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1. Executive summary

Social media platforms allow companies to improve theirexpanding soel media audiences in emerging marketnd
international market presence and reach potential clients allits relatively low costs. Social media allow companies to both
over the world. As a result, more companies, both big anaé@mit and receive information to and from its consumbase.
small, start to utilise them in their internaionalisation This facilitatesboth better customer involvement and other
strategy. Companies can perform various business functionemerging trends like ce@reaion. The rising penetration of
through social mediaincluding marketing, marketesearch, social media in emerging markets can be of particular
and online retailing. interest to western companies, as it provides them with a

low-cost means to establish a presence on those markets.
With over 1.73 billion people using social media networks

across the worldin 2013, the potentialvalue of this trend  The major barrier for companies to use social media in
for companiesis huge.As the age category of people using internationalisation is the disparity that exists between
social media is wideningapplicability for a much broader national data security and privacy legislations. This forces
product range, and thusa broader range ofcompanies, companies to put a lot of effort in researching if and how
becomes of interestThe fact that mostsociatmedia users they might use available consumer data.

have multiple accounts at different social networks, and use

those networks for a variety of purposes, implies that From a consumer perspective this cafso pose a barrier to

companies have to carefully pick the netwotkey want to uptake of international social media campaigns. Moreover,
utilise. censorship by national governments might prevent certain

consumers from using specific social networks. The biggest
The role of social media in internationalisation varies for the driver for consumer uptake of social media networks is thei
companies desribed in this case. A company like IKEAused ncr eased willingness to be inf
it to gain access to one specific market, whereas Dollaroffering with friends and actually participate in and
Shave Club used to launch its company and correspondingi nf | uence a company’s conduct.
service offering for the whole onlineommunity to see,
against significantly lower cost thasonventional marketing We are currently still at a relatively early stage of
instruments. Kiosked and Moodyo have both build platformginderstanding how companies can and will leverage sbcia
that are based on existing social networks and exploit themedia to accelerate their internationalisation and business
global spread of those media to quickly gain access toexpansion in general. It is therefore hard to already
international markets. formulate concrete policy recommendations. A key domain in
which policy makers play a crucial role is that of data
The main benefits of social media sategies for security and privacy of ansumers. The emergence of social
internationalisation include the huge exposure that companymedia as a business tools provides challenges from both a
can generate, the relatively low costs associated with it, thecustomer and company perspective. Customers want to be
possibilities for customer segmentation and targeting it sure that the data on their online activities and behaviours
provides and the market insight that can be gained fromdoes not fall in the wrong hands, whereas comjes
analysirg consumes’ online behavi ou r struggledwithi disgargy iranationalregulationst ntaking it hard
them through social networks. for them to find out what is, and what is not allowed.
Harmonisation of international regulation could improve

Key drivers for the wuse of social media for cystomer safety and prevent (un)intended infringement by
internationalisation include the paradigm shift from a companies.

companycentric logic to a consumecentric logi¢ the rapid

Social media for internationalisation 4



From YouTube ads to promoted hashtags on Twitter, sociaf
media allows companies to improve their international
market presence and reach potentialients all over the

world. As a result, an increasing number of companies mak
social media one of the cornerstones of their

B

Self-presentation/self -disclosure

Low High
internationalisation strategy. The awareness generateqi3l High Blogs Virtual social worlds
through social media platforms is massive because of the é’ (e.g. Second Life)
number of users soial networking sitesare attracting At the 2
same time, the associated costs can be kept relatively lo -l Medium Content Social networking
Q . . )
when compared to more ‘tr ad commpuRitigsyerg-a $tgs -6 Barebodkla r k et i n
. o} YouTube)
campaigns. Q
()
(2]
To come to a clear understanding of whsacial mediareally S Low Collaborative Virtual game worlds
fi kea brief look at its historvTh f = projects (e.g. (e.g. World of
are, we first takea brief look at its historyThe emergence o g Wikipedia) Warcraft)
social media is closely related to two other concepts, namelyliy)

Web 2.0 andUser Generated ContenVeb 2.0 is a term
(first coined in 2004) used to describe the phenomenon of
developers and users that utilise the Internet as a platform g .ia| media represents eevolutionary trend that should

whereby COI’?teI’.]t‘ and applications are no_ longer SOIerbe of interest to companies operating in both the online and
cre:.tgdd Ey :lelduaIs.but a;e consta;tly upq:tedd arr:dofﬂine domain as many of their customers use social
modified by the cmmunlty. We 2'9 can be considered t € network sites:72% of all internetsurfers used social media

platform through which Social Media evolvedieb 2.0 can at least once a month, in 2013 The share of people that

be .ccl>n5|dered both the dgologlcal ) .referrmg o the use social media is not limited to teenagers, as more and
participatory and collaborative style of internet useand 0 3544 year olds (generation X) join the ranks of

technological  foundation B n.aferri.ng fur?cltionaities followers, spectators or critics. Social media embodies the
enabled by Adobe Flash (animation, interactivity etc.), RS§amatic expansion and acceleration of existing

(wep' f_ee‘j formats) angl Asynchronous .Java Sc_riptcommunication paradigms. This effects &rengthered by
(facilitating constant updating of webpages without major ,qpile computing, causing people to be exposed to

usesissues)-for socialmediause. communication 24 hours a day, 7 days a week.

User Generated Content (a term which gained @pularity  aj| this online activity of customers results in firms having
in 2005) can be considered the combination of ways inincreasinglyless control over the information  available

which people make use of Social Media. This term is used tgpoyt them on the WorldVide WebHistorically, companies
describe the various forms of media content that are yere aple to control the amount and type of information

public'ally available gnd are created .by enmers.  hat was publically available through strategically planned
Requirements are that it ne#s to be accessible through a marketing actions and public relations activities.

public website or a social networking site accessible to a

selective group of peopleit needs to display a certain Currently, however, due to social medieompanies hag
amount of creative efforf and it has to be created outside beenpushed to thesideline as observerssometimeslacking
professional practice or activity. the knowledge, chance or rights to altpublically available
information provided by their customebase. However,
although @mpanies aresometimes explicitly forbidden to
participate in a sodal medium (for exampleWi ki pedi a

on the foundations of Web 2.0 and facilitate the creation community), managers do have the opportunity to shape
and exchange ofuser -generatedcontent Naturally for the  consumer discussiani n a manner t hat fits

purpose of this casestudy we also mclude sociamedia mission and objectives

content that is generated by companies (as most social

media networks allow companies to create an account andSocial media is not merely a new communication channel for

use the service in the same manner as enders) a company’ s isiorg bukiecan amsgerfarm a&n
antenna function through which a company can receive
feedback from its customebase.

Based on theseunderlying concepts,social media can be
definedas a group of internetbased applications that build

S



The importance of social media for companiescsnfirmed Apart from this businesgo-consumer B2C) commurication,

by hard facts on Fortune Global 100 companies. 79%  social networks also facilitate consumeo-consumer C20

of these companieshave a branded YouTube channelith communication, which can be compared to what, in

an average of over 2 million viewamaking video content traditional marketing, is called wordf-mouth. However, by

creation thefastest growing type of coporate social media i nstantly | everaging (@9 whwensumer
use. The same number of companies engages with othera user shares a comany message/videp)the potential

users through Twitter. 93% of corporate Facebook pages speed and outreach is much greateBocial media uploads

updated weekly. Finally, these companies are creating more an go so called “viral?” (sprea
and more accounts per social medium, in order to targetbreak a brand overnight.

specific customer groups based on geography, type of
service/product or for instance topic. Apart from being amarketing channel, social networks also

perform a market -research function . Consumeto-
Social Media are aparticularly interesting and effective  business C2B and C2Ccommunication provides a company
instrument to base internationalisation strategies on.with valuable insighé i nt o an intersnati on
Extensive use of the internet and the establishment ofresponse to certain products and services. This information is
trustful relationships with other companies can lead to a freely accessible and can be gathered against relatively low
start-u p’ s rapid i n*tThis mast multiplea Icastslaallow® & company to tailor its marketing message
reasons, some fowhich are mentioned here. First of all, for and products to better fit customer perception/prefererice.
new customers in an international market to buy a
company’'s services toobe aware ofd ripallys apst Hreny perfoaming a marketing and market
their existence Traditional marketing practices are able to research channel, latest technological developments also
realise this exposure, but are normally assated with allow social media to be used as actuahles channels (as
substantial cost (especially when targeting multiple one of the case companies illustrates). Social media
countries). Setting up a company account at a social platforms like Facebook (enabled through taEn
networking platform and using it to performmarketing technology) can perform a similar function as a web shop,
functions is usually free of charge and allows you to allowing customers to directly purchase products and
disseminate messages to large audiences against low Services based on what they read or see.
costs. Moreover, social media enablesew forms of
customer segmentation and targeting . Traditional
marketing instruments€.g. newspaperselevision and radio
ads) are usually country specific, while social media
facilitates targeing based on parameters that are
supranational (followed topics, likesr page memberships).
This results in more effective marketing campaigns, only
reaching out to customers that are actually interested.

These three different business functions (or channels) that
social media perform are valuable instments for accessing
new international markets, especially considering then-
proximity requirement that is associated with using social
media.
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3. SocieEconomic Relevance

The socieeconomic relevance of social media in general isThe biggest enabler forthe potential of social media
huge. Its impact is too broad andeepto describe here. The strategies is that the customera company isrying to reach
impact social media has on internationalisation is that it do need to have access to social medi@onsideringthat
opensup a host of new opportunities against relatively low internet access is the key prerequisite for using social
costs. This rangefrom global marketing campaign, to very media @part from the hardware requiremef not all
specific niche marketing and even completely new retailingnternational marketscan yet be identified assuitable for

channels. targeting with social mediamarketing Figure 2 below
depict the estimated percentage of people being connected
3.1. The market potential for to the internet for developing and developed countriésy

the world as whole and specified for certain country
regions ¢ Geographical regions with poor internet
infrastructures and facilities, in generalprovide limited
potential for social medianarketing.

internationalisation is huge

It is hard to quantify the market potential of social media

strategies for internationaBation in terms of revenues,

profits or costs savings. Social media can be used for_. . . e

. . L . . . Figure 2: Two graphs displaying the diffusion of

internationalising basically any business model in towards.
. . . . Internet across the world

nearly all international markets and is often used in

combination with conventional marketing instruments.

Avergge company spending on social media does provide

some perspective on the importance of social medkigire

1 provides an overview o0& company starting to explore the

possibilities of social media andone that is already

advanced).
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Figure 1: Social media spending by both nov ice and
advanced companies (USD)

o

o

Spending on social media by a novice company(US $) 2008 04 05 06 07 08 09 o1 12713

Social media management systems Source: ITU World Telecommunication /ICT Indicators database

Social CRM A
Brand monitoring Note: * Estimate

Community platforms
Customer technology development 80

75
Blogger programmes 70
Ad/marketing spend
Traditional advertising agencies 50 61
Specialist social media agencies 52
R&D = B0
Training & education
Staff to manage 40 38
0 50,000 100,000 150,000 - 32
3
Spending on social media by an advanced company (US $) 5
16
Social media management systems 1
Social CRM
Brand monitaring
1S The

o

o

Per 100 inhabitants

o

o

Community platforms

Customer technology development Africa Asia Arab C Eu rope

Blogger programmes & Pacific States Americas
Ad/marketing spend

Traditional advertising agencies
Specialist social media agencies

o Clearlynot all people with internetaccessare actually active
Traiing ;tidr::g;g on social media.Some internetusers might be resistant to
200,000 400,000 using social media because they think it is overwhelming, are
introvert, do not have friends using it, do not have time for it
The potential of social media internationalisation strategies,or prefer reatlife interaction. However,saFigure3 on page7
however, can be shown by illustrating some kiagtors and shows, an estimated 2.55 billion internet users will visit
figures influencing the potential of smal mediacampaigns social network sites, via any device, at least once per month
across geographical regions and denraghics in 2017. With an estimated world population of 7.4 billion in
2017, this represents 1/3 of all people: a huge consumer
base for companies to tap into.

=]
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Figure 3: The total number of users that visit social
network at least once a month users across the world

2.55

20m 2012 2013 2014 2015 2016 2077

[l Soclal network users [l % change

Social media use, and thus the potentiaf social media

marketing, is also determined by demographic factors. Age

appears to be the most distindifferentiator in determining
social media usedt least for the USA), as @cial media are
particularly used by younger generations of customers
(Figure 4). This implies that depending othe type of
product/service soldthe market potential ofsocial media
marketing might limited. In those cases, it is more efttive
for companies to resort to conventional marketing
instruments

®

Figure 4: Social media usage by age group

Social networking site use by age group, 2005-2012
% of internet users in each age group who use social networking sites
amn All internet USers  we18-29 3049 =———50-64 65+
100%

90%

80%

70%

60% |

50%

40%

30%

20%

10%

? 6%
0% 1%
Feb-05 Aug-06 May-08 Apr-09 May-10 Aug-11 Feb-12 Aug-12 Dec-12 May-13

Source: Pew Research Center’s Internet & American Life Project tracking surveys 2005-2013. Spring
Tracking Survey, April 17 — May 19, 2013. N=1,895 aduit internet users ages 18+. Interviews were
conducted in English and Spanish and on landline and cell phones. The margin of error for results
based on all internet users is +/- 2.5 percentage points.

Based on thepurpose of a social media campaign ,
potential per type of social network can differ. Factors like
monthly users, average brand community sizeutnber of
followers a brand pagéias), and interaction rate (percentage
of users that interacts with the company) differ per platform.
For raising awareness, Facebook with a huge number of
monthly users and madse brand communities might be
interesting.For interactionwith a customer base, Instagram
could be good choice (for an overviesge Figures).®

Figure 5: Interaction rate, community size and monthly users per social network

[KEY]
SOCIAL MEDIA PLATFORM: ; INSTAGRAM
{ Interaction Rat A46%
{ Average Size Of Brand Communitie: 11,146
Monthly Users: | 130 million

1.2%

Vine also boasts members
who interact heavily within
brand communities, but 0.9%
VINE overall, Vine is still a relatively
eo.az‘*u small community.

1.5% Brand communities on Instagram
are both large and have a high
number of members who regularly
interact with the brand.

Facebook is not included on this chart,
because the sheer size of its community
would have negatively affected
readability of the graph.

Large companies display much larger
brand communities on Facebook than
they do anywhere else. However, the
average interaction rate is relatively low
with only 0.08 %. In absolute figures,
due to community size, this still

210 million

- represeits a substantial number of
million « Monthly
people.
0 50m 100m 150m 200m 250m
Pinterest, another visual media sharing G
platform, has the third-highest interaction
rate and a community that is small but
larger than Vine’s. GOOGLE+ FACEBOOK
0.03%
PINTEREST 601,035 SINA WEIBO 0.08%
0.11% 100 million | 0,39 (China) 1,015,176
73,74.9. 0.03% 1,060 million
48 million 167,208
KAIXIN 220 million
(China)
0%
246,122
50 million 0%
TWITTER ‘\-&
0.03%
601,035
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The potential for specific types of social media depends onrmost people use Renren or Qzone (Facebook is not
geographical targeting . In a country like China, Sina Weibogovernmentapproved). In Japan people prefer Twitter or
and YouKu are the top choices by most tbpands;while ~ Wretch for sharing their thoughts.

IKEA Sweden Innovation in As a resuilntt eorfnatkiEcAM asl i sati on str
marketing China increased with 23 percent in 2012, and 17% in 20¥3sitor numbers
(amongstothers) are rising and | ast year, #.5herhige |

number of newlyweds in China (10 million every year) and rapid urbanisa
drive demand for furnituré.

Al though in this case stusidgysocialenediac
to the Chinese market, the company has been successful with social mec
internationalisation in general.

The knowledge and experience the company gained with using social me
on the Chinese market, will also be used in its expansmmdia.

Kiosked Ireland Technological Kioskeds expected to turn profitable in Q1 2014. The company is already
innovation operating at a global level, and has already contracted 10,000 brands to
its Smart Content technology. 90% of online retailers in the Wsdalready
inKi o s platfdrm.s

Moodyo Spain Social shopping  Moodyowon the Tech Media Europe award in February 2@drlits idea. It
joined theMola Incubator from Spanish entpeeneur Enrique Dubois who
provided the founders witlsome interestingadvice In November 2012
Moodyoclosedits first round of funding ($600.000). From January 2013 th
network started to grow steadilyThe companyecently opened ughe web
shopinside Moody@latform andits already processing orders every day.
There are already 40 stores in Spain, and 20 in the UIs# have requested
to become a verified shop for selling through Moodyo. No marketing activ
were conducted for this.

Dollar USA Innovation in Dol l ar Shave Club | i kes t-onlypavers e ¢

Shave Club marketing brand. The empany offers customers a subscription model for receiving tt
monthly supply of razor blades right to their doorstep. As a marketing
campaign for their service offering, thestat p’ s f ounder r
humorous YouTube video for only $4,500. In thesfifour days, this video
generated over 2,000,000 views on YouTube. As a result of which, durinc
first two days, the company acquired over 12,000 paying customers. The
company recently expanded to Canada ahdstraliaand acquired little undel
$10 million in venture capital from Venrock for its international expansion.
This underlines the exposure the company generated with its social medi
campaignand its potential for international expansiéh Dollar Shave Club
plans to introduce up to 15 new grooming and skincare products in 2014.



products. The company also enabled a message board on
the bottom of the page, which is used for handling
custaner complaints*.

The companies described in this case all used social mediarhis isone example of how IKEA uses social media to gain
differently in their efforts to internationalise their business. access to, or strengthen its presence in international
IKEA used it for specific customertargeting, whereas markets. The company maintains distinct social media
Moodyo's and Ki osked wh o | epagéds fosmost ef the national charkets in whigh\t operates.

around it, and finally Dollar Shave Club used it to create

. . o Examples 6 social media campaign/activities in other
massive global exposure against significantbw costs.

countries include: a sleepover party in its Essex store in

— - response to a Facebook group with that particular purpose;
Problem 1 JUIKEA, globally known for its innovatively ang an IKEA wedding hosted by IKEA Australia, as a prize for
designed furniture against affordable prices, faced some a social media competitononMValnt i ne’ s Day .

difficulty when entering the Chinese market . The ) ) )
company already entered the Chinese market in 1998, and,IKEA’ (;iesplté1§1V|nga relatlvel}/ low numbgr of updates on
its social media channels, with these unique rewards and

expanded rapidly in 2004, oméng up more and more local S0 . ) ) )
stores. Key problem, however, was that those stores did notctivities is able tamaintain an active online community.
turn profitable. Something Agaphiddlecepmpany’ sgmrocdact mof Gec?d!
which did work in Europe and the US#gs not appealing to  Euope and Chia’s

the Chinese. I KEA’ s @3 low [rieek i

_ | Europe China ‘
confused Chinese consumer, because they generally percei
western products as aspirational.
Good quality, stylish Good quality, Westerstyled
. . _ . p furniture at prices so low aspirational brand for the
.Innovatl_ve _solu.tlon 1 IKEA tackled this _spe_cn‘lc that everybody can afford middle-class.
internationalisation  problem through a combination them
of cost -cutting and a novel marketing strategy . Cost
cutting was needed because, although experienced asp g o ~ciich Functional  Siightly modified products to

relatively affordable in the USA and Europe, IKEA furniture products anchome fumishings ~ suit the local market and

was perceived as rather expensive by Chinese customerg. Chinese apartment sizes
Local furniture manufacturers benefited from cheap labour| Store location: suburbs, with At the outskirts of cities that
and raw materials, ancho design costs (copying of IKEA| good caraccessibility through  are properly connected to publi
designs) resulting in substantially lower sales prices. IKEAM9MWaYs transport

first reduced its prices by local sourcing of materials and| Price: low-cost Affordable

labour, and local manufacturing, which circumvented impor{ Promotion: mainly using the Mainly using Chinese social

taxes. IKEA catalogue mec_iia and micreblogs like
Weibo
Despite the lowprices, IKEA, as a western company, stil| Logistics: products are Raw materials and labour are
had to live up to the Chi nhseucedmagdedupusntiesliker ssouéceé;l%ﬁ}ilYeL@rﬁat i_do n of
P . China and Malaysighen production is expare to avoi
aspirational products. IKEA managed to do this by shipped to Europe high import tariffs

specifically targetingthe young middleclass population.
This customer segment has relatilyehigh incomes, is well
educated and more aware of western styles and brands. Bysiqplem 2 JUF o u r year s smugdes ideftifieds k e d’
targeting this segment, and having those customers buy,, gnnortunity. The amount of visual content that is being

and use IKEA products, the company was able to projecéhared by people online, especially through social media,
itself as an aspirational western brand. provided a basis for reolutionising online retailing.The

The marketing tools uad to reach the young middielass required technology was available, just the platform and
population were also noionventional. In the rest of the Uusability were lackingAvailability of this technology would
world, IKEA uses its product catalogue as the majo€nable new ways of internation alisation for online
marketing tool. This catalogue, by providing exact productetailing , by making use of décal opinion leaders spreading
materials, shapes and sizes, however, enabled locahdvertisement through social media networks.

competitors to easily copy IKEA designs. Without the
required intellectual property regulation, in China IKEA had/hnovative solution2 — Kiosked developed ra overlay
no proper manner of defending itself from this. This is why technology that allows retailers, or customers for that

the company turned to Chinese social media and a micro Matter, to turn any online photo or video content into a web

blogging website called Weo, to target urban youtl. ~ Shop or so called kioskVhen a social media useseesan

Aside from a feature video, IKEA engaged in poll discussiondtem he/she likes in this so callesinart content ( “ ki os ked”
and often retweeted user s’ Videoaor phote)t theyuser easimply eliekon the Kiogked | KE A
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symbol that appears, and instantly gains relfle info on Other e nefi ts of Kiosked’s overl a
what the product is and how much it costs. If the userpr oduct s ar e al ways of fered i
decides to buy the item, he/she can simply use the kiosk tolanguage and currency;he information in the kiosk is

acquire the product. always reallife, meaning that if a product is out of stock,

the kiosk icon will be active; social media users are
incentivised to become active salesman or ambassadors for
b(r)aﬁdg;rkibsﬁ advé‘ru%ement is nantrusive as customer

decide which products they wantotview; social media

networks are turned into actual sales channels through the

inbuilt kiosks

Many online retailers are alread appl yi ng
technology to their online contenT hr ough “aut
all videos and images on a retailers website are
automatically imported to the Kiosked Dashboard, enabling
the retailer to easily connect products and services to them
(the reailers has to provide access to the script of the
content). If such a video or photo is subsequently shared byThis  technology is ideal for  facil itating
social media users through Twitter or Facebook, theinternationalisation through social media . Companies
corresponding overlay is automatically retained, turning the selling products and services in international markets do not
social media post into anothedistribution channel. Kiosked need to design and host full web shop in its different

also provides developers and retailers with tools 0 f or ei gn mar ket s. Ki osked’ s tec
manually create smart content. product/service offerings is al
? ep_nfga_]j pcnpcqgclr _rgml ﬁaw%lanqug%andlccarﬁaqndd.ng %JE?:r_'C)F'_ gog}Pa_‘P'ﬁ?jC%e w

mtcpj_wq _ pcr_gjcpgB mljg (niegrale their .sples f&‘“ﬁﬁ"’”%’ qt o ingerngtignal” -y ¢

marketing campaign and are instantly provided with market
insight through Kiosked’s anal yf

product, its price and # option to buy the itemin a non
intrusive manner.

Problem 3 - If you are searching for a certain product, for
example ski boots, you can use for instance an online search
engine or sodl network to find out which one suits you. This
is not ideal though, as a search engine will provide too many
results, and in a social network you cannot search for
products but can only upload a picture of a specific product
—— and ask for advice. You do,ofvever, need a substantial
T~ 9§ '4; == amount of fol | owers to receive some
. - ) challenge was to develop a platform that would facilitate

E social shopping andcould be easily leveraged to
international markets

Innovative Solution 3s Moodyohelps people to make the

right decision when shopping. The company connects the
feedback between consumers, vendors, brands and
trendsetters using social medi&loodyo is a social shopping

platform that provides users withlthe possibility to search

for products, check user reviews of certain items, asks

friends for advice, let friends know that you desire a certain

product, let them know you have acquired the item in order

to share experiences and let followers know whether you

|l ove the it efror nveo oidsy odisr epd talty | i
other social networking accounts like Facebook and Twitter.

The key benefits of Moodyo’ s so
displayed in the illustration below.

Social media users that share a kiosked photo or video earn
money when a friend buys the product0% of the
advertisement fee goes to the user, and 50% goes to
Kiosked.Social media usergven earna small amount of
cashif a friend so much as looks at the kiosK.his way,
online retailers can more easilygain access to
international markets . For instance by identifying and
targeting key opinion leaders (in certain segments) in
specific international mekets, which can subsequently
function as ambassadors or sales agents. This way the
company does not require extensive knowledge of an
international market, nor does it need an-house sales
network for each national market. Moodyo’'s business model all owed
pgn%trgteinternational markets. By having users rely on the
(international) friends they already have on other social

networks, to provide them with feedback on fashion and

other merchandise, the company could easily leverage

existing social media user base¥he platform can just

[m _[mcfs \_ om_”~ ch Gii”"si¥wm 7
as in an international context.

Kiosked’s t e c flitates| wegige cansumer
analytics. By tracking which customers view or buy which
products, and identifying social media users that generate
most sales through sharing smart content, Kiosked can
provide companies with valuable information for marketing
in terms of customer segmentation and targeting.
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The features Moody@rovides to its users, based on its Bmjj _p Qf _t cMichaelsDuliripatudimg énlthb ¢ p
rfpcc icw gr_rsq snb_rcqg8 Aamkm_IlgwBq ffdef jgw*qgsddcgaods] gWrHEs

o | want it

v Share the products that you
want to buy with your friends

Be a trendsetter among your
followers

You don't always want to own
everything that you like

v Only receive notifications about
products that interest you

¢What you like becomes a part
of your personality

‘ ~3.3. The creation of new markets and
wEveryUme you click on "Love'", . . .
Moodyo is better able to adapt jObS is hard toquantlfy

to your taste, which helps to

¢ Your friends will want to know . .
improve your shopping

how you like it Clearly, scial mediahave directly created new markets and

experience . . . A -
Your contacts will want to jobs, evidence of which are companies like Facebook, Twitter
v know where you bought it and YouTube, all with market values of dozens of USD
Tons of web pages exist to find billions.However, in this case we do notllook at social media
sizes and reviews, but what platforms themselves, but the potential they offer for
better than the opinion of your internationalisation of other companies.

own friends and peers?

In this perspective the creation of new markets mainly refers

Problem 4 — Dollar Shave Club was founded tacklethe (5 companies creating new international markets for their
problem of overpriced,As'thev gdict Wkl setvites. Inmdst iAstaRcksat ddes® mean a

market for razor blades is rather rigid and players in this completely new product or service market (e.g. before

market are well establishedDollar Shave Club needed to ¢ g 7 :entramce to the Chinese market there was already a

come up withan original idea to penetrate this market |6, pudget furniture market). This means thaew markets

and generate international presence . are created from an individual c

Innovative Solution 4 s Dollar Shave Club offers an |tis hard to pinpdnt markets that were specificallaccessed

extremely simple and relatively affordable alternative to through social media internationalisation. As in most

mass market razors. Customers can sign up to Dollar Shavéhstances, companies use social media campaigns in
Club’s member shi p mantblyl &e¢ fora reghmbinatdry withdmore conventional marketing methods. It

receiving the razor blades of their choice delivered right atis, however, evident that social media campaign® d

their doorstep. The offered razor blades amgatively cheap, subst anti al |y contribute to a c

low-t ech compared to i ncumb e nrmaskeéts (&filfiseated BY the ddMpanied i thit dase). | o b .

In order to penetrate this market and generate a presen . . o . o
. . . In a few instances, so%al n}edla wgernatlonahsatlon actually
in international mar kets wi I mite unds B .e c?mc%any‘
. . . creates a new product or service market. This is for instan
founder came up with an original YouTube campaign. Th|§n . - .
. . e case for Kiosked. Br¥1 combining certa}ln technology
first company video featuj.es t h .ﬁo Banrx’.s. ounder
. . Smart Contenf) with a social media internationaligati
mocking the overpowered and overpriced razorblade .
. strategy, the company createa new sort of web shop. This
offered by incumbents. Its style andppeal match the )
. Smart Content allows the company to directly sell products
underdog position Dollar Shave Clubas compared . . . L
. . . - featured on social media platforms (e.displayed in pictures
established brands like Gillette and Wilkinsd@urrently, . o . .
. ) or videos), through a sort of Houild web shop. With this new
the company already has subscribed customers in the .
technology, any platform/channel can be a retail showroom

USA, Canflida ar.1d Australia, with mar'1y other potential and an opportunity to monetiseésocial media facilitates very
customers in for instancé&urope and Asia already aware of gqjactive targeting and provides customers with the

the company’s offering becgupify 1@ disculsWhich ftdms B bly? thiough @ig T U D e
video. called Omni-channel retailing a company like Burberry
(one of Ki o s kreaflseds a sabstantiab sales s )
improvement, reflected in it24% increase in revenue .
Moreover, Omnchannel shoppes spend up to 1530% more
than traditional shoppers (mukchannel shoppers) and
display strong brand loyalfy.
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Quantifying the newly created jobs as a

result of

internationalisation through social media is also hard to do.
Especially considering thatewly created jobs as a result of
internationalisation, might also imply that jobs created by
domestic companies disappear. i$ clear however,that

SMEs which are

internationally active report higher

employment growth than their equivalents which only
operate domestically (7% employment growth versus 1%

respectively). Moreover, internationally active SMEs are also

innovative;introducing more products and services that are
new for the sector they are operating in a specific country
(26% for internationalSMEs, versus 8% for other SME%)

3.4. Competitive advantages through

derived fromsocial media
strategiesare numerous

Apart from the access to international markets that social
media can provide, companies can derive competitive
advantage from deploying sdéal media activities at various
stages along the value chain, both in domestic and foreign
markets They do this by using various social media related
techniques, some of which araisplayed in Figure 6.
Companies can

Raise awareness amongst customers at a fraction of
the price compared to conventional marketing

®

Gain customer and market insights by gathering
and analysing customer feedbackrbugh social media
channels;

Enhance customer loyalty , spending and C2C

referrals by building a tight online community of
engaged, like-minded individuals.For example, EBay
community members spend an average of 54% more
than regular customer®’

Predict real-world outcomes using big data analysis
on social media contentThis can for instance be done
based on the number and speed with which Tweets
(messages on Twitter) on a certain topic are shared. This
goes beyond mere market insight in the form of
feedback on specific problen? The potential of this
technology is highlighted
social analytics stardup Topsy Labdnc. for more than
$200 million.

Finally, although not completely within the scope of this
case study, social media platforms can also facilitate a
form of intranet for companies (internal network). This
can be particularly useful for companies that are
internationally active. Through aronline company

community, employees that operate in different
countries can keep each other updated on
developments.

instruments This can be realised in a direct fashion, by Figure 6: Techniques used by companies to improve

communicating directly with customers through cal
media channels.Ford realised the same level of

customer insight, branding or exposure

exposure with its Fiesta social media campaign against
only 10% of the conventional marketing costs (e.g. TV
ads). Moreover social media presence/communication
can alsoindirectly raise awareness , as it correlates
with for instance search engineesults Of the top 10
factors that strongly influence the likelihood that a
company pops up as a result of a Google search, 7 are
social media dependerit

Host daily and reatime, location basedpromotions
thatmat ch a specific custom

Improve the product or user experience by
incorporating customer input into product/service
improvements (have customergparticipate in co -
creation like manner) orembed social capabilities in
the user experiencdike social gaming or shoppinyVet
Seal (online shopping platform) claims that its social
shoppers have a 2.5 times higher conversion rate

Widgets

Wikis/
Comments

/

/
\

Videocast,

Podcast

Social
Media

Facets
User/
Communic
ation
tracking,
Filtering

/

Social

Facilitate real -time customers support through
their social media channels, with greater efficiency than
by usingtraditional helpdesk servicege.g. through help
from the community) | nt ui t’' s
own consumer bas answer s
requests onling

70% of

Social media for internationalisation

(business
peer

networking
platforms

Network

Mapping
service provider)

customers
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3.5. Client perspectiveand Another clear challenge for customers from specific

hall lated to th tak countries can becensorship. This implies that not all social
challenges refated (o the uptake media platforns are accessible for customers in certain

of social media Campaigns for countries. In a country like China for instance, customers

internationalisation cannot access platforms like Facebook, YouTube and Twitter.

Customers from China therefore have to rely on other, often
There are severajlobal consumertrendsthat underline the ~domestic, social platforms like &ren (Facebook equivalent),
importance of social media strategiesThesetrends apply to  YOouKu (YouTube equivalent) and Fanfowi(fer equivalent).
customers in both domestic and foreign marketsbwever,
considering thatusing traditional marketing instruments for
meeting these customerdevelopments in international
markets is often too expensive, social media strategies ca
be particularly suitable for the international context.

Finally, all customers approach and use social media from
different perspectives and with different interests. Some
f[Fustomers might not be willing (e.g. because of vagy
reasons), or able to use social media (no internet access)
others might use it for gaming, shopping or fact finding
Because of theemergence of social media and all sorts of Figure7 providesan overview of the various types of social
consumer communities where various products and service§edia users (based on a user survey).

are discussed, consumers can and want to make more

informed and smarter decisions. They desire to read Figure 7: Different types of social media users and
customersreviews of certain products/services they are '€/ characteristics

planning to buy and might want to interact with a company

. Bain's social medi mentati
through social networks,

18% 12% 12%

decision making.Customer-driven innovation or co-

. . . . * Heavy users of ¢ Heavy users of * Disproportionate
creation is fast developing trends and provides both personal networks multimedia sites, creators and posters
customer and company with substantial benefits. Many ° Skev o female users,  ratings and review of content
) ) i ) ) ) younger and working sites, branded ¢ Heavy users of
industries are experiencing a paradigm shift from a| « “Moms” represent a communities location-based games,
companycentric logic tocustomer-centric logic .2* Social large share * Skewfo male crowdsourcing sites,

users, older branded communities,
media allow companies to itiate a continuous dialogue with social shopping
their customerbase, through which they can acquire 10% 9% 8%
valuable input open up foreign. Young and Mobile
In line with this consumecentric logic lies the shift from a | ° M vsers of ralings -« Heavy users of * Adiive on social
i ) and review sites, microblogs, social gaming and
product centred paradigm to anexperience-centred group-buying sites, networking and engaged in location-

di p f thi . is th branded communities location-based games based gaming
paradigm . Part of this &perience Is that customers expect Disproportionate * Skew to younger * Significant contingent
to be connected to the companies they lik&4 hours a day, share of spending demographics, skews older

. : . occurs online e.g., students
7 days a week. Companies that design and deliver a truly
6% 4% 1%

exceptional customer experience ameore likely to achieve

sustainable, profitable and organic growth. i s Bl

¢ Tend to be passive ¢ Heavy users . MOd?TOTQ social
Social media usage by customers and onliaetivities in consumers of of professional media use and
| t luabl ket inf ti f entertainment and networking sites disproportionate
general, generate valuablemarket information or confent generated and microblogs prasence on blog sites
companies. Customers leave behind a trail of data by others * Skew mﬁTﬂle y ﬁ's“;‘: 1Z|(Te[:|e
. . . users, affluent '
(preferences, geographical location, demographics etc.) o 109
social networking sites. Isome instanes customers are
- . . . o
willing to shareconsumption data with companies. They severs
do, however, realise that this data is valuable and expect an * ’;‘r‘:s”e*:":';z?::sql
increased product or service functionality in return. Therefore networking sites
companies cannot tak this information for granted. In otr * Skew '°|LQ'“°'9
users, older

instances, data security and privacy can be a key
challenges for clients to interact (with companies) through
social media.

Source: Social Media Consumer Survey (January 2011), n=3,019
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4. Drivers andobstacles

The drivers and barriers described below specifically focus-igure 8: Company-centric versus consumer -centric
on internationalisation through social media. Barriers that|ogic

apply to internationalisation in general (regardless of
whether the company uses social media or nogre Yesterday

considered outside the scope of this case study. Examples @

these aretariffs andtrade barriers.
The Company

Customer

4.1. Changes in the consumer buying
process driventernationdisation

Customer

Customer

The consumer trends mentioned as dient perspective to
sodal media marketing (section 3)5also function as &ey
driver from a company perspective. Consumers are leading
massive global conversation about products, services anc
companies. They use all sorts of social media, phone calls
emails, chats, and text messages to discuss what, when an
how they buy produat and services. Nowadays, consumers
lead the discussioomn a company’' s o,ff
and notmarketers as it used to beThis paradigm shift from

a company centric logic to a&onsumer-centric logic is

represented byFigure8. TOday

Customer

Customers can gather more and more information on
companies and the products and services they offer on the
internet. The agency model, in which a customer buys &
product or service frona sales person, is becoming obsolete.
A shift towards a technologyeavy driven sales model can
be identified. This is the so called Direttt-Consumer model.
This model can also be identified iB ¢ i me mahriemof
product offering.

Particularly younger ge groups are completely accustomed
to this new type of consumer logic, as they grew up with
web-based sales and social media use. This so callec
generati on of “digital nat
substantial technical knowledge, as well #ee willingness to
engage online. This trend can be observed on a global leve
This makes social media marketing more and more
relevant?

The Company
0Ossess

=
\V
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reflected in the growth rates of social media users in regions
like Latin America, EasterrfEurope, Asidacific and the
Middle East Africa, which are substantially higher than in
Western Europe and North America.

With its marketing strategy in ChinalKEA aimed to project To be more specifidhe fastest increasesare expected from
itself as an aspirational company. This in order to match thethe social network user populations of India, Indonesia,
company’'s i mage with t hefagvexcp ghinangi@rezl.i c' s expectation
western company. In order to confirm this image, despite the

relatively affordable prices, the company targeted the young”ANOther supportive fact is that social media users from
urban population in China. These, wetlucated individuals emerging markets remain more active on social networks

with a relatively high income are well informed on western cOmpared with developed countries. In Q2 of 2013, South
styles and brands. By tying these successful and trendyAfrica for instance had the highest proportion of active
individuals to the company, IKEA projected the image of C€POOk users: 68%

being a1 aspirational company. The ideal marketing

instrument for reaching out to this group of customers was

social media, as this group of customers ianicularly active

on this channel.

Apart from reaching younger generation in general, sociaf*Sia-Pacific 493.5 6159 7456 8537
media facilitates all sorts of customer segmentation and China 256.5 3075 366.2 4145
targeting. The number of startips and SMEs that offer tools |ngia 50.2 76.1 105.0 129.3
for anal ysi n.g t he b eobid medau ﬁndortl)eéia a Ugéll.l)lpai‘gil S 67.1 79.2
users/members/followers is numerous. A feature &dr

instance the Spanisbtart-up SocialBro¥s social media tools  9aPan 39.5 44.7 47.8 50.7
is that it allows companies to pinpoint which social mediaSouthKorea 20.7 22.7 24.6 259
members/followers are most influential in their netwdfkBy  Australia 8.8 9.8 10.7 11.6

activelyt argeting these indivi dBtﬁeirs‘ a %Qz{npaﬂ)é/d S oA r Eﬁﬁi ng
can become much more effective. This can be particularly ' ' ' '

effective for internationalisation, as in foreign markets a Latin -America 164.9 191.8 2159 236.9

company might not yet known which social media users areBrazil 66.2 75.7 84.0 90.7
of most interest to them, and Wwich can be considered pMexico 23.7 27.9 32.6 37.2
oplnlon. Ieader.sKl_osked provides the same functionalities Argentina 141 15.9 17.0 17.9
for retailers using its overlay technology.
Other 60.9 72.3 824 91.1
North - America 163.9 174.7 181.9 192.7
us 147.8 157.8 164.2 170.7
Canada 16.1 16.9 17.7 185
Middle-East & 1111 148.5 183.0 211.6
Africa

As was shown in section 3.1, the number of peogad thus
potential customers) that are currently using social media isEastern Europe  139.0 1574 1765 192.7
huge and this number is still growing fast. Clearly the Russia 52.1 57.9 64.2 69.3

number of people that using social media drives the use of

. . . . 87.0 99.5 112.3 1234
social media marketing, as the potential outreach/exposure
is growing. What is of particular interest for VWesternEurope 1298 1453 1594 1708

internationalisation of (western) companies, is that socialGermany 25.7 29.2 32.4 34.7
media use and growth thereof, are especially strong in non ;K 23.9 259 27.7 29 4
kets. Th idl i ial k

wes.tern mgr ets. The r.apldy expanding §00|a_ networ France 19.9 219 236 250
audiences in the merging markets of AsidPacifc, the

Middle East and Africa will be huge drivers of socmaédia ltaly 15.8 17.8 19.7 213
user growth. Although AsiaPacific will have the largest Spain 155 175 195 21.2
social network population worldwide through 201@nd the  other 20.0 32.9 36.5 39.3
Middle East and Africa will have the secotatgest audience Worldwide 12022 14335 16624 18547

starting nex year, their population penetration rates assill
among the lowest.This means that growth potential for Source: eMarketer, February 2012; Note: internet users who use a

social media. and marketing based on it is huge. This isocial network site via any device at least once per month; numbers
’ g ’ uge. %nay not add up to total due to rounding; * excludes Hong Kong.
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4.4.Techno|ogical development of Software technologies (liké&e ¢ i me direétlynfacilitating

. . . social media advertisement, retail and aiydcs are also
hardware for using sael medla’ clear drivers. ey add functionalities and return on

drivespotential investment for companies using social mediafor

internationalisation.
Clearly, people need to have access to an internet connection

and _a hardware device, in order. to be a_lble to use 300|al4.5. Global Spreaobf networksdrives
media. Developments that make internet infrastructure and )
mobile telephony (or tablet and computer) accessibio potential outreach

more and more people, especially in emerging market, are ) o
driving the potential of social media marketing for During the emergence of social network sités the early

internationalisation.Mobile devises are becoming the great 00, theglobal spreadof single networks like Facebook was

enables of social experiences, allowing companies to stagtll limited, as many countries h_""d multi.ple national
connected with consumenegardless of time and place (and Platforms, mostly used bythe domestic poptation. However,

vice versa)The Figure 10 on pagel7 below illustrates the OVer time several social mediqala'Fforms grew out to
share of the world population that owns a cellor become global networks, outperforming national equivalents

smartphone. The share of smartphone owners is quickl;in terms of user communitiesCurrently there are still some
growing. national networks that have larger communities in their
respectivemarkets than their global counterparts. This is the
case for China and for instance Russior accessing the

Chinese market, companies are forced to use alternatives to
e aoerere vl | Twitter, Facebook and YouTube, as these social networks are
Vo SanFae all censored

Figure 10: Spread of mobile across the world

Smartphone ownership

This conergence, inherent tmetworking effectsassociated
with social media (then e t w ovalde 'fos individual uses
increases when the userbase expands), is illustrated in
Figure12, which show the predominant networksumber of
users per country®

The convergence only seems to apply to social media
networks that serve the same purpose. Facebook for
instance replaced its equivalent Hyves the Netherlands.
Facebook, however, appears not be competing with LinkedIn
for users, as most people have both a LinkedIn and Facebook
account and use it for different purposes.

Thisglobal spread of social media platforms doeseanthat

. . . . ._companies an reach moreand moreconsumers through a
Mobile and tablet usage is beginning to heavily impact social

. . . ) . single medium, which positively affects the effort to
media usage with mobile having the biggest effect dor ) .
. ) . gl . outreach ratio. Many companies do, however, operate
instance Twitter. The impact of the diffusion of mobile

. . o . . national pages on social networks in order to specificall
devices in combination with internet access is illustrated by pag P y

: . - . ) _“address national markets.
the Figurell. Mobile applications for accessing social media

networks are rapidly diffusing amongst usets Figure 12: Predominant social networks across the

) ) ) _ world
Figure 11: Adoption rates for various media

Internet

Facebook

W Focetoos W v ontokte Oanokossris [l Loe Hyves W 2o s

| L Noszowiosa [ ©:

Draw :
Something 7 B Frencster [l wretcn B cyword
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and launchedhis new service offering by uploading a semi
professional advertorial videoon YouTUbe. This humorous,

offbeat ad, in which conventional razor companies are

mocked, generated over two million page views in its first

four days on YouTubgcurrently at 12.5 million views)
Approximately 5,000 customers subscribed to the service on

the first day the video ad was uploadéy this accumulated

up to 12,000 on the second day. Considering that the
company’'s viral approxienatelycBcb80f s wer €
the potential of social media campaigns is substanfial

E c i metechndglogy is enablingdine retailers to provide
In fact, it canbe important for customer uptake of social ggcial media users with an incentive to generate waf
media strategies, to create specific country pages and utiliséyoyth in the form of sharing. This refund model for social
native speakers and guest articles for contéfitAlthough a  megia users that generate viewsr salesboosts the already
platform like Facebook is used worldwide, the same location g pstantial networking potential of social networkBhis can
based diversity that exists for newspapers also applies t©ope particularly useful when penetrating a new market where
communication through social media. Moreover, customerg, prand has not yet build a decent reputation. By pinpointing
can be sensitive about certain cultural issues, which arepinion leaders within certain customers groups, companies
more easily identified by locabr native staff. Addressing all ¢cap |everage the social networks of these individuals. This
customers in their own native language remains a keyyesyits in a winwin situation for both the opinion leader
barrier for most companies. (refund per view/item sold) and the retailetsales).

Of course, using one social media platform with multiple . . . .
countrypagesdoes provide opportunities in terms of synergy 4.7. Dlsparlty |nleg|slat|onacross

and global marketing campaigns. national markets is a key barrier
4.6.Successful social media When using social media to collect valuable customer insight
. in international markets, companies have to be aware of the
campaigrs can rer on worebof- different data security and privacy regulations that apply. As
mouth, not heavy fundingto be Eci mef dwamder stated “it is hard
successful required fordi f f erent jurisdictions”

one international data security and privacy regulation would

For a social media campaign to be successful, a compan$ave companies substantial amounts of effort, money and
does not necessarily equire substantial funds. A social Unintended misuse of data.

medi a outing canpurlybasedoncward |_ed “vi ral” . ) )

of mouth. This means that the message, videw photo The same g.oes for VAT regulatlo\dAT regl.JIaFlons d'lffer
spreads metaphoricallywith the speed of a virus (hence the between various (Europegn) countries. Th's, IS part_lcularly
name) across various (social) mediaral marketing has the cumbersome for companies that use social media for

potential to make abrand famous overnight(or break it) mterr:ja_tlonallcs:atlon. S_omal medlalls very ml:]ch consbumer.olr
With social media, this effect can be reached againstuser' riven. Companies want to leverage these substantia

minimum cost. The only prerequisite is that the social mediguserbases, like Kiosked is dap for instance by getting

outing has enough appeal for people to spread it throughthem involved in promot.lng and_sharlng retail produc.tﬂ.
their own social networks. Social media in this case S°oM¢ European countries (e.ginlnd) a company like

leverages or boosts wordf-mouth, as it allows consumer to Kiosked has to acquirpersonaltax identification/cards from

very quickly and easily spread corporate content to people ir%aaCh |n(:j|V|duaI that reQ'Sters thro.ugh its platform.hé’
their network substantial amount of micretransactions (for instance the

small fee that users get for having a friend view a product)
An excellent example of such a social media campaign idnvolved with this type of business make these VAT rules
that of Dollar Shav e Club. At Dollar Shave Club, starting at €xtremely obstructive. This is a key challenge for companies
$ 1 per month, customers c atfaleRuildyg theipbysingss fromsa cloud of usegsy likg 5 7 o ¢

delivered to their door s. {fiﬂsged'company‘s founder promoted
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As we are still at a relatively early stage of understanding onAlthough standard setting is mainly a businedsiven
how entrepreneurs can leverage social mediatworks to activity, policy makers could try to facilitater steer towards
accelerate the internationalisation of companies from a standardisation of onlinevideo and photo formats. This
inceptiori®, concrete policy measures are rather hard towould supprt companies like Kiosked that face difficulty in
identify. adapting their platform to the wide range of formats that is

being used across social media networks.
First of all, policy makers should make sure that companies

and entrepreneurs are aware of public support for One of the key prerequisites for consumers to use social
internationdisation that is already in place. Studies show media networks, and for companies to conn¢atconsumers
that public support goes largely unoticed: only 16% of through social media, is the diffusion of internet
SMEs are aware of public support programmes forinfrastructure and hardware required for accessing the
internationalisation and only a small number of SMEs useinternet. Diffuson could help consumers in developing
public support instrument¥ countries to gain access to social media networks, and would
allow European compaes to internationalise to developing
The key challengerelated to internationalisation through countries using social media. In Europe there is also still
social media, where policy makers can make a difference isoom for improvement. Penetration rates of internet (users
that of disparity in data security and privacy legislation. as a percentage of the total population) in many Southern
Companies that also want to exploit the market researchand Eastern European countries are relaty low (on
opportunities(e.g. new ways of custormesegmentation and average around 50%) compared to Northern European
targeting) that social media provide are always faced with countries (mostly above 90%).
data security and privacy issues. When conducting market ] ) )
research through social media on an international level BeSides physical access to internet, European policy makers
companies constantly have to make effort to interpret the could further facilitate internationalisation through social

respedive national legislation that applies. Standardisation media bY promoting net neL_’trf"‘“ty‘ fregdomf expression
of this regulation domain on an internationdevel would and abolishment of censorship in countries where consumers

are limited in their social media activities (and online
activities in general). This is particularly the case for many
Asian, Middle Eastern and African countries.

provide substantial cost savings and would reduce
unintended infringement of consumer privacy.

The same goes foWAT regulation. As retailing reshaping . .
) . . N Gov rnments therz;ehves can actively contribute to
t o -Omanhnel shopping enabl.e thr t orbt?n.t.
a, by faclilitating

. . rau % % ma s :

. . . . internationalisation “through social” medi

and driven by social media, the number of (micro) . . . .

. . professional networks that make intensive use of social
transactions from and to consumerglompanies on an

. . o . - . . media platforms Existing internationalisation initiatives can
international levelis increasingAdministrative requirements . . . .
. - . be more closely integrated with professionsdcial networks.
and disparities betwen national systems become more . .
. . These networks can be particularly focused on professionals
cumbersome when the number of subjects to taxation that a . .
. o and/or entrepreneurs who originate from the region, or want
company has to keep track of increas8tandardisation of .
. . o to start become active there. Interested people can use
national taxation systems and simplification of tax ) . .
. . . . . social network to contact potential partners and clients.
requirements for involving customers inOmnichannel

retailing would areatly benefit companies like Kiosked Clear examples of such governmeintitiatives in for instance
9 9 y P ' Spainaret he | CEX network (The Mini st

Through the newso called Directo-Consumer modethe ~ PUSINess organization), WeexMundo Spanisff.

number of online (micro) transactions is going to rapidlyFinally, although not directly applicable to the topic at hand,

increase. This is particularly driven by the sales ancbolicy makers can make se of social media as both a
marketing opportunities that social media networks prowdesource for new policydeas but also to generate support for

(for example the payments made from Kiosked to socialgyigting policy initiatived®. With so many companies and
media users thatgenerate views by friendsthrough their consumers active on social media, these networks can

posts). These transactions will be increasingly made on ap..ome key places for evaluating and discussing pofjaps,

international level. Regulations that further decrease .. tia| policy improvements and policy impachoreover,

bureaucracy associated with secure online and internation he huge concentrations of consumers active on social media

transactions would aIIow.compame.s to keep transgut and endless functionalities enabled by technology, guarantee

cosk low, and further drive potential of these buswme emergence of new types of business models and customer

models. company transations and interactions, which current policy
initiatives might not yet cover adequately
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