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Introduction
The San Rafael Sustainable Coffee Initiative (SRSCI) is a collaboration between coffee growers in the San

Rafael region of Costa Rica and a group of micro beneficios (small coffee processors). In an effort to help
farmers generate more income from their farms, SRSCI was created to process coffee from the region
and market it directly to potential consumers around the world. In an effort to infuse capital into the

farms, SRSCI launched a campaign to raise microloans connected to the sale of coffee.

The initial point of contact with most customers has been through The Common Cup, a café situated in
the nearby eco-tourism destination of Monteverde. The relationship with these customers, however,

has been developed via e-mail and social media vehicles.

This case study looks at the impact of social media on retention of SRSCI customers and on the
attraction of new customers, as well as the role the social media connections have played in the

development of the microloan program.

Social Media at SRSCI

Over the first 15 month period of operations, the Common Cup Café and SRSCI established over 2350
customer contacts. These included patrons of the café and others who connected with the effort
through various means. Most of these are e-mail contacts, but a growing number are connected via
social media. The social media vehicles employed by the SRSCI team have primarily consisted of the
SRSCI blog/website, a presence on Facebook and the use of a Twitter account. As of early June 2011,
there were 933 Facebook contacts (“Likes” on the Common Cup and SRSCI pages), 196 registered

subscribers to the SRSCI blog (which serves as the official webpage) and 70 followers on Twitter.

Effective use of social media requires the monitoring of metrics. To this end, Facebook Insights and
Google Analytics are used to track usage. These metrics show some 36,668 post views on the Facebook
pages and 9,252 pageviews on the SRSCI blog among 2,229 unique blog readers. By contrast, Twitter

usage has been more limited, with only 113 Tweats over the one-year period ending in early June.



Research Questions

There were three major questions or hypotheses regarding Common Cup or SRSCI contacts that we
sought to address with this study:

1. Were contacts who engaged with CC/SRSCI via social media more likely to feel connected with
the organization than those who only engaged via traditional media (in person contact and/or e-
mail)?

2. Were contacts who engaged with CC/SRSCI via social media more likely to purchase coffee than
those who only engaged via traditional media (in person contact and/or e-mail)?

3. Were contacts who engaged with CC/SRSCI via social media more likely to participate in the
microloan program than those who only engaged via traditional media (in person contact
and/or e-mail)?

Methodology

Survey Process

Data was gathered in two ways. Initially, some of the principals in SRSCI were interviewed to understand
their customer development process. Subsequently, a number of SRSCI customers, as well as contacts
from the Monteverde café, were surveyed. The purpose was to gather their feedback on the role of

social media in their interactions with the initiative.

The survey was developed in Zoomerang and deployed via e-mail via the SRSCI Constant Contact e-mail
list. Of a total of 1711 sent survey invitations, we received 219 clicks on the Zoomerang link. The survey
was kept open for a two week period, during which we received 140 completed surveys (8.1% response
rate). Of interesting note, 70% of the responses came within the first 31 hours (25% in the first 2 hours).
Of the 140 responses received, 4 were screened out due to conflicting question responses, resulting in a

final sample size of 136.

The survey consisted of 12 questions: a mix of multiple choice —multiple answers (2), multiple choice-
single answer (4), yes/no (3), ranking (2) and open-ended comment questions (1). To keep the survey as
short as possible, only two demographic questions were included. These sought to capture the
respondent’s regional location and their level of usage of social media. The remaining questions probed
into the impact of SRSCI’s social media efforts on the respondent’s level of connection with SRSCI, their

purchase of coffee and their adoption of (contribution into) the microloan program.
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Data Processing

Analysis was conducted using Microsoft Excel® and the Excel add-in StatTools®, part of the Palisades
Decision Tools Suite. The survey data was screened for conflicting responses and then basic analysis was
conducted (demographics and raw percentages, etc.). In preparation for the statistical analysis, the data
was then processed as follows: The Yes/No responses and some of the multiple choice answers were
converted to unitary bi-level variables (1 or 0) indicating whether each response was selected or not
(such as the respondent being connected via the SRSCI blog or having purchased coffee via e-mail). Also,
threshold levels were set for other variables to establish new classification variables (such as
“Connected” or “Strongly Connected” to SRSCI, or “SMContact” which indicates whether the respondent

has had social media contact with SRSCI). These again all resulted in 1 or O levels.

Statistical Analysis

The numerical analysis consisted of initial correlation analysis to screen for relationships between
variables. Correlation coefficients above 0.171 (=2/Vn) were deemed significant. Finally, the research
hypotheses were tested using difference of means t-tests (5% significance). While the research
hypotheses were framed as rates or proportions (such as adoption rate of microloans) the conversion to
unitary bi-level (1 or 0) data allows us to use the mean to represent the proportion of 1 responses,

facilitating the use of the t-test.

In each hypothesis test, two samples were created based on the level (1 or 0) of one variable. The mean
value of another variable was then compared between these two samples. For example, to test the
hypothesis that those connected by social media felt a higher level of connection than those connected
in person or by e-mail only, the variable tested was “Connected” and these values were separated into

two samples based on the value of the variable “SMContact”.
Survey Results and Findings

Data Summary

Of the 140 responses that were received, 67% were from residents of the United States, with 15% from
Canada, 7% from Europe and 5% from Latin America. 77% of respondents reported that they had visited
the Common Cup Café. For 67% of respondents, a visit to the Common Cup was their first introduction
to the café or to SRSCI. Very few individuals (less than 10%) reported an initial contact via e-mail or

social media. About 24% indicated that their first contact was by word-of-mouth, either through
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someone in Monteverde or through another contact that had been to Monteverde. 63% of respondents
indicated that they had been in e-mail contact with SRSCI; 26% had been in contact via Facebook; 17%

via the blog/website and only 1 respondent had been in contact via Twitter.

80% of the survey respondents indicated that they had purchased whole coffee beans from SRSCI (not
including coffee consumed at the café). In some cases, multiple coffee orders had been made by
individual purchasers. 60% of the purchasers had placed orders for coffee while at the café. 49% of all
purchasers had placed orders by e-mail, with14% placing orders via the blog and only 4% placing orders

via Facebook.

Of all the respondents, only 69% indicated that they were aware of the microloan program, with only
40% of respondents having become microloan adopters (having made a microloan). Of the microloan
adopters, 48% were prompted to make their loans in an interaction at the café, with 22% prompted via

e-mail and 16% via the blog. Facebook was attributed as the prompt in only 5% of cases.

Respondents were asked how connected they felt to the Common Cup and SRSCI. 67% indicated feeling
connected (13% strongly connected and 53% somewhat connected). 23% of respondents felt somewhat

disconnected and 10% indicated feeling strongly disconnected.

Respondents were asked to rank 5 communications channels in order of importance to their interaction
with SRSCI. A rank of 1 indicated highest importance and a rank of 5 indicated lowest importance. In this
guestion ties were not allowed, forcing the respondents to distinguish between each channel. The table

below summarizes the average rankings (with standard deviations) for each of the 5 channels:

Communication Channel Mean Ranking Score Standard Deviation
By E-mail 1.93 1.00
In person at the cafe 2.59 1.58
Via Facebook 2.93 1.08
Via SRSCI website/blog 3.19 0.89
Via Twitter 4.37 1.17
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Statistical Results

The bi-level variables used in this analysis were defined as follows:

Variable Value =1 Value=0
CoffeeBuy Coffee purchase made No coffee purchase made
MLMade Microloan adopted No Microloan adopted
Conn Feels Connected Feels Disconnected
StrConn Feels Strongly Connected Not Strongly Connected
SMContact Social Media contact Café and/or E-mail only

For purposes of subsequent analysis two sub-groups were identified within the sample: 1) those that
had only been in contact in person at the café or by e-mail and 2) those that had had some contact via
social media (Facebook, blog, or Twitter). Of the 136 respondents retained after screening, 87
respondents had no social media contacts (SMContact = 0) and 49 had engaged in social media contact
(SMContact = 1). The levels of connections, purchase rates and microloan adoption rates were

compared and analyzed statistically to assess the impact of social media contact.

Correlation analysis between pairs of the bi-level variables resulted in significant correlations between
SMContact and each of MLMade, Conn and StrConn. This suggests that those who were connected by
social media were more likely to have been microloan adopters, to feel connected and even to feel

strongly connected.

Additionally, there were significant correlations between Conn and each of CoffeeBuy and MLMade.
StrConn was also found to be correlated to MLMade. These suggest that a sense of connection was
related to the decision to purchase coffee or to adopt the microloan program. Here it is important to
note that direction of causality is not clear: it may be that purchasing coffee or adopting the microloan

program could be the cause of greater connection.

To address the major hypotheses of this study we separately observed the segments of the sample who
engaged via social media and who engaged only be traditional media. For each segment we measured
the proportion who: 1)felt connected or strongly connected, 2) purchased coffee and 3) participated in
the microloan program. The resulting comparisons are shown in the table below, along with the results

of the statistical difference of means tests for each comparison.
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Reported Condition Social Media Traditional Media Statistically p-value
Contact Only Contacts Significant

Felt Connected 83.67% 59.77% Y 0.0009

Purchased Coffee 89.80% 77.01% Y 0.0223

Adopted Microloan 59.18% 31.03% Y 0.0006

These results support all three hypotheses that engagement with contacts via social media is positively
related with 1)sense of connection, 2)purchase of coffee and 3)adoption of the microloan program, all

the behaviors that the organization would like to promote.

In addition to these results, further analysis of the data confirmed that there were differences in the
self-reported impact of the various communication channels on connection level. The differences in the
average ranking scores all proved to be statistically significant. However, statistical comparison of the
average ranking scores between those who adopted the microloan versus those who did not showed
that those who adopted the microloan considered e-mail communication and connection via the
blog/webpage to be more important to their relationship with SRSCI than they were for the non-
adopters. No statistical difference was observed for in-person contact at the café or for Facebook

contact.

Conclusion

Survey results demonstrate that social media has made a positive impact on SRSCI, and on connecting
travelers with this unique opportunity to give to the community they are visiting. Further detailed
analysis also indicated which social media channel(s) are the most effective at driving towards the
ultimate philanthropic objective of adopting the microloan program. Additionally, results may illustrate
opportunities to better connect with contacts to achieve various outcomes. These results may hold

significance for other organizations pursuing travelers’ philanthropy.
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