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Abstract
The Internet has undoubtedly had an impact on society and brought about considerable changes in the 
world economy. Social media are prominent among the applications hosted by the Internet. To organ-
isations that make use of them, they present a series of challenges and opportunities that can lead to 
enhanced business performance and local and regional development. Given the foregoing, the Delphi 
method was used to assess the impact of social media on product marketing in the Spanish olive oil sector. 
The findings of this study, based on expert opinion, point to the potential of social media, which in turn 
makes it necessary to plan for their use.
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1. Introduction

One of the great challenges that southern Euro-
pean edible oil sector SMEs (small and medium 
enterprises) face is how to retain most of the add-
ed value generated through the sale of their prod-
ucts. The Spanish olive oil sector is an example 
of this: Spain is the largest olive oil producer in 
the world, with 40% of the world output and 50% 
of the European Union output (MAGRAMA, 
2013), making this a key strategic sector for the 
country’s economy and an essential component of 
sustainable development in the rural world. Nev-
ertheless, product marketing continues to be one 
of the outstanding challenges facing this sector 
(Mozas et al., 2007; Fernández et al., 2016). 

Using the Internet for commercial purposes 
could provide answers to these problems (López 
et al., 2014). Given that one of the characteris-
tics of the market in the early 21st-century is the 
globalisation of production and sales, a basic re-
quirement in order to trade with any guarantee of 
success is to use information and communication 
technology (ICT) (Medina et al., 2016; Mozas 
et al., 2016a). Information and communication 
technologies have changed the rules of compe-
tition (Laudon and Laudon, 2009) by bringing 
down organisational costs throughout the value 
chain and speeding up searches for buyers and 
sellers and, in general, for information associat-
ed with the commercial activity (Chen and Ses-
hadri, 2007).
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In the case of SMEs (which applies to most 
olive oil companies), ICT is particularly im-
portant in enabling them to take full advantage 
of the opportunities offered by the new tech-
nological paradigm (Sadowski et al., 2002). 
The limited financial and human resources of 
these companies restrict their access to inter-
national markets, so ICT tools are essential for 
minimising the effects of their structural weak-
nesses and facilitating their internationalisation 
(Rasheed, 2005). This is because ICT lessens 
the importance of geographical distance when 
entering foreign markets and accessing custom-
ers and suppliers (Stansfields and Grant, 2003).

In particular, social media and online social 
networks are the main exponents of the new 
panorama. These platforms provide support for 
the social relations formed within organisations 
and externally, and lead to multiple business 
improvements at little cost (Gunelius, 2011). 
Their main advantages include: improvements 
in organisational communication, consumer 
trust (Lai et al., 2011) and commercial position 
(Wei et al., 2013). This should encourage or-
ganisations to take advantage of these tools as a 
marketing strategy, to boost collective learning 
and to improve their management, coordination 
and exchange of knowledge (Elghannam et al., 
2017). 

Despite the potential of the social media for 
marketing agrifood products online, few stud-
ies have examined the relations between the 
two (MAGRAMA, 2013). Given this situation, 
the overall aim of this research was to cast light 
on the prospects for olive oil organisations in 
the social media and elucidate the usefulness of 
these tools for solving the main problems fac-
ing this sector, particularly in relation to mar-
keting and sales. For this purpose, an empirical 
study was carried out during the first half of 
2015, using a prospective analysis based on the 
Delphi method. This method was considered 
appropriate for addressing the main aim of this 
study: to conduct a prospective analysis on the 
use of online social networks by olive oil or-
ganisations and to discover whether or not they 
are useful for solving this sector’s commercial 
problems. 

2. Conceptual Framework

ICT is considered a factor of great importance 
for rural development (Romero and Cànoves, 
2005), offering a wide range of opportunities 
for economic and social improvements in ag-
ricultural regions, e.g. in relation to rural tour-
ism (Castells, 1997). Following this approach, 
Perkins and Witt (1961) were already pointing 
to the importance of linking agriculture with 
its commercial aspect and associating it with 
technological innovations (Castro and Rajadel, 
2015), which are indispensable for the farming 
sector and a decisive factor for competitive-
ness (Cáceres, 2002). They are also associated 
with productivity, considered a critical factor 
for the prosperity and enrichment of the rural 
population, particularly for those with very low 
incomes (Shejtman and Berdegué, 2004). Ac-
cording to Castro and Rajadel (2015), technolo-
gy and innovation support, direct and stimulate 
local development, encouraging business pro-
ductivity, competitiveness, and social, economic 
and intellectual development.

The use of ICTs in the Spanish olive oil sec-
tor could be a spur to economic and social de-
velopment in Spain (Medina et al., 2016). It 
should be remembered that Spain — particu-
larly Andalusia, one of its least developed re-
gions — is one of the top olive oil producing 
areas in the world. Despite its size, this sector 
has traditionally faced considerable problems 
on the commercial side (Mozas et al., 2015). 
These companies mostly sell their product in 
bulk, ceding a high proportion of the olive oil 
value chain to refiners and bottling plants as 
well as to the distributors (MAGRAMA, 2012). 
It is estimated that approximately 80% to 90% 
of their output is sold to refiners and bottlers, 
who reap the added value generated by this 
activity (Parras et al., 2013). The latter bottle 
the product and negotiate with the distribution 
sector and food-processing companies (confec-
tionery, snacks, preserves, etc.). As a result of 
its low involvement in selling its products, the 
Spanish olive oil sector has remained in a weak 
position, in comparison with its potential, on 
both the home and foreign markets (Moral et 
al., 2014; Medina et al., 2016).
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Along the same lines, Fransi et al. (2016) em-
phasised the outstanding potential of the Internet 
for olive oil sector companies, where coopera-
tive and social relations predominate. Precise-
ly these characteristics, as well as the structure 
of the olive oil sector itself, which is heavily 
weighted towards the social economy1, give 
rise to many resemblances with what is known 
as the “social web” (Mozas and Bernal, 2012). 
For this reason, olive oil companies should not 
allow the opportunity offered by this new social 
and technological phenomenon to slip through 
their grasp, particularly if their output includes 
organic products (Vega et al., 2011). Social me-
dia may be a factor to take into account for rural 
development in the olive oil sector (Mozas et al., 
2015), not only because of their technological 
component but also as a system of personal and 
inter-organisational interactions. 

Authors such as Moral et al. (2014) and Fransi 
et al. (2016) have shown how these technologies 
have led to major commercial progress in olive 
oil sector companies, which suffer from a passive 
attitude towards marketing, leading to ICT being 
considered an essential pillar of improvement in 
the agrifood sector (Medina et al., 2016). Given 
this situation, such authors give a glimpse of the 
major role that new ICT tools such as the social 
media can play in the olive oil sector, as a route 
to commercial and regional progress. However, 
according to Cáceres (2002), the adoption of 
new technologies needs to be planned and com-
panies must carefully monitor their adoption. In 
addition, they must possess sufficient absorption 
capacity to implement and use them efficient-
ly. This statement can be extended to the social 
media, as their successful introduction hinges 
on three factors: attentive adoption, communi-
ty building and absorption capacity (Culnan et 
al., 2010). Social media are free of charge and 
although computer support is a requirement for 
accessing them, this is relatively inexpensive 
and affordable for the population as a whole 
(House et al., 2015), although resources need to 

1 Oil mills that take a social economy enterprise form – mainly cooperatives, agricultural processing companies 
(sociedades agrarias de transformación) and labour companies (sociedades laborales) – produce over 70% of the 
olive oil in Spain (Mozas et al., 2015). Consequently, to speak of olives is to speak of social economy enterprises 
(Fernández et al., 2016).

be assigned to them if they are to be used effi-
ciently (Mozas et al., 2016b).

In short, the social, communicative and inter-
active characteristics of online social networks 
highlight the many benefits they bring to busi-
nesses, boosting their entrepreneurial, com-
mercial and relational facets (Rita and Sunny, 
2012). As a result, these tools are a mainstay 
for improving the organisational and commer-
cial activity of olive oil companies (Mozas et 
al., 2016b). Specifically, it should be pointed 
out that by reducing the organisation’s oper-
ating costs, particularly in relation to the mar-
ket (House et al., 2015), ICT has helped to cut 
transaction costs substantially, encouraging an 
efficient administration of corporate resources 
(Chen and Seshadri, 2007).

3. Material and Methods 

Delphi prospective analysis is a method that 
aims to provide information on situations that 
require forecasting and human judgement, when 
the scarcity of data and of a theoretical back-
ground make it impossible to employ statistical 
methods (Goldfisher, 1992; Rowe and Wright, 
1999). Such situations make it necessary to turn 
to experts who can cast light on the subject of 
study thanks to their knowledge and experience. 
This technique is designed as a group commu-
nication process that prevails over individual 
judgements and seeks to reach consensus among 
experts regarding a particular problem (Linstone 
and Turoff, 1975). The group of experts whose 
opinion was sought comprised academics and 
olive oil sector professionals with links to the 
field of the social media.

The principal characteristics of this method, 
and a sine qua non for its success, are (Rowe and 
Wright, 1999; Landeta, 2006; Hsu and Sandford, 
2007): anonymity, in order to ensure the origi-
nality and variety of the judgements proffered; 
iteration, which helps to elicit more substantial 
data; and controlled feedback, an essential char-



NEW MEDIT N. 2/2018

104

acteristic to encourage the experts to reconsider 
their opinion and reach a consensus. One of its 
main advantages is its predictive and exploratory 
character, which is ideal in situations of uncer-
tainty (Linstone and Turoff, 1975; Goldfisher, 
1992). Research has demonstrated the reliability, 
efficacy and currency of this method (Rowe and 
Wright, 1999; Landeta, 2006). 

The non-existence of statistical data on the 
subject, the scarcity of references on this rela-
tion in the agrifood sector, the requirement of 
a forecasting exercise and the confluence of 
subjective aspects that in many cases demand 
reflection and group analysis were factors that 
warranted using this method. Other similar re-
search with the same background has also em-
ployed the Delphi method. For instance, it has 
been employed in studies of the agrifood sector 
(Frewer et al., 2011; Campos et al., 2012; Kline 
et al., 2016) and of social media websites (Ax-
inia, 2011; Linke and Zerfass, 2012). Research 
that has used this method to highlight the need 
and importance of investing in R+D+I in the ol-
ive oil sector was also found, including Sanz et 
al. (2011) and Sayadi et al. (2012). 

3.1. Specific Research Aims

In order to cast light on the impact of greater 
social media use in the olive oil sector in Spain, 
as well as to validate its value and utility for or-
ganisations in this sector, the following research 
questions were formulated:

RQ1. Are social media a factor that generates 
value for olive oil companies?

RQ2. To what extent will the olive oil sector 
use social media in the near future? 

RQ3. In the olive oil sector, which business 
functions will benefit most from using social 
media?

RQ4. What factors encourage or curb social 
media penetration of the business fabric in the 
olive oil sector?

RQ5. What advantages and disadvantages 
would greater social media use bring to the busi-
ness fabric of the olive oil sector?

RQ6. Are social media particularly useful in 
the case of organic olive oil?

3.2.  Research Process

The experts were selected by contacting a 
heterogeneous group of academics and sector 
professionals who work in different provinces 
of Spain (Table 1), in order to draw on different 
points of view and sensitivities (Von der Gracht, 
2012). The optimum size for the expert panel, 
considering the characteristics and complexity 
of the subject, was considered to be between 15 
and 20 persons. This range is considered suffi-
ciently large and methodologically reliable by 
a number of authors (Malla and Zabala, 1978; 
Okoli and Pawlowski, 2004; Landeta, 2006). 
The questionnaire was therefore sent to 22 ex-
perts, of whom 20 finally participated in both 
rounds. They all had a university education, con-
siderable empirical experience and an advanced 
knowledge of social media due to their educa-
tional background and area of work. In addition, 
all the experts had links to the agrifood sector, 
particularly in olive oil, and most of them had a 
reputation for research focusing on this product.

The questionnaire and the options included 
were drawn up with reference to the existing lit-
erature, taking into account the typical strengths, 
weaknesses, opportunities and threats (SWOT) 
in this sector (Ciruela and Cuadrado, 2012). 
The result was a compact, structured, self-com-
pletion questionnaire that would be quick and 
easy to complete. This initial questionnaire was 
mostly composed of Likert scale questions, the 
method of measurement overwhelmingly used 
in Delphi studies (Linstone and Turoff, 1975). It 
also included open qualitative questions in order 
to elicit the freely-expressed opinion of the ex-
perts, which would be very useful for interpreting 
the results. For the second round, personalised 

Table 1 - Expert panel data. 

Location
Aca- 

demics
Sector pro- 
fessionals Total

No. % No. % No. %
Rest of Spain 8 80 4 40 12 60
Andalusia 2 20 6 60 8 40
Total 10 50 10 50 20 100

Source: own compilation.
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questionnaires were designed; they included the 
expert’s previous response and statistical indica-
tors on the group response, to provide feedback 
(Landeta, 2006; Rowe and Wright, 1999).

The number of rounds was pre-set at two, a 
number of iterations that is recommended and 
considered sufficient by most of the authors 
who have addressed this method (Luna et al., 
2006; Mohedano, 2013). However, if the results 
required a third round this possibility was left 
open, as it would be useful for obtaining more 
precise results (Juliá and Polo, 2006). In the 
event, the third round proved not to be necessary 
as a high degree of consensus and/or stability 
had already been achieved. 

For this purpose, the level of consensus was 
established in advance in accordance with the 
following criteria: for nominal questions, the 
degree of agreement among the experts was set 
at a minimum of 90%. For the Likert-type ques-
tions, the interquartile range (IQR) was set at 
1 or less for four- or five-point scales (Von der 
Gracht, 2012). For questions comprising differ-
ent items, Kendall’s coefficient of concordance 
(W)2 was used as a holistic verification of the de-
gree of agreement on the order of preference for 
the items (Escobar and Cuervo, 2008). To infer 
whether this concordance was significant for the 
ranges compared, the coefficient was converted 
into a Chi squared value3. 

In addition, Spearman’s rank correlation coef-
ficient (rs) was used as an indicator of stability, 
with a value close to 1 indicating high stability 
(Badii et al., 2014).

4. Results 

This section only reports the results on which 
the two rounds of consultation with the experts 

2 This coefficient (Kendall’s W) ranges from 0 to 1, where 0 is the total absence of agreement and 1 is perfect 
agreement on the ranking order: It was calculated as follows: 

where m is the number of experts, n the number of items and , where R is the total rank.

3 If X 2
r < X 2 (: n - 1) then the null hypothesis (H0) of non-agreement is accepted, and vice versa. The result obtained 

was compared with the table of chi-squared values with n-1 degrees of freedom and a significance level (α) of 0.01 
(X 2(: n - 1)). For this, the following equation was calculated: X 2

r = m(n - 1)w.

obtained consensus and/or stability according to 
the premises stated in the Methods. 

The first approach to the field of study, which 
attempted to obtain an answer to the first re-
search question (RQ1), found that most of the 
experts stated that these technological social 
tools were useful for increasing the consumers’ 
appreciation of olive oil (Table 2). 

As can be seen in Table 2, most (95%) of the 
experts consulted considered the presence of 
olive oil in the social media to be beneficial. 
They also agreed in pointing to Facebook and 
Twitter as the most suitable platforms for olive 
oil from a business point of view. In addition, 
although without consensus, 45% of the experts 
mentioned LinkedIn, and other online social net-
working platforms were also cited, particularly 
those related with picture sharing (Instagram, 
Flickr and Pinterest).

The results regarding the degree of penetration 
of these tools (RQ2) and the business functions 
that benefit most from them (RQ3) are shown in 
Table 3. 

The consensus reached in the second round 
was that in the near future, the penetration of so-
cial media use in olive oil sector businesses will 
be high. As well as the consensus criterion, based 
on the statistical criterion (IQR ≤ 1), a high level 
of stability was also found (rs 0.99). As regards 
the business functions that will benefit most from 
greater use of social media, the consensus point-
ed to marketing (unanimously), customer care 
and organisational communication.

Turning now to the factors that boost and curb 
social media penetration of the business fabric 
in the olive oil sector (RQ4), Table 4 shows the 
items that achieved consensus and stability in 
the two rounds of responses from the panel.
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After the second round, Kendall’s W was cal-
culated to check whether the agreement on the 
ranking of the factors (both drivers and inhibi-
tors) was statistically significant. These calcula-
tions found agreement on the order of the items 
in both cases.

Concerning the possible advantages and dis-
advantages of greater social media use in the 
olive oil sector (RQ5), consensus and stability 
were obtained for the following items (Table 5).

As in the previous question, the level of group 
agreement between the items was calculated. 
Strong agreement was found on the order of the 
possible advantages. Agreement on the order of 
the disadvantages was weaker, although still sta-
tistically significant.

The last question the experts were asked re-
ferred to organic products in particular, in view 
of the boom that this type of agriculture is ex-
periencing. Moreover, online social networks 

Table 2 - Consensus results for RQ1.

QUESTION RESULTS

Do you consider that the presence of olive oil in the 
social media increases the consumers’ appreciation 
of olive oil?

The most suitable social media for olive oil, from a 
business point of view, are:

Source: own compilation.

Table 3 - Consensus results for RQ2 and RQ3. 

QUESTION RESULTS

In the near future, to what degree do you expect the 
Spanish olive oil sector to use social media?

Which business functions will benefit most from using 
social media?
(Check the three most important)

Source: own compilation.
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Table 4 - Consensus results for RQ4.

QUESTION RESULTS
Factors driving greater social media 

use in the olive oil sector Group assessment IQR rs

- Greater training in social media tools Very important 1 ≈ 1
-  Fear of a fall in sales due to a lack of presence in the social 

media
Important 1 ≈ 1

- Rise in perceived usefulness Important 0 ≈ 1
- External pressure Important 0 ≈ 1
- Improvements in social media security and privacy policies Important 1 1
-  Public action plan and assistance to encourage the use of 

social media
Not very important 1 1

Factors inhibiting greater social media 
use in the olive oil sector Group assessment IQR rs

- Ignorance of the potential of these tools Very important 1 ≈ 1
- Lack of interest and of advice Very important 1 ≈ 1
- Lack of financial resources Not very important 1 ≈ 1
- Technological limitations Not very important 1 ≈ 1
- Product unsuitable for promotion in social media Not at all important 1 ≈ 1

Source: own compilation.

Table 5 - Consensus results for RQ5.

QUESTION RESULTS
Advantages of greater social media use in the olive oil sector Group assessment IQR rs

- Higher market profile for olive oil Very probable 0 ≈ 1
-  More information reaching users, so better knowledge and 

identification of the different types of olive oil and their 
characteristics 

Very probable 1 ≈ 1

-  Greater communication and spread of olive oil culture outside 
the Mediterranean area Very probable 1 ≈ 1

-  Greater involvement of olive oil producers in consumer 
markets Probable 1 ≈ 1

-  Within the olive oil sector, greater awareness of its own 
deficiencies and limitations Not very probable 1 ≈ 1

Disadvantages of greater social media use in the olive oil sector Group assessment IQR rs

- More competitive pressure Probable 0,25 1
-  Democratisation of the organisation (increased stakeholder 

power) Not very probable 0,25 ≈ 1

- Likelihood of damaging the brand or corporate image Not very probable 1 ≈ 1
- Technical problems in introducing these tools Not very probable 1 ≈ 1
- Problems with privacy and information leaks Not at all probable 1 1

Source: own compilation.
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are particularly useful for products of this type 
(Mozas et al., 2016b), which have historically 
been overlooked or had little presence in tra-
ditional sales channels, as some authors argue 
(Wei et al., 2013). The consensus results for this 
question are shown in Table 6.

The above table shows that without a doubt, 
most of the experts agreed that social media are 
beneficial for olive oil with the attribute ‘organ-
ic’, which further increases the usefulness of 
these tools for the olive oil sector.

5. Discussion

The Delphi analysis showed the usefulness 
and importance of online social networking plat-
forms for responding to the commercial prob-
lems that the Spanish olive oil sector has tradi-
tionally faced. 

Firstly, it was clear that there was considerable 
consensus on the social media’s capacity to in-
crease the consumers’ appreciation of olive oil. 
The sector is not unaware of this opportunity, so 
olive oil companies were expected to develop a 
prominent presence in these social media. An-
other salient result is that the functions that were 
expected to benefit included marketing, custom-
er care and communication, which would imply 
that the olive oil sector is on its way to taking 
advantage of the potential of the social media 
for improving organisational communication, 
consumer trust and the commercial position of 
the companies. This evidence has been studied, 
in other areas, by Lai et al. (2011) and Wei et 
al. (2013). As noted by Fernández et al. (2016), 

adoption and efficient use of social media could 
be a clear driver of development in the olive oil 
sector. The advantages associated with these 
tools could solve the commercial difficulties of 
olive oil producers, especially those faced by 
cooperatives, owing to the characteristics of this 
type of company.

Regarding the factors that boost or curb social 
media penetration of the business fabric of the 
olive oil sector, the level of information on the 
social media within this sector is a fundamental 
factor for their use. From this point of view, it 
is considered that a lack of interest fed by mis-
information explains the widespread lack of 
knowledge about the potential of the social me-
dia, leading to limited use of them (Mozas et al., 
2016b). Moreover, the companies that make up 
this sector are SMEs with limited financial and 
human resources. The characteristics of this type 
of organizations hinder the acquisition of knowl-
edge about the potential of these applications 
and identification of their usefulness (Sandowski 
et al., 2002). For this reason, it is important not 
to base the use of these tools simply on their 
adoption: the olive oil companies must maintain 
a solid commitment to these media if they are to 
attain greater operational performance (Medina 
et al., 2016). 

In turn, the experts considered that external 
pressure and the threat of a loss of clientele are 
the most important factors that encourage their 
use. As stated by Laudon and Laudon (2009), 
it is obvious that ICT is changing the rules of 
competition and is important if companies are 
to operate with any degree of success in today’s 

Table 6 - Questions referring to organic products.

QUESTION RESULTS
Questions to ascertain the possible effects of social media 

for organic products Group assessment IQR rs

Social media are an effective tool for publicising and informing 
about the attributes of extra virgin organic olive oil Agree totally 0 ≈ 1

Social media are the most suitable platform for boosting con-
sumption of extra virgin organic olive oil Agree totally 0 ≈ 1

Olive oil companies with organic products will use social media 
more than those with non-organic ones Agree 1 ≈ 1

Source: own compilation.
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globalised market, and organisations are trying 
to respond to this situation. Since many buyers 
now use social media as a reference tool, compa-
nies need to have a presence on them and adopt 
an active role in this regard, responding to the 
consumers’ need and demand for information.

The findings of the present study have also 
served to confirm the advantages and disadvan-
tages of a greater penetration of social media 
in the companies under study. For instance, fi-
nancial or technological resources were not in 
themselves considered a major hindrance for 
introducing these tools, which require little in-
vestment and maintenance. Hence, as pointed 
out by authors such as Sadowski et al. (2002), 
ICT has the potential to minimise the effects of 
the structural weaknesses associated with SMEs 
(Rasheed, 2005). Also, although the literature 
considers privacy an important factor for the 
penetration of these tools, the experts did not 
believe this was likely to be a drawback for the 
sector under study. 

However, the risk that the experts did consid-
er probable following the introduction of these 
tools was greater competitive pressure. Never-
theless, it has also been asserted that this disad-
vantage could spur organisations to make im-
provements (Sadowski et al., 2002). The other 
side of the coin is that introducing these tools 
could generate multiple benefits. In particular, it 
was highlighted that social media websites have 
an important part to play in spreading knowl-
edge and information on the culture surrounding 
olives and on olive oil and its characteristics. 
This result reflects the capacity of these tools 
for boosting collective learning and knowledge 
exchange (Lai et al., 2011). The experts also 
considered that social media use would probably 
bring greater producer involvement in final mar-
kets, a factor of great importance for this sector 
in view of its severe commercial problems.

In addition, and in agreement with Mozas et 
al. (2016b), the experts unanimously considered 
that social media can be an effective tool for mar-
keting organic olive oil. It has also been shown 
that these tools can be one of the best ways to 
achieve this aim (Fransi et al., 2016). The find-
ings of the present study show that social media 
provide a clear opportunity to develop the sec-

tor, and organic producers are the operators that 
make most use of these online platforms and can 
obtain the greatest benefit from their use.

6. Conclusions 

The overall objective of this study was to 
identify the prospects for olive oil companies 
in the social media and cast light on the useful-
ness of these platforms for solving the commer-
cial problem that has traditionally held back the 
development of this sector. The findings of this 
study make it clear that these tools are useful 
for the development of the olive oil sector, al-
ways provided that sector organisations decide 
to make the commitment and devote part of their 
efforts to improving their presence in online so-
cial networks in order to take advantage of the 
full range of benefits they offer.

The present findings will help to make olive 
oil sector companies more aware of the poten-
tial of ICT and, in particular, of social media, 
and to prevent their sidelining themselves in 
this respect. This study has also brought to light 
factors that currently hinder the penetration of 
these new technologies among companies in this 
sector, particularly a lack of awareness of their 
potential. This finding should spur both public 
and private bodies to take timely steps to prevent 
the olive oil sector from lagging behind others. 

One of the main limitations of this study is that 
it was confined to the olive oil sector, although 
the authors consider that the conclusions can 
be extrapolated to a large part of the agrifood 
sector, which, in general, presents similar under-
lying commercial problems. Another limitation 
is that it focuses on Spain. While this country 
occupies a privileged position as a major olive 
oil producer, it could be interesting to compare 
the situation in Spain with that in other producer 
countries.

In conclusion, the present study has contrib-
uted new knowledge to a little-studied subject: 
the relationship between the social media and 
commercial activity in the agrifood sector. The 
results of this exploratory study suggest a posi-
tive relationship between the two variables that 
warrants further investigation. Given the impor-
tance and topicality of these subjects, possible 
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lines for future research could be empirical stud-
ies directly targeting the companies involved, to 
analyse aspects such as the level of penetration 
of these technologies, the intensity of their use 
and, fundamentally, the organisational, structur-
al, etc. factors that are directly related with mak-
ing more effective use of them. While searching 
for these relations, it would also be interesting 
to detect whether social media use has a positive 
effect on corporate productivity, using methods 
such as DEA for this purpose. Lastly, another in-
teresting area could be direct analysis of these 
companies’ social media activity in comparison 
with that of companies in other sectors. 
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