
Red Wagon Creamery
Social Media Audit and Plan 



Listening and Monitoring



Why do we do this?
Red Wagon Creamery is always looking for ways to 
expand and strengthen its brand. In order to reach these 
goals, social listening is required in order to figure out 
what has been working for the organization and what 
people have been saying about the organization. 
 
Instagram and Twitter are key social platforms already 
used by the company to draw in a big following and keep 
users envaged through strong visual content. These two 
were the first platforms to be analyzed and were 
mentioned as top priorities from the client. Following 
these two were Facebook, blogs and other mentions to 
gauge what was missing. It helped give us an idea as 
room for improvement and what helped or hurt customer 
engagement. 



How did we do this?
We began conducting research for Red Wagon by monitoring the 
conversations on Twitter, Instagram, Facebook, blogs and other websites. 
Twitter’s listening was done by looking at tagged posts as well as the 
hashtags #redwagoncreamery and #giveusalick. We repeated the process 
similarly on Instagram but also looked at images where Red Wagon was 
tagged. Facebook conversations were difficult to monitor because users’ 
privacy settings are often higher than other social platforms. Recent blogs 
were also difficult to find, even through use of SocialMention and Google 
searches. 
 
We accessed websites like Yelp and Trip Advisor to find reviews and photos 
from customers who did not post on the social media platforms. In order to 
monitor fresh, relevant content, we looked at posts from February 1, 2017 to 
March 17, 2017. 



What did we find?





Key Words
#RedWagonCreamery	

#GiveusaLick	

#RedWagonUO	

Stuart/Emily	Phillips	

Eugene	

Crowdfunding	

Local	

Ice	Cream	



Conclusion
•  People	love	using	Red	Wagon	Creamery	as	a	meeDng	place.	Numerous	tweets	and	

posts	found	through	online	monitoring	menDoned	the	downtown	locaDon	as	the	

meeDng	space	for	groups	like	the	Word	CraGers,	and	others	menDoned	the	EMU	

locaDon	as	a	meeDng	place	for	student	events	and	group	projects.		

•  Red	Wagon’s	audience	likes	to	inform	their	own	audience	when	they	visit	the	store	

and	post	pictures	because	Red	Wagon’s	products	are	visually	interesDng	and	well-

liked	in	the	community.	

•  Other	local	food	businesses,	like	Delicious	Donuts	PDX	can	be	sources	of	beneficial	

cross-promoDon.		

•  Red	Wagon	Creamery	is	a	foodie	desDnaDon	in	Eugene,	much	like	Salt	&	Straw	is	in	

Portland.	Travel	and	review	websites	like	Yelp	and	Trip	Advisor	are	great	places	to	

learn	about	the	organizaDon’s	audience	and	monitor	customer	feedback.	



Social 
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Platform Comparison
Platform

Facebook 
 
 
 
 
 
 
 
Twitter 
 
 
 
 
 
 
 
Instagram 
 
 
 
 

Size

6,262 
 
 
 
 
 
 
 
1,264 
 
 
 
 
 
 
 
2,318 
 
 
 
 

Description
Largest following 
with pretty 
frequent posting. 
Second most 
engagement and a 
lot of follower 
check-ins. 
 
Most frequently 
used social 
platform. Posts  
are sporadic. 
 
 
 
 
Platform with the 
most engagement. 
Photo subjects and 
aesthetic vary 
quite a bit. 
 

Post Types
Link shares, 
photos with 
captions and 
event shares. 
 
 
 
 
Visual content 
is commonly 
featured as 
well as links 
and user tags. 
 
 
 
Mostly pictures 
of ingredients, 
customers and 
art. 
 
 

Key Stats
Red Wagon’s 
videos have a 
reach almost 
five times 
greater than 
its statuses. 
 
 
Platform with 
the highest 
percentage of 
male followers 
at 37 percent. 
 
 
 
Video reach 
alone in the 
last three 
months was 
181,739. 
 
 
 
 

Audience
Mostly 
women  
ages 18-45 
 
 
 
 
 
Mostly ages 
25-44, 63 
percent 
women. 
 
 
 
 
Mostly 25-44 
years old, 
73 percent 
women.  
 

Goal
Increase 
engagement on 
Facebook and 
maximize paid 
content. 
 
 
 
More consistency 
in posting, 
increase 
engagement and 
encourage others 
to use 
#Giveusalick   
 
Curate more 
cohesive content 
to drive 
engagement and 
increase followers 
 
 



Facebook
•  Fifty-three new likes since March 12th  

•  Total organic reach is 103,853 

•  Total paid reach is 35,296 

•  Average reach: 
–  Video: 3981 
–  Links: 2340 
–  Photos: 2082 
–  Statuses: 855 

•  Average engagement: 
–  Video: 181 clicks; 72 reactions/

comments/shares 
–  Links: 174 clicks; 52 reactions/

comments/shares 
–  Photos: 284 clicks; 56 reactions/

comments/shares 
–  Statuses: 88 clicks; 19 reactions/

comments/shares 

•  Audience is 78 percent female, 20 
percent male; 72 percent are 25-44 
years old 

•  Late afternoon (3-5 P.M.) and evening 
(7-9 P.M.) are the best times to post 

•  Audience is most active Sunday, 
Monday and Tuesday from 4-9 P.M. 

•  Videos and photos get the best 
engagement 

•  Posting once or twice a day is the most 
successful posting frequency 

•  Flavor announcements, food 
innovations with pictures like the 
Wagon Bun, and links to funny outside 
articles are the most successful posts 
on Red Wagon’s Facebook. 

 
Data	taken	from	Dec.	18,	2017-March	17,	2017	



Twitter
•  Twenty-three new followers since 

February 18th 

•  Organic reach is 46,800 

•  Average reach per tweet is 493 

•  Average engagements is 1.1 percent 

•  Audience is 63 percent female, 37 
percent male; 73 percent are between 
25-44 years old

•  Mid-day (12-2 P.M.) and evening (7-9:30 
P.M.) tweets are the most popular, likely 
because that’s when most of Red 
Wagon’s audience is online 

•  Posts with pictures or with celebrities 
tagged see much more engagement 
than posts without 

•  2-5 tweets per day has been the most 
successful frequency 

•  Tweets about pop culture, the 
University of Oregon and store 
promotions are the most-engaged with 

Data	taken	from	Dec.	18,	2017-March	17,	2017	



Instagram
•  Nine new followers since March 12th 

•  Organic reach is 223,273 

•  Average reach is 4,059 (skewed high 
because of a few very high outliers 488 
is a more representative number) 

•  Average engagement is 90 

•  Audience is 73 percent female and 27 
percent male; 65 percent are between 
25-44 years old  

•  Afternoon posts (1:30-5:30 P.M.) receive 
the most engagement 

•  Followers active the most on 
Wednesday, Thursday and Sunday 
between 4-9 P.M. 

•  Videos had significantly higher reach 
and engagement 

•  Photos of the ice cream and how it’s 
made also received more engagement 

•  One post everyday is the most 
successful frequency 

•  Cross-promotional content is very 
popular, like the post with Voodoo 
Donuts tagged, as well as new flavors 
and innovative menu items 

Data	taken	from	Dec.	18,	2017-March	17,	2017	



Recommendations
•  Content	on	TwiVer	and	 Instagram	should	 sDck	more	 specifically	 to	Red	Wagon’s	products,	

interacDons	with	customers	and	events.	Including	outside	content	that	is	not	directly	linked	

to	the	brand	itself	can	cause	the	feeds	to	be	inconsistent	and	confusing	for	a	new	follower	to	

scroll	through	and	engage	with.		

–  Link	 shares	 on	 Facebook,	 however,	 are	 popular	 and	 humanizing	 for	 the	 brand	 and	

should	conDnue.		

•  Posts	with	 photos	 and	 the	 use	 of	 hashtags	 draw	 significantly	 higher	 engagement	 because	

people	want	to	see	what	is	happening	with	the	ice	cream	visually.		

•  Videos	on	Facebook	and	 Instagram	had	 significantly	higher	 reach	and	engagement.	Videos	

should	be	posted	more	oGen,	and	on	Facebook,	naDvely.	

•  ConDnuing	posts	that	reflect	Eugene’s	culture	and	incorporate	ice	cream	into	events	with	the	

university	helps	engage	followers	because	it	reaches	mulDple	demographics	with	a	common	

interest.	

•  Push	to	capDvate	the	student	demographic	with	the	new	EMU	locaDon.	Red	Wagon’s	largest	

audiences	on	Facebook,	TwiVer	and	Instagram	are	25-44	years	old.	There	is	a	lot	of	potenDal	

for	growth	and	engagement	with	students	especially	through	user-generated	content.	
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