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Abstract. The main goal of the study is to find out the patterns and differences in the positioning of 10 international brands from the
Forbes list and 10 leading Ukrainian brands in the most popular social networks. Through statistical and content analysis there have
been identified the quantitative and qualitative indicators of their representation on Facebook, Twitter, Instagram, and also reviewed
the frequency and thematic focus of publications. As a result, we have provided practical guidance on how to use social networks in

brand communications.
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Introduction. In the modern information society, social
networks play the key role in the development of corpo-
rate communications and public relations in general. This
innovative type of media, based on online technologies,
guided by the principles of self-organization, free distri-
bution and commentary on messages, essentially opened a
new era of transparent interactive relationships between
companies and their target audiences. The speed, volume
and intensity of information exchange (both textual and
audio-visual) increased, content requirements changed,
the new paradigm of communication in the network arose,
which could not but affect the cultural, moral, psycholog-
ical and other aspects of brands communicative behavior.
Recent statistics show tendencies in increasing im-
portance of online communications in the world. Accord-
ing to the researches, the number of Internet users in 2018
will reach 4,021 billion, which is 7% more than last year,
and the number of social network users will reach 3,196
billion, which is 13% more than in 2017 [1]. Thus, it is
possible to predict the further growth of business interest
in digital technologies as an effective platform for com-
municating with its stakeholders.

Active research in the outlined scientific and applied
branches unfolded in the 2000s. Among others, Greg
Hearn, Marcus Foth and Heather Gray reviewed the fea-
tures of the new media usage in corporate communica-
tions [2]. The attention of the scientists is drawn to the
communication experience of the most successful compa-
nies and the methods of distributing their corporate con-
tent through social networks. For example, Svetlana
Rybalko and Trent Seltzer investigated the communica-
tion activity of Twitter companies that are the part of the
Fortune ranking — the list of 500 US corporations with the
largest aggregate revenue for the relevant fiscal year [3].
Tina McCorkindale conducted content analysis of Face-
book posts published by the top 50 Fortune-based compa-
nies [4]. In addition to applied approaches to using the
most popular social networks, as well as blogs and fo-
rums, some scholars study the topics of publications to
illustrate how companies manage their communication
programs in the latest online space [5].

The study of Investis agency confirmed the depend-
ence of financial and economic success of the largest
companies in the United States and Great Britain on the
use of their new media as the tool for corporate communi-
cations. In particular, the report states that companies
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rated FTSE 100 (the leading index of the British Stock
Exchange) which link their corporate websites to social
media and showed an increase from 35 to 72% in three
years [6].

As this research has shown, Ukrainian companies are
also actively using new media in corporate communica-
tions, but this phenomenon has not been reflected in sci-
entific publications yet. The comparative aspect is of a
particular interest: what are the similarities and differ-
ences between the international and Ukrainian brands
behavior in social networks. By filling this gap, this re-
search proposes the system knowledge and methodology
to use social networks as the PR-tool.

The purpose of the research is to find out the patterns
and differences in the behavior of international and
Ukrainian brands in the most popular social networks.

The task is to outline the theoretical basis of the re-
search question; to determine and compare quantitative
and qualitative indicators of the representation of leading
brands in the most popular social networks; analyse the
frequency and thematic focus of publications.

Research methods. The empirical base is the publica-
tion of the most successful international and Ukrainian
brands in social networks Facebook, Twitter, Instagram in
2017. The main method of research was content analysis
as a qualitative and quantitative method for studying the
content of communications. The statistical analysis of the
audience was used to determine the representation of
brands in social networks,

Results and discussion. Before turning to experi-
mental methods, one should outline the theoretical field of
the formulated scientific problem and, first of all, deter-
mine the functional load of social networks in the context
of corporate communications as well as its relevance to
the urgent business tasks. One can agree with the opinion
of American researcher Lon Safko that "the most obvious
is the use of social media for marketing, sales, public
relations and communications. Remember that social
media is about communicating with your customers. So-
cial media is a set of highly effective tools for customer
service, business-to-business (B2B) and internal commu-
nications” [7, 8]. Not less important advantage of social
media is the considerable resource of trust and potential in
involving the broad masses in the dialogue and attaining
their loyalty, which is an important task of public rela-
tions. Obviously, this was what Asha Kaul and
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Vidhi Chaudhri, who, in one of their works, thoroughly
analysed the possibilities of using social media in the
context of managing the reputation of the company [8].

Thus, due to mass and targeting capabilities, social
networks can reach the widest target audience (both ex-
ternal and internal), enabling the use of this media kind in
all corporate communications types. Consequently, the
role of social networks is seen, on the one hand, as a
means of direct interaction with consumers to achieve
marketing goals, or, as they say, "the creation of a virtual
client environment” [5, 245]. On the other hand, it is a
PR-tool for building an attractive brand image, forming
loyalty of the audience, providing prospects for its sus-
tainable development.

Other researchers point to a certain integrative social
media function that helps companies to unite all corporate
communication channels and enhance their impact. Ac-
cording to the scholars, the integration of social media has
a powerful multiplying effect, especially when corporate
Internet resources are interlinked: "when your content is
syndicated outside, it gives you a double benefit: increas-
ing your achievements and reducing your efforts. Integrat-
ing social media with existing business practices has the
benefits of enhancing your real interaction with the target
audience" [9, 18].

For our study, we took 10 most expensive international
brands according to the American magazine Forbes: Ap-
ple, Google, Microsoft, Facebook, Coca-Cola, Amazon,
Disney, Toyota, McDonald's, Samsung [10]. Ten of the
leading Ukrainian trademarks were formed on the basis of
the list of the “UkrBrand 2017: Ukrainian brands TOP
100: Morshynska, Sandora, Roshen, Nemiroff, Nova
Poshta, Privatbank, Khortytsa, Rozetka, Kyivstar, Obo-
lon” [11].
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The preliminary defining of the most popular social
networks in the world took place on the basis of the portal
Statista data [12]. In the first step, the elements that are
not system-formative for our study were excluded from
the general ranking, namely, YouTube video hosting
portal, the category of messengers, as well as non-
globalized social networks (e.g. Chinese QZone). As a
result, there was created a revised list of social networks
where Facebook has the first place in the world with the
number of active users (almost 2.2 billion), followed by
Instagram (1 billion) and Twitter (336 million) on the
third.

To assess Ukrainian audience of social networks, there
was used the research of Gemius company [13]. Accord-
ing to it, our fellow citizens also visit Facebook more
often: just over half of all users log in to this social net-
work from personal computers at least once a month
(52% of the whole audience, 10.1 million users). Less
Ukrainians use VKontakte (34%, 6.7 million users), In-
stagram (13%, 2.5 million), Twitter (8%, 1.6 million).
Taking into account that on May 15, 2017, by the decree
of the President of Ukraine, the decision of the National
Security and Defense Council “On the Application of
Personal Special Economic and Other Restrictive
Measures (Sanctions)” banned Russian website “VKon-
takte” in Ukraine. Now, the landscape of social networks
in Ukraine consists of three main objects: Facebook,
Twitter, and Instagram, which were taken as the basis for
this study.

Analyzing the general characteristics of brands’ repre-
sentation in social networks, the attention should be
drawn to the quantitative indicators of the audience.

Facebook Twitter Instagram
Audience |Publications| Audience |Publications| Audience |Publications
Company (amount of Quantity, (amount of | Quantity, (amount of Quantity,
followers), min 2017 followers), min 2017 followers), min 2017
Apple 11 0 1,8 0 6,2 90
Google 26 184 20,6 981 6,5 266
Microsoft 13 347 8,6 274 1,7 96
Facebook 209 27 14 5 3 1
Coca-Cola 107 44 34 100 25 38
Amazon 28 582 2,8 896 1,3 281
Disney 51 467 59 803 11,4 1019
Toyota 3,8 587 0,726 612 11 243
McDonald's 77 200 3,5 261 3,2 70
Samsung 158,8 154 0,371 250 0,613 110
684,6 2592 61,697 4182 37,513 2214

Table 1. The US audience and publications quantity in social networks (international brands).

As the table below shows, the total audience of ten of
the largest international brands in three social networks
(Facebook, Twitter, Instagram) reaches almost 784 mil-
lion people. This is more than 10% of the world’s total
population, which is 2.4 times bigger than the population
of the United States, the third largest country in the world
where 325 million people live. Although Ukrainian com-
panies are currently actively developing domestic and
foreign markets, they have considerably more modest
indicators of reaching the general audience in social net-
works — 1 million 832 thousand people.

The largest aggregate audience of international brands
was formed primarily by Facebook, with a total number
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of 684.6 million subscribers. It is 10 times more than
Twitter (61.7 million) and almost 20 times more than
Instagram (37.5 million)

The leaders in the number of Facebook subscribers are
Facebook itself (209 million people), Samsung (almost
159 million) and Coca-Cola (107 million). Twitter ranked
first with Google (20.6 million), followed by Facebook
(14 million) and Microsoft (8.6 million). Instagram has
the largest number of followers of Disney (11.4 million),
Google (6.5 million), and Apple (6.2 million). Judging by
the data, it is the IT companies (Google, Facebook, Ap-
ple) that have the largest audience in social networks.
This is due to the special area of their activities, maxi-



mum proximity to the users interests and a large number
of news subjects.

However, the number of followers is not always the re-
sult of active communication with the audience. Apple’s
official Facebook page, which has 11 million subscribers,
did not have any new posts in 2017. However, this corpo-
ration has some more official pages in this social network
that operate in specialized areas: iTunes (30 million), App
Store (14 million), Apple Music (3.7 million) which are
active in a certain sphere. A similar situation is observed
on Twitter. The official page of Apple has 1.8 million
subscribers and 0 tweets. The Instagram account for this
brand appeared on August 7, 2017 and was signed by 6.2
million users, however, only 90 photos were published
per year.

Another global brand with a low communication ac-
tivity is actually Facebook. Its official page in the same
network has the largest number of (209 million) followers
and only 27 posts in 2017. On Twitter, the company man-
aged to create five publications, in Instagram — only one.
To sum up, for most social networks users, it’s important
to feel connected to the brand, even if it does not actively
communicate with them.

In addition to reaching the audience, the visible marker
of communication activity of brands in social networks is
the frequency of publications. This indicator depends on
two main factors. Firstly, it correlates with the format of
communication offered by one or another social network.
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For example, Twitter uses news as the base and limites
text messages volume, so the posts here appear more
often than on Facebook or Instagram. The largest number
of publications among other social networks appeared on
Twitter (4182 tweets per year or an average of 11 per
day). The second position behind this option is Facebook
(2592 posts a year or 7 per day), the third one is Insta-
gram (2214 posts a year or 6 per day).

Secondly, the frequency of publications is dictated by
the communication needs of each particular company, due
to the specifics of its business activities. Toyota brand is
the most active on Facebook (587 posts a year or an aver-
age of 1.6 a day), followed up by Amazon (582 posts a
year or 1.6 a day) and Disney (467 posts a year or 1.3 a
day). On Twitter, the leaders are Google (981 tweet a year
or 2.7 a day), Amazon (896 tweets a year or 2.45 a day),
and Disney (803 tweets per year or 2.2 per day). Insta-
gram ranked Disney as the leader, which in 2017 created
1019 publications or an average of 2.8 per day. This indi-
cator is the highest among all international brands studied
in all social networks. With a significant difference, Ama-
zon takes the secnd place on Instagram (281 posts a year
or 0.8 per day) followed up by Google (266 posts a year
or 0.7 per day).

In general, TOP-10 international brands are on average
publishing 1.1 daily tweets on Twitter, 0.7 posts on Face-
book and 0.6 posts on Instagram.

Facebook Twitter Instagram
Audience (amount [Publications| Audience (amount|Publications| Audience (amount [Publications
Company of followers), Quantity, of followers), Quantity, of followers), Quantity,

thousands 2017 thousands 2017 thousands 2017

Morshynska 22,6 161 - - 6,6 137
Sandora 10,5 118 - - 2,2 89
Roshen 149,6 167 - - 34,2 169
Nemiroff 16,1 41 - - 119 0
Nova poshta 163,1 158 1,5 0 19,2 74
PrivatBank 103,6 265 127,2 114 2,1 0

XopTuus 120,5 292 95 40 145 261

Rozetka 470 616 10,5 1116 67,4 699
Kyivstar 257,1 316 8,7 275 2,6 0
Obolon 8,3 98 - - - -

13214 2232 2429 1545 267,8 1429

Table 2. The audience and publications quantity in social networks (Ukrainian brands).

There are almost no differences between the structures
of Ukrainian and international brands representation.
Their largest audience is concentrated on Facebook (1
million 321 thousand subscribers), with a big gap, on
Instagram (268,000), and on Twitter (243,000). The low
popularity of Twitter in Ukraine is also confirmed by the
fact that 5 of 10 studied Ukrainian brands have no ac-
counts there.

The leader in the number of Facebook subscribers is
Rozetka (470 thousand), Kyivstar (257 thousand), and
Nova Poshta (163 thousand). On Instagram, Nemiroff
(119,000), Rozetka (67,000) and Roshen (34,000) have
the largest number of followers. On Twitter, PrivatBank
(127 thousand) is ranked first in the coverage of the audi-
ence, followed up by Khortytsya (95 thousand) and Ro-
zetka (10.5 thousand).

The largest number of publications among other social
networks Ukrainian brands made on Facebook (2232
posts a year or an average of 6 per day), on Twitter (1545
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tweets per year or 4 per day), and on Instagram (1429
posts a year or almost 4 per day).

The most frequently published posts on Facebook are
by Rozetka (616 posts a year or an average of 1.7 per
day), Kyivstar (316 posts a year or 0.9 per day), and
Khortytsa (292 posts a year or 0.8 per day). On Instagram,
the leaders are Rozetka (699 publications or an average of
1.9 per day), Khortytsia (261 publications per year or 0.7
per day), and Roshen (169 publications per year or 0.5 per
day). On Twitter the leader is Rozetka (1116 tweets a year
or 3 per day). This indicator is the highest among Ukrain-
ian brands in all social networks and even overtakes the
activity of the international Disney corporation on Insta-
gram, which has 1019 publications or an average of 2.8
per day. The second place in the frequency of posts on
Twitter takes Kyivstar (275 tvits per year or 0.75 a day)
followed up by PrivatBank (114 tvits per year or 0.3 per

day).



In general, TOP-10 Ukrainian brands on average pub-
lish 0.8 tweets on Twitter daily, 0.6 posts on Facebook
and 0.4 posts on Instagram. Note that Ukrainian compa-
nies post on Facebook and Instagram with roughly the
same frequency as Western corporations, but much less
frequently on Twitter.

The second part of this research was the study of the
publications thematic directions in social networks.

During content analysis, there were highlighted five
major thematic vectors represented in the communications
of most international and Ukrainian brands:
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1) product information (posts containing product /
service information of the company, presentation of the
new product / service);

2) entertainment material (publications intended to
activate an audience, attract its attention, whether or not
related to the product or company);

3) educational material (publications that have useful
or new cognitive information for the reader);

4) holiday greetings (publications that announce im-
portant dates);

5) stories (posts that tell about the success of people
and the achievement of the companies, etc.).

Facebook Twitter Instagram
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Facebook | 11 | 3 [ 0 [ 5 |10]| 1 0 1 2 0 110 0 0 0
Coca-Cola | 13 |17 | 0 |13]| 0 | 44 |38 | 0 |18 | O | 23| 5 | 0 |10 O
Amazon [378 |86 | 8 |17 [ 82649 |90 | 6 | 24 |102|156| 91 | 0 | 21| 8
Disney | 145 (243|311 | 17 | 19 | 207 |459| 45 | 56 | 27 |167(806| 3 |33 | 9
Toyota | 297 |201| 9 |10 |40 | 254|208 | 9 | 10 | 84 |131|110] 0 | 2 | O
McDonald's| 13522 | 0 | 10|30 [136| 74| 0 | 20 |17 |60 | 4 0 4 1
Samsung | 87 |41 | 0 | 0 [18|137| 6 |16 | 1 |60 |79 |29 1 | 1] O
1217]652(120]101|413[1759|1163| 222 | 303 | 541 | 646 |1332] 5 | 82 | 136

Table 3. The Quantity of Different Thematic Direction Publications of International Brands in Social Networks.

The most widespread vector of international brands
communications represented in social networks is “prod-
uct information” (a total of 3,622 publications). The sec-
ond position is taken by “entertainment material” (3147),
the third is “stories” (1090), the fourth is “holiday greet-
ings” (486) and the last one is “educational material”
(347).

It should also be noted that the nature of the posts de-
pends on the specifics of the social network. For example,
the largest amount of materials on Facebook and Twitter
(1217 and 1759, respectively) is product information that
companies use to present their new products. Instagram
has an entertaining content predominantly (1332 publica-
tions). At the same time, there are no posts of educational
orientation and almost no “stories” format is used.
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Roshen | 76 |59|0| 8 |24| - -|-|-|47]117/0|5]0
Nemiroff | 7 34|00 0| - | -|-]|-]-/]0|0]0]|0]|O
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Xopruist | 233|45(9 (2 |3]11 |27|0|2|0(242/16/0|3 |0
Rozetka [400(212/ 0| 4 | 0 |833[192|68| 1 |22|430|254| 0 [15| 0
Kyivstar |196(79(2|30[9/190({46|0(30/9|0|0]0]|0]O
Obolon | 14 [46]10|25|3 | - | - |- |-|-|-|-|-1-1]-
1153|873/ 23]100|83[1072|340| 68|33 [32|761|618| 0 |40|10

Table 4. The Quantity of Different Thematic Direction Publications of Ukrainian Brands in Social Networks..
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Amazon places product information more often than
others, on both Facebook and Twitter (correspondingly,
378 and 649 publications). This is due to the specifics of
the business of this company, which provides an online
service for the sale of mass demand goods. Disney Corpo-
ration, which is the world leader in the entertainment
industry and delivers its content to all social networks
accounts in the appropriate entertainment manner, has the
similar situation. In addition, the peculiarities of the Dis-
ney brand makes Instagram a perfect platform for publish-
ing visual content. Educational materials are most often
published by Google and Microsoft, which work in the
innovative digital area and whose activities require clari-
fication. Also, these two brands hold leadership in using
the “stories” format.

In Ukrainian segment, as well as in the international,
the most widespread vector for all studied social networks
is “product information” (a total of 2986 publications)
followed up by “entertainment material” (1831), “holiday
greetings” (1090), “stories” (125), and “educational mate-
rial” (91).

The largest number of Ukrainian brands publications is
dedicated to their own products and posted on Facebook
and Twitter (correspondingly, 1153 and 1072 publica-
tions). The second most popular place is the entertainment
material prevailing on Facebook and Instagram (873 and
618 publications, respectively).

Rozetka places the information about the product both
on Facebook and Twitter more often (respectively, 400
and 833). Like Amazon, Ukrainian Rozetka deals with
online sales of a wide range of products, so the vast ma-
jority of its publications are intended to inform the audi-
ence about the large number of new products. At the same
time, Rozetka is an absolute leader in publishing enter-
tainment materials in all social networks. As the content
analysis has shown, Ukrainian brands rarely use the the-
matic format of educational materials, although it could
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be useful for leaders of the banking and telecommunica-
tion sectors to promote their innovative services.

Conclusions. The research has confirmed that the most
successful international and Ukrainian brands actively use
social networks in their PR communications to spread
information about their new products or services, as well
as to form and maintain loyal audiences through enter-
tainment publications. The main indicators of the brands
representation in social networks is the audience coverage
(number of subscribers) and the frequency of publica-
tions.

In general, for the most effective communication be-
tween the brands and the audience, it is enough to use
three main social networks with the highest reach: Face-
book, Twitter, Instagram. The choice of this or that social
network is dictated by the specifics of the business, as
well as the content format of the social network itself.

As the analysis showed, despite the active use of indi-
vidual brands of the microblogging platform Twitter,
Facebook could claim the title of the most demanded
social network in corporate communications. At the same
time, Instagram has the smallest general audience and the
number of publications studied in the world. This sug-
gests that brand target audiences still favor textual and
combined textual-visual content rather than visual. News
content remains the most popular and relevant in social
networks.

Based on the experience of international and Ukrainian
brands, depending on specific PR-goals, the optimal fre-
quency of publications in social networks can be consid-
ered: one to two tweets per day on Twitter and one to two
posts in two days on Facebook and Instagram.

In addition to product and entertainment information,
brands should use the potential of motivational stories and
educational publications in social networks more actively
to gain greater awareness and loyalty of the audience,
which is an important factor in business development.
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