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PURPOSE 
 
The Tillamook County Creamery Association is a dairy cooperative based in Tillamook County, 
Oregon, that manufactures cheese, ice cream, butter, sour cream, and yogurt. The brand, better 
known as Tillamook or Tillamook Cheese, was founded in 1909 and currently sells its products 
nationally; however, sales are strongest in the Western states. Tillamookʼs most famous product 
is its cheese: Medium Cheddar won the gold medal at the World Cheese Championship in 2010. 
 
Tillamook has consistently branded itself as a local family-owned company with a fun and 
wholesome voice that stretches across all of its communication channels. This voice assumes 
the name of Loafy, a baby loaf of Tillamook Cheese that maintains an engaging relationship with 
its fans. Tillamook utilizes a website, blog, Facebook fan page, Twitter page, YouTube account, 
Pinterest account, and Instagram account to reach its diverse audience, primarily targeting 
middle-age women. 
 
In terms of social media, Tillamookʼs strongest competitors are Cabot, Ben & Jerry's and 
Yoplait. Other competitors of note are Kraft, Velveeta, Sargento, and Daisy – however, these 
brands are not very strong on the social media channels we examined so we excluded them 
from the analysis. 
 
A social media audit and a conversation analysis will provide valuable information for Tillamook 
that will allow it to analyze its strengths and weaknesses in regard to online consumer 
engagement. Tillamook can then use this research to further improve its social media practices 
in order to utilize online platforms to their full potential. 
 
METHOD 
 
At the clientʼs direction, we primarily examined Instagram and Pinterest for the social media 
audit. However, we also looked at Twitter and Facebook to better understand how the newer 
channels were leveraged with these older platforms. 
 
For the conversation analysis, we used Icerocket, Statigram, PinReach and manual coding for 
Facebook and Twitter. We used the following search terms and hashtags: Tillamook, Tillamook 
Cheese and Tillamook Cheese Factory. 
 
The time frames we researched varied between channels. For Instagram and Pinterest we 
examined content between October 2012 and December 2012. Because of the large amount of 
data on Facebook and Twitter, we analyzed these interactions for the month of November 2012. 
 
RESULTS: SOCIAL MEDIA AUDIT 
 
Tillamook remains consistent with its playful voice across all social media channels; however, 
the names, icons, and biographies differ. Tillamookʼs enthusiasm and knowledge about its 
products, as well as its willingness to engage consumers in conversation, are prevalent above 
all else.   
 
Compared to competitors, Tillamookʼs logo (if used consistently) and voice are the strongest; 
however, all of the competitorsʼ logos, identities and voices are consistent across all social 
media channels. 
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Instagram 
 

 
 
Tillamookʼs Instagram username is @tillamook, which is consistent with its Facebook fan page 
name but differs from the Twitter handle and Pinterest name (Tillamook Cheese.) The 
information listed in Tillamookʼs Instagram bio is “I Loaf You.” This copy is not consistent with 
the other social media channels we examined. Likewise, the “voice” and the icon of Tillamookʼs 
Instagram account is not consistent with the character of Loafy - Tillamookʼs Instagram icon is a 
close-up picture of Medium Cheddar cheese, not the iconic cartoon picture used on the Twitter 
account. 
 
Tillamook has posted 94 photos since the creation of its account in February 2012 and has 
gathered 679 followers – a comparative figure to Cabotʼs 819 followers on an Instagram account 
started in April 2012. However, Tillamook only follows 41 Instagram users, which should be 
increased to improve engagement.  

 
The most competitive Instagram account is Ben & Jerry's (username @benandjerrys), with 
139,422 followers. Its account was created in February 2011 and since then, 419 photos of 
varying content have been posted. On average, Ben & Jerryʼs receives 10,000 likes and 200 
comments per photo. One reason for this success is the fact that Instagram contests are 
consistently utilized and promoted across all social media channels. Every Friday, Ben & Jerry's 
tells followers to use the hashtag #fanfotofriday and chooses a winner to feature in handouts 
and packets. Additionally, in January 2013, it ran an Instagram contest called 
#CaptureEuphoria, where users were asked to Instagram a picture of themselves and use the 
provided hashtag with the potential to be featured in local advertisements. 



4 
 

 
 

 

 

 
(Ben & Jerryʼs #CaptureEuphoria Instagram contest) 

 
From the months of October 2012 through December 2012, Tillamook averaged 13 photos per 
month. This is far less than Cabotʼs 27 photos per month. The content of Tillamookʼs pictures 
ranged from recipes to cartoons to pictures taken on the Loaf Love Tour. The number of likes on 
the pictures ranged from 18 to 93, and the number of comments on the pictures ranged from 0 
to 29, with up to 10 engaged commenters. 
 
The photo that received the most overall likes featured one of Tillamookʼs customized 
Volkswagen “Baby Loaf” buses on a beach. This photo used 14 hashtags, making it easily 
findable using the search feature. The tags included “tillamookcheese," “tillamook," “cheese," 
and “westcoast.” If these Tillamook-specific tags were to be used on other photos, the overall 
amount of engagement with the Tillamook Instagram would increase. Cabot regularly uses 
around 4 hashtags on each photo and sees more engagement than Tillamook, with Cabotʼs 
highest number of likes being 154. 
 
 

 
Most likes: 93    Least likes: 18 

 
 
Tillamook regularly responds to comments on its own Instagram photos but rarely engages in 
conversation with consumers outside of its own Instagram account, such as on pictures with 
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hashtags relating to Tillamook. Recently, Cabot has started searching its own hashtags and 
responding to pictures its products are tagged in. This strategy is smart because it rapidly 
increases followers and overall engagement. 
 
 
Pinterest 
 

 
 
On Pinterest, Tillamookʼs icon is a picture of its Medium Cheddar cheese. It has an about 
section that is consistent with its other social media platforms where the voice of Loafy says: 
“Hi. Iʼm Loafy, a baby loaf of Tillamook Cheese. Iʼm tasty and made of natural goodness. Let's 
be friends!” Tillamookʼs strong Pinterest presence is seen through its 778 followers and 165 
followings. With 28 boards and 871 total pins, Tillamook remains active on this social media 
outlet. However, its largest competitor, Cabot, outperforms Tillamook with 20,081 followers and 
7,604 followings.  

 
 
Cabot has 29 boards, including 7 group boards, adding up to a total of 1,997 pins. Although 
Cabot beats Tillamook on Pinterest, Tillamook puts up a fight with competitors Ben & Jerry's 
and Yoplait. Although Ben & Jerry's and Yoplait have stronger numbers, Tillamookʼs dedication 
to pinning and strong voice pass these competitors. 
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Tillamookʼs voice on Pinterest is from the point of view of Loafy, the Twitter character and voice 
of Tillamook. This remains consistent with the other social media channels. Likewise, all 
competitors maintain similar voices. Cabot maintains its professional and friendly tone on each 
of its social media platforms, including Pinterest. Ben & Jerryʼs voice on Pinterest is upbeat and 
informative. Most pins are focused on pushing certain products. Yoplaitʼs Pinterest voice is 
completely focused on incorporating its yogurts into different aspects of life. This includes a 
“Recipes Yoplait Loves” board that has an array of recipes incorporating different types and 
flavors of Yoplait yogurt. It maintains a positive and upbeat voice with its slogan “Itʼs SO good!” 
posted throughout its pins. 
 
Interaction on Pinterest is measured with the number of repins, comments and likes. Tillamook 
falls short in these categories compared to its competitors. With an average of only 3 repins, 0 
comments and 1 like per pin, Tillamook comes in last. Cabot excels in this category with an 
average of 18 repins, 0 comments and 2 likes on each pin. Following Cabot is Ben & Jerry's 
with an average of 8 repins, 2 comments and 2 likes for each pin. Yoplait exceeds Tillamook 
with 4 repins, 0 comments and 1 like on average per pin. 
 
Tillamook updates most of its boards on Pinterest weekly, earning it a PinReach score of 33. 
PinReach is a free online Pinterest analytic tool to help brands understand activity, measure 
impact and gauge success. PinReach provides users with a score, along with the companyʼs 
influential followers. This tool provided Tillamook with only four influential followers, meaning the 
company needs to work on engaging with its pinners and increasing its number of followers to 
include other influential brands and people. 

 
Cabot, Tillamookʼs strongest Pinterest competitor, has a PinReach score of 43 and more than 
24 influential followers. Cabot keeps its main Pinterest boards buzzing daily with new content 
posted every four hours during workdays. Ben & Jerry's, with a PinReach of 32 and 24 
influential followers, updates its Pinterest daily, with most actions being likes, repins or 
followings. Ben & Jerry's pins original content about 4 times daily, usually to its “History,” “Fan 
Photos,” or “Ice Cream” boards. Yoplait follows its three competitors with a PinReach of 30 and 
only 5 influential followers. The only board that Yoplait consistently uploads pins to is the 
“Recipes Yoplait Loves” board. 
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Tillamookʼs most engaged board is “Grilled Cheese Recipepalooza,” which received an average 
of 10 repins per pin. It was the most engaged board because it was unique and it was updated 
daily – followers likely checked back day after day and repinned recipes they wanted to share or 
try themselves. It also contained Tillamookʼs most repinned picture, a Taco Melt made by the 
Grilled Cheese Truck. This pin received 90 repins and likely became popular because of the 
popularity of the Grilled Cheese Truck. Tillamookʼs largest competitor in achieving the most 
interaction is Yoplait. Yoplaitʼs “Recipes Yoplait Loves” board receives the most interaction, with 
83 pins, and a “Pumpkin Pie Cookie Dip” recipe pin with 697 repins, 161 likes and 3 comments.  
 

 
(Tillamookʼs most popular pin) 

 
Ben & Jerryʼs remains a strong competitor, as well. Its pins introducing new flavors receive the 
most interaction. The pin with the most interaction was about cannoli and received 107 repins, 
37 likes and 4 comments. This is likely due to followersʼ interests in desserts and new product 
announcements. Cabot, surprisingly, fell short in this aspect. Its pins that achieved the most 
interaction revolved around game day food. However, one thing that Cabot does well with 
Pinterest is the creation of competitions. Such competitions include the Superb Bowl Recipe 
Contest, allowing pinners to repin a Cabot recipe to one of their boards for the chance to win 
free cheese. 
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(Cabotʼs Superb Bowl Recipe Contest on Pinterest) 

 
The content that achieves the least amount of interaction on Tillamookʼs Pinterest page is the 
boards based around one product. However, Tillamookʼs least engaged board overall is the 
“Tillamook on TV” board with 0 repins – likely because Pinterest is not an appropriate home for 
video content. Cabotʼs board with the least interaction is the “Lighten Up!” board. This results 
from the fact that it only has 5 pins. It was found that pins with no repins, likes or comments tend 
to be videos or pins with long captions. Ben & Jerryʼs board “Feeling Crafty?” received the least 
interaction, most likely due to people not looking to Ben & Jerryʼs Pinterest for craft ideas. For 
Yoplait, the boards with the least interaction were the ones titled “Fit Tips,” “Lemon,” and 
“Vanilla.” These boards seemed ill-maintained; “Vanilla” had two photographs of babies. 
 
Tillamookʼs responsiveness is relatable to its competitors. It rarely responds to users who 
comment and interact with its pins. Cabot, however, has a few group boards that allow followers 
to interact with Cabot and other fans. Their most successful is “Cabot Corner,” where pinners 
pin their favorite Cabot recipes or other brand-related photos. Ben & Jerryʼs doesnʼt seem to 
comment on its pins in response to other followers, but it does continue to follow influential 
people, generating more followers for itself. Lastly, Yoplait does not respond to any comments 
on its pins, but it follows a variety of people to generate a larger audience. 
 
Twitter 
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Tillamook is active on its Twitter account. Its Twitter handle is @TillamookCheese, and the 
account uses an icon that is a cartoon picture of Loafy, the spunky baby loaf of Medium 
Cheddar. The bio is consistent with Facebook and Pinterest, including a link to the Tillamook 
website. The Tillamook Twitter account has 14,070 followers and is following 6,695 people. Only 
Cabot has fewer followers than Tillamook Cheese with 11,181. Yoplait has 48,266 followers, 
and Ben & Jerry's has the most followers, coming in at 83,748. Cabot is most comparable with 
Tillamook Cheese in its number of tweets per day, with Cabot tweeting an average of 11 per day 
of original content. Although both Ben & Jerry's and Yoplait have high numbers of followers, 
they do not interact with them as well as Tillamook and Cabot do. 
 

 
 

Loafy, the voice of the Tillamook Twitter account, is consistent with all other social media 
channels. Loafy tweeted 1,300 times in the span of three months, averaging 43 tweets per day 
with 2.3 of those being original content. The tweets maintain a consistent format and include 
links to the Tillamook blog, Pinterest page and Google Plus profile.  
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The hashtags remain uniform as well, with the top three being #yumdance, #quicktip and 
#loaflove. The hashtag #yumdance is for the YumDance application, which encourages 
Tillamook consumers to share their dancing skills. A tweet including the hashtag #yumdance 
received the most interaction within a three-month period, totaling 19 retweets and 15 favorites. 
Additionally, tweets with links to the Tillamook Pinterest account were popular amongst 
followers. The tweets that received the least amount of feedback typically contained no pictures 
or links. 
 

 
(Tillamookʼs engaging tweet about the #YumDance application) 

 
TweetLevel, a Twitter analytics tool created by Edelman PR, provided data concerning 
Tillamookʼs Twitter account. Using TweetLevel, we were able to identify how many people are 
talking about the brand; analyze conversations about the brand; and measure how influential the 
brand is through trust, engagement, and popularity. Tillamook has a TweetLevel and influence 
of 79.7. Its popularity is 74.4, engagement is 65.6, and trust is 56.4. Tillamookʼs TweetLevel 
score is within one point of its competitors. The level of trust is close for Tillamook, Ben & 
Jerryʼs, and Cabot, with each ranging between 56 and 59.  
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Another TweetLevel resource is the word cloud, which generates a grouping of Tillamookʼs most 
commonly used words and phrases on Twitter. 
 

 
(TweetLevel word cloud for Tillamook) 

 
Tillamook does well with interacting with its followers on Twitter. Loafy responds to every 
mention sent to the @TillamookCheese Twitter handle. Through Icerocket, we discovered that 
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Tweets with the handle @TillamookCheese were mostly positive. A big part of this is likely due 
to the consistent interaction between Loafy and its followers.  
 
Facebook 
 

 
 
Tillamook is active on its Facebook fan page. During the month of November, it had more than 
25 posts, which was a larger number than any of its competitors. The posts include a variety of 
recipes, polls, coupons and photos of various Tillamook products. All posts include a link to the 
Tillamook website. Tillamook has more than 303,000 likes, and the branding remains consistent 
with other social media platforms. Its competitors, Cabot, Ben & Jerry's, and Yoplait have 
58,089; 2,490,200; and 1,069,917 likes respectively.  

 
(Logarithmic graph) 
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Tillamookʼs voice on its Facebook fan page is fun, engaging and wholesome, which remains 
consistent with its other social media sites. Almost all posts engage fans by posing questions or 
asking opinions on various Tillamook products. Tillamook also holds various contests and 
giveaways for its fans, which encourages fans to interact with the brand.  
 
Not only does Tillamook consistently post original statusʼ and content, but the brand is quick to 
reply to every post on its wall. Tillamook actively engages with its fans by addressing their 
concerns and comments with polite, informative responses.  
 
Tillamook receives a good amount of interaction on every post, with an average of 300 likes, 30 
shares, and 50 comments on each post. Posts including pictures of various products and dishes 
generally receive more interaction. The post that received the most interaction had 2,093 likes, 
182 shares and 285 comments. It featured a picture of Tillamookʼs Chocolate Peanut Butter Ice 
Cream for National Peanut Butter Month. Profile pictures tend to have the least interaction, with 
all but one receiving fewer than 10 likes.  
 

 
(Novemberʼs most engaging Facebook post) 

 
All of Tillamookʼs competitors generally share the same type of content. Their voices remain 
casual and fun, and their posts tend to be photos of their products or dishes in which their 
products are used. Cabot, Ben & Jerry's, and Yoplait generally include website or Pinterest links 
on all posts. 
 
 
RESULTS: CONVERSATION ANALYSIS 
 
Instagram 
 
We used Statigram to analyze the conversation about Tillamook Cheese on Instagram. We 
researched pictures posted in the last 24 hours, looking under three main hashtags: #tillamook, 
#tillamookcheese, and #tillamookcheesefactory. The #tillamook hashtag has 4,137 total pictures 
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tagged; within the last 24 hours alone, there were 17 pictures tagged #tillamook. The hashtag 
#tillamookcheese has 335 pictures tagged total, with only two being posted in the last 24 hours. 
The hashtag #tillamookcheesefactory had 235 photos total tagged, with no photos in the last 24 
hours. None of these pictures mentioned the official Tillamook Instagram account, @tillamook, 
instead only using the hashtags. 
 
We researched the main hashtags for Cabot Cheese, Yoplait and Ben & Jerry's, as well. The 
hashtag #cabotcheese had 170 total pictures. There has been one photograph posted under 
that hashtag in the last 24 hours. With that said, we discovered that Cabot has been responding 
to #cabotcheese tagged pictures for the last week. Although the official Cabot Cheese account 
is not tagged, the company monitors #cabotcheese pictures and responds to the authors. The 
hashtag #benandjerrys had the most tagged photos, with 157,503. In the last 24 hours, there 
have been more than 50 pictures posted on Instagram with the hashtag #benandjerrys. 
Although having a substantial following, Ben & Jerry's does not reply to any of these pictures. 
The hashtag #yoplait had 20,623 photos, with more than 20 being posted in the last 24 hours. 
 

 

 
(Example of Cabot commenting on a related photo after searching their own hashtag) 

 
Pinterest 
 
A search for the pinner Tillamook or Tillamook Cheese yielded no results. This may be due to 
the account settings being set to “unsearchable” or perhaps because Tillamookʼs Pinterest 
name, Tillamook Cheese, and URL, /tillamook, do not match up. However, when we searched 
for the hashtag #tillamook, we found that the content people repin the most are coupons and 
news of sales on Tillamook products at various stores like Walmart and Fred Meyers. There 
were only seven pins with the hashtag #tillamookcheese, most of which were recipes featuring 
Tillamook or pictures of the Baby Loaf Buses. Repins of Ben & Jerryʼs pins were mostly put onto 
dessert, ice cream or food boards. The hashtag #benandjerrys is mainly photos of various 
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flavors of ice cream. Cabot utilizes the hashtag #cabot on almost all of its posts, which 
generates a large number of repins and likes. 
 
Twitter 
 
Using the website Icerocket, we discovered that Tillamook Cheese was mentioned 265 times 
over a seven-day period, with an average of 37.85 tweets per day. We manually went through 
and read each tweet to analyze whether they were of favorable or negative sentiment. The 
majority of the tweets were about what Tillamook product the author was eating, what cheese 
was his or her favorite, or what Tillamook products he or she wished were sold in his or her 
state. Many of the tweets were in response to a question or comment the Tillamook Cheese 
account had tweeted. Several tweets were from accounts with more than 5,000 followers. The 
Grilled Cheese Truck (@grlldcheesetruk), an account with more than 59,000 followers, tweeted 
out a recipe that included Tillamook cheese in it. 
 
Cabot cheese had an average of 14.7 tweets per day over a seven-day period with neutral or 
positive sentiment. Both Yoplait and Ben & Jerry's had the highest number of Twitter mentions, 
with 5.8 posts per hour for Yoplait, and 7.1 posts per hour for Ben & Jerry's. Yoplait and Ben & 
Jerry's have a significantly higher rate of mentions in comparison with Tillamook but have 
significantly more followers. 
 
Facebook 
 
When manually searching Facebook, five Tillamook-related fan pages appeared. One fan page, 
“Tillamook Cheddar Cheese Factory,” has received 11,988 likes and maintains a positive 
dialogue about the factory in Tillamook, Oregon. We are unsure as to whether this page is being 
run by the same team that runs the official Tillamook fan page. The only negative fan page, “I 
used to buy Tillamook Cheese when it was made in Tillamook,” has 88 likes. Created in January 
2012 by disgruntled ex-employees, this fan page is the only negative Tillamook “fan” page on 
Facebook. 
 
 
DISCUSSION 
 
Here are the major trends we saw with regards to Tillamookʼs overall customer engagement: 

• Instagram: Tillamook does not run contests and does not post questions. Tillamook does 
not respond to comments on its own pictures, and Instagram is not connected to 
Tillamookʼs Facebook, Twitter or Pinterest. The Tillamook Instagram account is not 
following a large number of people. There is significant room for improvement here. 

• Pinterest: Tillamook is not following that many pinners. Posting links to Tillamookʼs 
website increases customer engagement overall. 

• Twitter: Tillamook responds to every single mention and consistently ask questions. 
• Facebook: Tillamook responds to all customer inquiries. 

With regard to Tillamookʼs overall success on its social media platforms, compared to 
competitors, Tillamook is the strongest on social media channels in terms of engagement and 
voice. It consistently promotes the same brand values on every channel and works hard to 
engage stakeholders in conversation, especially on Twitter and Facebook. The character of 
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Loafy is unique to Tillamook – no competitors use a specific characterʼs personality to express 
their brand messages and to engage in conversation. In terms of numbers of followers, 
however, Ben & Jerryʼs is much stronger on Instagram, Twitter and Facebook. This may be due 
in part to the fact that Ben & Jerryʼs is a global distributor and has an international following. 
When Tillamook is compared to Cabot, a much more similar competitor, the numbers are close. 
Our main recommendation is to streamline the names, icons and bios of the separate social 
media channels. We recommend that the names and URLs of all the social media channels be 
changed to Tillamook Cheese rather than just Tillamook. This is because searches for 
“Tillamook cheese” do not lead users to the actual pages. We also believe that the cartoon icon 
of Loafy is the most applicable to Tillamookʼs voice and personality and should be applied to all 
platforms along with the bio that reads: “Hi. Iʼm Loafy, a Baby Loaf of Tillamook Cheese. Iʼm 
tasty and made of natural goodness. Let's be friends!” 
 

               
 

(Recommended icon change) 
 
Our media channel-specific recommendations are included below. 
 
Instagram 
 
Change the Instagram username to @TillamookCheese, the icon picture to the cartoon Loafy, 
and the bio to match with Twitter. There needs to be an Instagram button linking Tillamookʼs 
account to the front end of its website. Make Instagram the eyes to Loafyʼs Twitter voice. Every 
time an Instagram is uploaded, it should be posted to Twitter and occasionally linked to 
Facebook. Post more pictures per month to increase followers and engagement. Utilize 
consistent hashtags (such as #tillamook, #tillamookcheese, #cheese, and #LLT for pictures 
from the Loaf Love Tour) in every picture to make sure the photos are findable in the Instagram 
search feature. Consider running Instagram contests to increase followers and engagement, as 
well. 
 
In terms of Instagram conversations outside of its own photos, Tillamook also needs to regularly 
search for hashtags with its name to respond to consumers. The Instagram account should 
follow anyone who follows it and anyone who hashtags its products. 
 
Pinterest 
 
Change the URL to /tillamookcheese to increase searchability, and change the icon to the 
cartoon Loafy. Decrease the number of boards to focus on increasing engagement with the 
most influential boards. Consider making board themes more broad instead of just focused 
around one product and its possible recipes. Ideas include focusing on the color orange, on 
outdoor activities, on humor, or on Tillamookʼs Instagram photos. The “Tillamook on TV” board 
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should be removed: Pinterest is not a good platform for videos. Tillamook needs to follow 
everyone who follows it to increase the fan base and the number of influential followers. 
 
Twitter 
 
Connect the Instagram to the Twitter. Base all other social media channels on the Twitter 
character, Loafy. 
 
Facebook 
 
Change the name and URL to Tillamook Cheese and change the icon to the cartoon Loafy. 
Consider handling concerns of the fake and hate accounts. Instagram and Pinterest need to be 
more present on the Facebook page; not every pin or Instagram needs to be shared, but the 
ones with meaningful content should be posted to drive traffic to these other useful social media 
channels. 


