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ABSTRACT

The development of new technologies combined with constantly increasing access to the Internet, fa-
cilitates the usage of social media in the business, including firms’ operations in foreign markets. The
main aim of the article is to identify the relationship between the degree of internationalization and
social media usage within different forms of marketing communication in foreign markets. Data was
gathered from individual interviews conducted among 334 companies that operate on the Polish market
and which are active internationally in terms of marketing communication. Two key findings emerge
from the research. First, the strongest correlation between the form of internationalization and the use of
social media was obtained as far as advertising (as a form of marketing communication) is concerned.
Second, the number of foreign markets a company operates is correlated with the use of social media in
terms of all forms of marketing communication.
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1. INTRODUCTION

Small and medium enterprises are the backbone of national economies and simultaneously they are more
and more involved in the international expansion. Thus, we need to better understand their internation-
alization. The imperative to investigate their international expansion is related to the emergence of new
factors that have visible impact on operations of firms and often facilitate their internationalization. The
pool of these factors embraces the access and exploitation of new communication technologies, efficient
transportation solutions and the omnipresence of Internet (Acs & Preston, 1997; Knight, 2001; Lu &
Beamish, 2001). Internet and other computer-based information system (CBIS) technologies are ac-
celerators of firm internationalization (e.g. Ekeledo & Sivakumar, 2004; Petersen, Lawrence & Liesch,
2002) since they allow to easier acquire information on foreign markets (Mathews & Healy, 2007), reduce
costs arising from the spatial distance and diminish travel costs (Arenius, Sasi & Gabrielsson, 2006).
The significance of these factors for international expansion is high for each company, but the highest
for SMEs that usually are recognized as entities that suffer from the liability of smallness. But thanks to
the Internet and new communication solutions, size itself is not an issue for some SMEs (Wolff & Pett,
2000), and they are even born global companies or follow the path of accelerated internationalization
(Oviatt & McDougall, 1994; Autio, 2005; Zahra, 2005). Nowadays communication between individual
entities is being ‘done’ more and more via the Internet (Walther, 1996; Di Blasio & Milani, 2008; Okdie
& Guadagno, 2008). Companies also use new solutions in order to initiate and maintain contact with
other market participants (Valos, Habibi, Casidy, Driesener & Maplestone, 2016). New theoretical ap-
proaches, e.g. Marketing 3.0 and 4.0, social marketing or marketing 360, appear for which the stimulus
are new technological solutions (Finne & Gronroos, 2017; Kotler, Kartajaya & Setiawan, 2017). As
a result, new forms and channels of both individual and marketing communication (e.g. advertising
on social media) continue to be created. However, successful international growth is still a challenge
for many of SMEs and the use of new communication solutions could be a remedy against the lack of
knowledge on foreign markets and particular capabilities.

The way companies employ new technologies and new Internet instruments (e.g. social media) in
their activities in the international market depends on many factors (Smith & Zook, 2016). Sometimes
these factors stem from the accepted strategy of a given company and the necessity to adjust, as well as
cooperation between IT and marketing departments. In other situations, the nature of media and their
technological advancement are conditioned by the peculiarity of a foreign market or is about to enter
(e.g. Hsu, Tien, Lin & Chang, 2015).

The environment —i.e. the conditions prevailing in a particular foreign market — as a variable influenc-
ing the use of Internet and social media, is a well-researched field (e.g. Erkan & Evans, 2016; Davies,
Musango & Brent, 2016).

The studies on internationalization often focus on existing internationalization theories (e.g. Forsgren
& Hagstrom, 2007), motivations, foreign market selection, and entry modes (Loane & Bell, 2002; Loane,
McNaughton, & Bell, 2004) explain the speed of internationalization (e.g. Luo et al., 2005) and deter-
minants of the propensity to go abroad (Kotha, Rindova & Rothaermel, 2001). And there are relatively
few analyses on the level of internationalization of companies and the relation of this to the use of the
new media, especially social media, in marketing communication.

Internationalization understood as the international engagement of a company, is very often a depen-
dent variable analyzed in research, which is influenced by other factors, such as the size of a company
(e. g. Knight & Cavusgil, 2004; Jankowska, 2015), searching for new markets, strategic partnerships,

786



19 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/the-degree-of-internationalization-and-the-use-

of-social-media-in-marketing-communication/286118

Related Content

Chance Events in Graduate Career Success: A Chaos Theory of Careers Perspective

Belgin Okay-Somerville (2023). Handbook of Research on Sustainable Career Ecosystems for University
Students and Graduates (pp. 300-318).
www.irma-international.org/chapter/chance-events-in-graduate-career-success/324259

Cognitive Skills Development at Higher Educational Level in the Fourth Industrial Revolution: A
Case for Creativity

Ziska Fields (2019). Imagination, Creativity, and Responsible Management in the Fourth Industrial
Revolution (pp. 126-157).
www.irma-international.org/chapter/cognitive-skills-development-at-higher-educational-level-in-the-fourth-industrial-
revolution/234839

Digital Transformation: Is It Part of a Strategic Process or a New Strategic Practice?
Irene Ciccarinoand Carla Diniz dos Santos da Silva (2022). Cases on Digital Strategies and Management
Issues in Modern Organizations (pp. 1-22).

www.irma-international.org/chapter/digital-transformation/291723

Women Leadership in the Digital Era
(2021). International Journal of Responsible Leadership and Ethical Decision-Making (pp. 0-0).

www.irma-international.org/article//300803

A Leadership and Ethical Analysis of the Scholar-Practitioner

Abeni EI-Amin (2022). International Journal of Responsible Leadership and Ethical Decision-Making (pp. 1-
13).

www.irma-international.org/article/a-leadership-and-ethical-analysis-of-the-scholar-practitioner/313032



http://www.igi-global.com/chapter/the-degree-of-internationalization-and-the-use-of-social-media-in-marketing-communication/286118
http://www.igi-global.com/chapter/the-degree-of-internationalization-and-the-use-of-social-media-in-marketing-communication/286118
http://www.irma-international.org/chapter/chance-events-in-graduate-career-success/324259
http://www.irma-international.org/chapter/cognitive-skills-development-at-higher-educational-level-in-the-fourth-industrial-revolution/234839
http://www.irma-international.org/chapter/cognitive-skills-development-at-higher-educational-level-in-the-fourth-industrial-revolution/234839
http://www.irma-international.org/chapter/digital-transformation/291723
http://www.irma-international.org/article//300803
http://www.irma-international.org/article/a-leadership-and-ethical-analysis-of-the-scholar-practitioner/313032

