting absolutely 
beautiful. Honduras 
Rigoberto 
Rodriguez has also 
returned to the 
menu and tastes 

Product, Deal, 
Philanthropic, 
Emotional 

19 
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like chocolate 
covered fruit jam. 
We also have 
released our second 
batch from 
Guatemala Finca de 
Dios (Nacimiento 
Reserve)! So 
wonderful and 
rewarding to offer 
each of these new 
coffees, all 
returning to our 
lineup for many 
consecutive years! 
When we set out to 
build our seasonal 
menu we first and 
foremost look to 
existing 
partnerships and 
support those as 
much as we can, 
growing them 
whenever possible. 
In the case of Finca 
de Dios, each year 
we continue to buy 
more coffee at 
prices they set, 
including additional 
premiums for small 
lots like Bonita 
(now sold out) that 
are more expensive 
to produce. 
Intentionality and 
commitment gets us 
even more excited 
to share these 
coffees with you 
all. Thanks for the 
support! ���" 

Ruby 
Coffee 
Roasters 

Facebook 10/10/2019 
(Thursday) 

1 photo, 0 emoji: 
Kenya Thunguri 
AA is tasting off 

Deal 22 
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the charts delicious 
right now and is 
almost sold out. Get 
it while it lasts! 

Ruby 
Coffee 
Roasters 

Facebook 10/12/2019 
(Saturday) 

1 photo, 0 emoji: 
"Simple pleasures. 
Perfect time of year 
to take a country 
drive to visit our 
roastery & tasting 
room. Open 8-2 Sat 
& 8-12 Sun in 
Nelsonville, WI." 

Store Operation & 
Announcements 

28 

Ruby 
Coffee 
Roasters 

Facebook 10/16/2019 
(Wednesday) 

1 photo, 0 emoji: 
"Starting the day 
off right with a 
broad tasting of our 
entire lineup. Any 
questions about 
current roasts, new 
arrivals, coffees 
you miss, or?" 

Product 31 

Ruby 
Coffee 
Roasters 

Facebook 10/20/2019 
(Sunday) 

1 photo, 0 emoji: 
"Current weekend 
coffee favorites 
include our 
Ethiopia Reko and 
Guatemala Finca de 
Dios. On the latter, 
the Nacimiento lot 
is nearly sold out 
and will soon be 
replaced by our 
third lot of year 
from the Prentice 
family: La 
Bendicion. 
Cheers!" 

Product, Deal 17 

Ruby 
Coffee 
Roasters 

Facebook 10/23/2019 
(Wednesday) 

1 photo, 0 emoji: 
"We’ve just 
updated our 
seasonal features 
and our primary 
menus at the 
Stevens Point cafe! 
Cool weather 

Product, Deal, 
Philanthropic 

101 
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means squash, 
brussels, root 
vegetables, pears & 
apples. So much of 
what’s on this menu 
comes from within 
a fifty mile radius, 
from the veggies to 
the eggs, bacon, 
cheese & bread! 
New teas from 
@spirittea and of 
course a wide 
selection of our 
own coffees. Right 
now we even have 
an exclusive 
Autumn espresso 
blend that you can 
try only at the 
cafe." 

Ruby 
Coffee 
Roasters 

Facebook 10/27/2019 
(Sunday) 

1 photo, 0 emoji: 
"Weekend brunch 
is on. Features 
include crepes 
benedict, french 
toast, bacon & 
pepper quiche, 
pumpkin 
cheesecake crepe, 
& more! Open 7-5. 
GF & vegan 
options available!" 

Deal, Store 
Operation & 
Announcements 

50 

Ruby 
Coffee 
Roasters 

Facebook 10/28/2019 
(Monday) 

1 photo, 1 non-
facial expression 
emoji: "Happy 
Monday! Thank 
you all for the 
weekend orders! 
We’ve got 
wholesale and retail 
orders in the queue 
that are destined for 
shops and homes 
nationwide. We are 
extremely grateful 

Emotional  13 
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for the support. 
���" 

 

Who  Where When  What: part 1 What: part 2 Engagement  
Ruby 
Coffee 
Roasters 

Instagram 10/3/2019 
(Thursday) 

1 photo, 1 non-
expression emoji: "This 
morning we’re drinking 
Ethiopia Reko, which 
will very soon be 
returning to our menu! 
We’ve been buying Reko 
for several consecutive 
seasons and visited the 
washing station just 
outside of Yirgacheffe 
town in 2017. This is a 
dynamic and complex 
coffee, with delightful 
flavors that sit on your 
palate long after you’ve 
finish sipping. ���" 

Product, 
Deal, 
Philanthropic, 
Emotional 

82 

Ruby 
Coffee 
Roasters 

Instagram 10/11/2019 
(Thursday) 

1 photo, 0 emoji: "Happy 
Friday from out here. 
Inside we are cupping 
yesterday’s roasts and 
evaluating new offers 
and arrivals. Decaf, fresh 
crop Colombia, Burundi, 
and more are all coming 
across our cupping table 
right now. Meanwhile 
our Central American 
offerings (Honduras, 
Guatemala, El Salvador, 
Costa Rica) are tasting 
fantastic this season and 
we’ve got several more 
lined up from familiar 
names leading into 
November! Gesha 
Village from Ethiopia is 
also now in our 
warehouse and will be 
available soon!" 

Product, Deal 165 



 

66 
 

Ruby 
Coffee 
Roasters 

Instagram 10/15/2019 
(Tuesday) 

1 photo, 0 emoji: 
"Beautiful fall morning 
in Stevens Point and a 
perfect spot for 
reflection." 

Emotional 125 

Ruby 
Coffee 
Roasters 

Instagram 10/19/2019 
(Saturday) 

1 photo, 0 emoji: "It’s a 
dreamy place to be." 

Emotional 222 

Ruby 
Coffee 
Roasters 

Instagram 10/31/2019 
(Thursday) 

1 photo, 0 emoji: Happy 
Halloween! Enjoying 
some vibrant Creamery 
espresso here at HQ. 
Current blend has some 
nice tangy fruit notes 
thanks to Kenya 
Kamunyaka. 

Product 112 

 

Who  Where When  What: part 1 What: part 2 Engagement  
Zest Facebook 10/1/2019 

(Tuesday) 
1 photo, 2 non-face emojis: 
"You know who you are 
������ �����. Lots of fall theme and 
Halloween cookies in the 
case today and daily, all 
month long, as well as breast 
cancer ribbons. Coffee first, 
then cookie. 
#breakfastofchamps 
#butfirstcoffee 
#ilikemycoffeewithmyoxygen 
#decoratedcookies 
#zestbakeryandcoffeehouse" 

Product, 
Philanthropic, 
Deal 

117 

Zest Facebook 10/2/2019 
(Wednesday) 

1 photo, 0 emojis: "Am I 
right?!?! 
#itsjustalittlehocuspocus 
#hocuspocus 
#sandersonsisters 
#witchesdobecrazy 
#decoratedcookies 
#zestbakeryandcoffeehouse" 

Product, 
Entertaining 

396 

Zest Facebook 10/10/2019 
(Thursday) 

1 photo, 0 emojis: "Minis on 
minis on minis on 
minis...everything is better in 
mini, plus it's totally okay to 
eat double because it doesn't 
count if it's mini. Lots of mini 

Product, Deal 142 
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decorated cookies available 
today, along with plenty of 
fall and halloween cookies 
through the weekend. 
#eatmorecookies 
#minijustmeanseattwo 
#halloweencookies 
#decoratedcookies 
#zestbakeryandcoffeehouse" 

Zest Facebook 10/17/2019 
(Thursday) 

1 photo, 1 non-face emoji: 
"Don't get it twisted, I am 
merely pandering to my 
audience, every moment of 
making these was physically 
and emotionally painful. 
#skol #minnesotavikingsfan 
#vikingsrulepackersdrool 
#greenbaypackers 
#footballcookies 
#fallisforfootball ����� 
#decoratedcookies 
#zestbakeryandcoffeehouse" 

Product, 
Entertaining 

146 

Zest Facebook 10/18/2019 
(Friday) 

1 photo, 0 emoji: "First you 
paint it, then you eat it. Got 
it? Saturday, come and get 
'em.#playwithyourfood 
#paintyourowncookie 
#decoratedcookies 
#thatisonebigasscookie 
#zestbakeryandcoffeehouse" 

Product, Deal 151 

Zest Facebook 10/23/2019 
(Wednesday) 

2 photos, 0 emoji: "There are 
some special birthday 
requests you just can't say no 
to. #dirtcups #dirtcake 
#dirtandworms #38goingon5 
#zestbakeryandcoffeehouse" 

Product, 
Entertaining  

121 

Zest Facebook 10/29/2019 
(Tuesday) 

1 photo, 2 non-face emojis: 
" ����I walked into that room 
dripping in rose gold���� 
#rosegold #fallweddingcake 
#dripdripdrip #dripcake 
#zestbakeryandcoffeehouse" 

Product 134 

Zest Facebook 10/30/2019 
(Wednesday) 

1 photo, 1 facial expression 
emoji: "Oh crud! You forgot 
to order cookies! You forgot 
the class treat! You need a 

Product, 
Deal, 
Entertaining  

93 
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dessert for the office party! 
IT'S TIME TO 
PANIC!!.......j/k���� we 
gotchu covered. We've got 
ghosts, and cats, and 
pumpkins, and paint your 
own, and minis, OH MY! We 
are fully stocked today and 
tomorrow and will be adding 
throughout the day. Stop in 
and give the kids a treat, no 
tricks here. Happy 
spOoOoOooOoky 
halloween!!#happyhalloween 
#spookyhalloween 
#halloweencookies 
#ioveruseexclamationpoints 
#sosueme #imveryexcited 
#zestbakeryandcoffeehouse" 

Zest Facebook 10/31/2019 
(Thursday) 

1 photo, 1 facial expression 
emoji: "It's dark days around 
here....at least we have 
cookies. Who knew Pikachu 
could bake? #pikachubakes 
#costumepartyatzest 
#spookyhalloween 
#������������ #happyhalloween 
#halloweencookies 
#zestbakeryandcoffeehouse" 

Entertaining  89 

 

Wh
o  

Where When  What: part 1 What: part 
2 

Engagement  

Zest Instagram 10/2/2019 
(Wednesday) 

1 photo, 0 emojis: "Am I 
right?!?!#itsjustalittlehocuspo
cus #hocuspocus 
#sandersonsisters 
#witchesdobecrazy 
#decoratedcookies 
#zestbakeryandcoffeehouse" 

Product, 
Entertaining 

139 

Zest Instagram 10/10/2019 
(Thursday) 

1 photo, 0 emojis: "Minis on 
minis on minis on 
minis...everything is better in 
mini, plus it's totally okay to 
eat double because it doesn't 
count if it's mini. Lots of mini 

Product 81 
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decorated cookies available 
today, along with plenty of 
fall and halloween cookies 
through the weekend. 
#eatmorecookies 
#minijustmeanseattwo 
#halloweencookies 
#decoratedcookies 
#zestbakeryandcoffeehouse" 

Zest Instagram 10/17/2019 
(Thursday) 

1 photo, 1 non-face emoji: 
"Don't get it twisted, I am 
merely pandering to my 
audience, every moment of 
making these was physically 
and emotionally painful. 
#skol #minnesotavikingsfan 
#vikingsrulepackersdrool 
#greenbaypackers 
#footballcookies 
#fallisforfootball ����� 
#decoratedcookies 
#zestbakeryandcoffeehouse" 

Product, 
Entertaining 

79 

Zest Instagram 10/28/2019 
(Monday) 

1 photo, 0 emoji: "Alright, 
alright, alright, you can quit 
hounding me already. Here. 
It's back. The Coconut Curry 
Chicken Soup has made her 
winter return. She'll keep ya 
warm all the way to spring. 
#itssoupseason #coconutcurry 
#chickensoup 
#zestbakeryandcoffeehouse" 

Product, 
Deal 

86 

Zest Instagram 10/29/2019 
(Tuesday) 

1 photo, 2 non-face emojis: 
" ����I walked into that room 
dripping in rose gold���� 
#rosegold #fallweddingcake 
#dripdripdrip #dripcake 
#zestbakeryandcoffeehouse" 

Product 98 

 


