BO GIAO DUC VA BPAO TAO
TRUONG PAI HQC QUAN LY VA CONG NGHE HAI PHONG

3’

KHOA LUAN TOT NGHIEP

NGANH : NGON NGU ANH

Sinh vién : Tran Ngoc Quynh
Ma sinh vién : 2112751012

HAI PHONG - 2025




BO GIAO DUC VA BPAO TAO
TRUONG PAI HQOC QUAN LY VA CONG NGHE HAI PHONG

ROLE OF SOCIAL MEDIA MARKETING IN GLOBAL
BUSINESS EXPANSION

KHOA LUAN TOT NGHIEP PAI HQC HE CHINH QUY
NGANH: NGON NGU ANH

Sinh vién : Tran Ngoc Quynh
Giang vién huéng din : ThS. Bui Thi Mai Anh

HAI PHONG - 2025




BO GIAO DUC VA PAO TAO

TRUONG PAI HQOC QUAN LY VA CONG NGHE HAI PHONG

NHIEM VU PE TAI TOT NGHIEP

Sinh vién
Ma SV
Lop
Nganh

Tén deé tai

: Tran Ngoc Quynh
2112751012
: NA250IM

: Ngon ngir Anh

: Role of social media marketing in global business expansion



NHIEM VU PE TAI

1. N§i dung va cc yéu cdu cén gidi quyét trong nhiém vu dé tai tot nghiép

..................................................................................................

..................................................................................................
..................................................................................................

..................................................................................................

................................................................................................



GIANG VIEN HUONG DAN PE TAI TOT NGHIEP

Ho va tén : Th.S Bui Thi Mai Anh

Co quan cong tac  : Truong Dai hoc Quan 1y va Cong nghé Hai Phong

Noi dung hwéng din : Role of social media marketing in global business
expansion

Dé tai tot nghiép dugc giao ngay 17 thang 02 nim 2025

Yéu cau phai hoan thanh xong trudc ngay 10 thang 05 nam 2025

Pa nhan nhiém vu DPTTN b3 giao nhiém vu PTTN
Sinh vién Gidng vién hwéng dan
Tran Ngoc Quynh Bui Thi Mai Anh

Hai Phong, ngay 10 thang 05 nam 2025
XAC NHAN CUA KHOA



CONG HOA XA HQI CHU NGHIA VIET NAM
Doc 1ap - Tw do - Hanh phuc

PHIEU NHAN XET CUA GIANG VIEN HUONG DAN TOT NGHIEP
Ho va tén giang vién: Th.S Bui Thi Mai Anh
Pon vi cong tac: Truong Pai Hoc Quan ly va Cong nghé Hai Phong
Ho va tén sinh vién: Tran Ngoc Quynh
Chuyén nganh: Ngon Ngit Anh
No6i dung huéng dan: Role of social media marketing in global business expansion
1. Tinh than thai d ciia sinh vién trong qua trinh lam dé tai tét nghiép

2. Panh gia chit lwong ciia d6 an/khéa luin (so v6i ndi dung yéu ciu di dé ra trong
nhiém vu D.T. T.N trén cac mit 1y luéin, thuec tién, tinh toan s6 liéu...)

3. Y kién ciia giang vién hwéng din tot nghiép

Pugc bao vé Khong dugc bao vé Piém huéng dan

Hai Phong, ngay 10 thang 05 nam 2025
Giang vién huwéng din

(Ky va ghi ro ho tén)

Bui Thi Mai Anh



CONG HOA XA HQI CHU NGHIA VIET NAM
Doc 1ap - Tw do - Hanh phuc

PHIEU NHAN XET CUA GIANG VIEN CHAM PHAN BIEN

Ho va tén giang vién:

Pon vi cong tac: Truong Pai Hoc Quan ly va Cong nghé Hai Phong

Ho va tén sinh vién: Tran Ngoc Quynh

Chuyén nganh: Ngon Ngit Anh

No6i dung huéng dan: Role of social media marketing in global business expansion

1. Phan nhén xét cia giang vién cham phan bién

3. Y kién cua gidng vién cham phan bién

Puoc bao vé Khong dugce bao ve biém hudng dan

Hai Phong, ngay ...... thang 05 nam 2025
Giang vién chim phan bién

(Ky va ghi ro tén)



ACKNOWLEDGEMENT
I am deeply grateful to all who have supported me throughout the process of
completing this graduation thesis.
First and foremost, my sincere thanks go to Ms. Bui Thi Mai Anh, M.A., my
supervisor, for her invaluable guidance, encouragement, and insightful feedback.
Her expertise and dedication greatly contributed to the quality and success of my
research.
I would also like to thank the lecturers in the Department for their inspiring
teaching and the knowledge they have imparted over the past four years, which
laid a solid foundation for my academic growth and this paper.
My heartfelt thanks go to my friends for their continuous support and motivation
during the research process. Their encouragement, helpful suggestions, and
assistance made a significant difference.
I am also grateful to the Department for their support with the survey process.
Their cooperation in distributing and collecting questionnaires was essential to
my study.
Lastly, I owe my deepest gratitude to my parents for their unconditional love and
unwavering support. Their belief in me has been my greatest source of strength

and inspiration.

Hai Phong, May, 2025
Tran Ngoc Quynh



TABLE OF CONTENTS

ACKNOWLEDGEMENT .......oooiiiitiieeteeeeteeee ettt 1
PART 1: INTRODUCTION .....oociiiiiieiieieeteie ettt 1
1. RAIONALES ...ttt s 1
2. AIMS OF the STUAY ..eoviiiiiiciie et 2
3. SCOPE OF the STUAY ..vviieiieiieceeee e e e 3
4. Methods 0f the STUAY ....cc.vviieeiiieeeeee e e 3
5. Design Of the StUAY ....ccuviiiiiiicee e 4
PART II: DEVELOPMENT .....oooiiiiiiiieee e 5
CHAPTER 1: LITERATURE REVIEW ....cccoiiiiiiiiiiieeeeee e 5
1.1. Introduction and Overview of Social Media Marketing ..............cccceeuneeenee. 5
1.1.1. What is Social Media Marketing?...........ccceeeeiiieeciiiieecieeeeee e 5
1.1.2. Objectives of Social Media Marketing ...........ccccceevveeeviiieeiiieeeiee e, 6
1.1.3. CharacCteriSICS ......eeuveeueerieeniieniienite ettt ettt ettt sie e sttt e be e b e saeesaeeas 6
1.1.4. The Significance of Social Media Marketing ............ccccocveeveiieriiinieeennnnne. 7
1.2. Basic Elements in the Communication Process............ccceeeveervierciienieeeennne. 7
1.3. Popular Media Platforms............coocviieeiiiiiiiiie e 8
1301 LAVESIICAIMN ..ttt sttt ettt ettt e s 9
1.3.2. MODbIle PRONES......oouiiiiiiiiiiiiiieeeeeee e 9
1.3 3. T@IEVISION. .ttt ettt s st 10
L.3.4 FOTUIMS. ..ottt ettt sttt e e et e e et e e s beee e e aeeeeas 10
0 T T 1 10 4P PSUURSRRPRR 10
1.3 0. INCWSPAPETS. ...vveeeeeiiiiieeeeiiiieeeeeiiteeeesesttreeesessareeesesssaeeeeesnnnsreesssnnsseeessnnnnns 11
1.3.7.S0C1a1 MEAIA....ccuiiiiiiiiiieiieeeeee ettt 11
1.4. Digital Marketing TheoTY.......cc.veiveiiieiiieeeiee et 12
1.5. RESEAICH OVEIVIEW ....eeiiiiiiiiiiiiiieeiie ettt 13

i



1.5.1. Studies on the Role of Social Media in Marketing .............ccceeeevvveeennnnnn. 13

1.5.2. Research Gaps in Social Media Marketing..........c.ccccveevveerieenveencveeennnnnn 14
1.6. The Importance of Social Media Marketing and Communication for

BUSINESS ...ttt ettt ettt sttt ns 14
CHAPTER 2: ROLE OF SOCIAL MEDIA MARKETING IN GLOBAL

BUSINESS EXPANSION ....oooiiiiieiieieecteete ettt et saeeve e enes 19
2.1. Reaching International CUStOMETS .........covveeriieriiieiiiieieenieeeiee e 19
2.1.1. Breaking Geographical Barriers..........ccoceevviiiiiiiiniieniieniieeeeee e 19
2.1.2. Precise Advertising Targeting ..........cccuvieeeiiieeiieeeeiiee e 19
2.1.3. Leveraging Global Trends (Trending & Viral Marketing) ....................... 20
2.2. Building Brand AWareness..........ccccuveeieieieeiiieeeciieeeeieeeesreeeeeireeesvveeeseneeens 20
2.2.1. Increase Brand AWAareness .........coceecueevueeneenienieniieeieeneeseeeie e 21
2.2.2. Influencer & KOL Marketing ...........ccceeeviiieeiiiieniie e 21
2.3. Improving Engagement and Connectivity ..........ccceeeceeerveenieeniieeneeenieeene 22
2.3.1. Enhancing Customer Engagement ............c.ccccccveieioiieiniiie e 22
2.3.2. Direct Customer Interaction Through Effective Methods ........................ 22
2.3.2. 1. LIVESTICAM ..ttt ettt ettt st et 22
2.3.2.2. L1ve Q&LA SESSIONS .....ccecuvviieeieiiiieeeeeeieeeeeeeeitreeeeeeeiereeeeeeitreeeeeeeeaaaeeeeens 23
2.3.2.3. Surveys and PollS ..........ooooiiiiiiiiceee e 23
2.3.3. Building a Community Around the Brand.............cccoocvvviiiniiiiiiininnee. 23
2.3.3. 1. INtrOAUCTION ...ttt et 23
2.3.3.2. The Importance of Brand Communiti€s..........cccccvveercrreeerrieeerreeesnneenns 24
2.4. Brand Community Building Strategies on Social Media..............cceeennneeen. 24
2.4.1. Create Engaging and Valuable Content .............cccccovveeviieeiiiieeeiieeeenene 24
2.4.2. Build Online Groups and FOrums ...........cccceeveiiiinciieeriee e 25
2.4.3. Encourage Customer PartiCipation...........cccceeeeveeercieeeninieeecieeeeveeeeeneens 25
2.4.4. Collaborate with Influencers and KOLS ........cccccooviieniiiniiiniiiiiceieeee, 25
2.4.5. Maintain and Nurture the COmMmUNItY ..........ccccveeevcieeeriiieeciieeeiee e 25

il



2.4.6. Case Study — Successful Brand Communities ..........cccccveeevvieeecieeeennennns 25

2.5. Cost Savings 1N AdVEITISING ......c.eeevireriieriieeiieeie e e ereeeveeeeeeeeaeeeenes 26
2.5.1. Cost-Effective Advertising with a Low Budget..........ccccoevvviiieiiinnenen. 27
2.5.2. Leverage User-Generated Content (UGC).......cccceecvvevvieniieecieeerieeieeee 27
2.6. Easy Tracking and Performance Analysis ........cccceeeveeriiencieencieeenieeieeene 28
2.7. Adaptability to Market Trends ..........ccocveviieiiiieiieeiececeee e 28
2.7.1. Customer Behavior ANalysiS.......ccccceevevieiiieeiieiiiienieeeiee et 29
2.7.2. Quick Market Adaptation...........ccceeeevieeriieeiiieeiie et 29
2.8. Building Trust and Credibility ..........cccccoeiriiiieiiiiieeiie e 30
2.9. Competitive AdVaANtaZe.......cccecuvieeriiiieieiieeeiieeeteeeeteeeeeraeeesaeeessaeeeeeneeens 31
CHAPTER 3: SOCIAL MEDIA MARKETING STRATEGY IN GLOBAL
BUSINESS EXPANSION ....ooiiiiiiiiiiteteteee ettt s 33
3.1 Developing Content Strategy ........cceeeevviieeiiieeeiiie e eereeeeiree e 33
3.1.1. What is a Content Strat€@y? .........cceevuiieeiiiieeiiee e 33
3.1.2. Identifying the Target AUdIENCEe ........cccvveeviiieiiiieiieeie e 34
3.1.3. Common Types 0f CONENL ......ccuveieeiiieeiiiieciee e 36
3.1.3.1. Educational Content ...........cccceeveeriiriieiiieenienienieeieeieeieesee e 36
3.1.3.2. Entertaining Content.........c..ceeeueieeriiieeeiiieeeciee e eree e e eveee e 36
3.1.3.3. Inspirational Content............ccccueeeriiiieiiiiieeiie e e 37
3.1.4. Content Distribution Channels..........c..ccocceevienienienieiiienienienieeeeeee 37
3.1.5. Optimizing Content for Maximum Effectiveness..........cccceeceeevveeniiennenns 39
3.1.5.2. Applying SEO to CONLENL ......cceeeveuiieriiieiiieieeeiee ettt 39
3.1.5.3. Mixing Multiple Content FOrmats ............ccccceeveieeeiieenieeniienieecieeeeenns 40
3.1.6. Measuring and Optimizing Content Performance..............ccceeevverviennnnnn 40
3.1.7. Examples of Content StrateZy ........cccueerveerieenieeniiieeiieeiieenieeseeesveesveens 41
3.1.7.1. Coca-Cola — “Share @ CoKe” .........ceeviiriiiiiiiiniieeieeeeee e 41
3.1.7.2. Red Bull — Experiential Content ..........c.cccecoveeereriieeniiieeeieeeeiee e 41
3.1.7.3. Spotify — WIapped.......ccoooiieeeiie ettt 42



3.2 Utilizing Influencer Marketing............ccvveevviiieciieeeiie e 42

3.2.1. The Importance of Influencer Marketing............ccceeevvveviieniiinieeniieeneens 43
3.2.2. Daniel Wellington — A SUCCESS StOTY ......cccveeviieriiieeiieeiieerieesveeevee e 43
3.2.3. How to Effectively Apply Influencer Marketing...........ccccccevvevveenviennnennn 44
3.2.4. Future Trends in Influencer Marketing ...........cccoeeveeeiieevieesiienieeeieeenenns 45
CHAPTER 4: CHALLENGES AND SOME SUGGESTED SOLUTIONS......47
4.1 . Cultural and Language Differences..........ccceeeveerieeriieniieeiie e 47
4.2. Fierce Competition & Changing Algorithms..........ccceeeevieevieniiieniienieeen. 48
4.3. Crisis Management in Media/Communications...........ccceeeevveeerveeeerveeeennnen. 49
4.4. Digital Transformation & Technology Adoption ..........cccccveeveiieeenieeennnen. 50
4.5. Changing Consumer Behavior .........c.ccoooviiiviiiiieiiieceee e 52
4.6. Talent Management & Employee Retention...........ccocccvvveeciiiieciieeenieeeennen, 53
4.7. Financial Management & Cash Flow Control ............ccccoeeeiiiiiiiiinniieeeen. 55
PART 3: CONCLUSION ..ottt ettt 58
1. ReCAPItULAtION. ...ccciiiieiiieeciee ettt e e e eae e e naeeens 58
2. Limitation of the StUAY ......ccccveiiiiiiiiiiee e 59
3. Suggestions for future StUAY .........ccoviiiiiiiiieeieeeee e 59
REFERENCES ... .ottt st 62



PART 1: INTRODUCTION
1. Rationales
Communication is the process of transmitting information, opinions, and news
between two or more individuals to foster interaction, connection, and mutual
understanding. It takes place through various channels, including mass media,
social media, and online platforms. In the context of modern business,
communication plays a vital role in building brand image, promoting products and
services, and establishing trust and credibility with customers and partners.
In the digital age, Social Media Marketing (SMM) has emerged as an
indispensable tool for businesses aiming to expand their reach into international
markets. According to DataReportal (2024), there are approximately 4.95 billion
social media users worldwide, accounting for nearly 62% of the global population.
This widespread adoption of social platforms presents a tremendous opportunity
for businesses to connect with customers across borders without the constraints
of geographical limitations.
According to Mihajlovic (2019), social media marketing has become a crucial
strategic tool in facilitating global business expansion. The author argues that
social networks serve not only as communication channels but also as catalysts
for the “shrinking world phenomenon”—a term used to describe how digital
technologies reduce geographical and cultural barriers. Platforms such as
Facebook, Instagram, LinkedIn, and TikTok enable businesses to reach millions
of potential customers worldwide, offering a significant advantage especially for
small and medium-sized enterprises (SMEs). These platforms lower traditional
marketing costs while allowing for flexible and creative approaches to global
brand-building.
Moreover, through targeted advertising, user data analytics, and direct
engagement with international audiences, businesses can tailor their marketing
messages to suit the cultural preferences of specific regions. This personalized,

data-driven strategy not only improves customer relationships but also



strengthens a company’s competitive positioning in an increasingly globalized
and digital economy.

Based on this reality, the topic “The Role of Social Media Marketing in Global
Business Expansion” has been chosen to explore and analyze how SMM
supports businesses in expanding internationally. Specifically, this study aims to
investigate how social media tools and strategies help businesses overcome
geographical barriers, connect with international consumers, and build global
brand recognition. In addition, it will also examine the evolving behavior of global
consumers and the challenges and opportunities that arise when businesses use
social media to expand their presence worldwide.

2. Aims of the study

This study aims to investigate the strategic use of social media marketing in global
business expansion, focusing on its roles, challenges, tools, and effectiveness in
reaching international markets.

e Explore the role of social media marketing in the global expansion strategy of
businesses: The study will examine how companies use social media as a strategic
tool to enter international markets, build brand awareness, and establish
relationships with global customers.

e Analyze the benefits and challenges of social media marketing in global
business expansion: The study will analyze factors such as cost, the ability to
reach new customers, and the suitability of social media marketing strategies in
different cultures and markets.

e Evaluate popular social media marketing tools and strategies: The study will
assess social media platforms (such as Facebook, Instagram, LinkedIn, TikTok,
etc.) and marketing strategies (including paid advertising, influencer marketing,
content marketing, etc.) used by global businesses to achieve market expansion
goals.

e Explore the impact of social media marketing on brand recognition and

engagement with international customers: The aim is to understand the effect of



social media marketing in building and maintaining a global brand as well as
enhancing long-term relationships with international customers.

e Provide suggestions and effective marketing strategies for businesses
expanding into international markets: The study will propose methods and
strategies that businesses can adopt to maximize the benefits of social media
marketing in the context of globalization.

Through this research, the study will help businesses better understand the
methods and benefits of applying social media marketing to expand into
international markets, while also identifying the key factors to consider when
implementing marketing strategies on global social media platforms.

3. Scope of the study

The scope of this research topic, “The Role of Social Media Marketing in Global
Business Expansion”, focuses on exploring the impact and influence of popular
social media platforms such as Facebook, Instagram, Twitter/X, LinkedIn, and
TikTok on the marketing strategies of businesses. These platforms play a crucial
role in brand building, customer engagement, and driving revenue, especially in
the context of the ongoing digital transformation. The study will include
businesses of various sizes, ranging from small to large, operating on a global
scale with the goal of expanding into international markets and strengthening their
global presence through effective marketing strategies. These businesses will
utilize advertising tools, influencer marketing, creative content, and interactive
campaigns to attract customers and enhance brand value. Additionally, the
research will assess social media marketing trends from 2015 to the present,
particularly with the rise of new platforms like TikTok, which offer new
opportunities for businesses to engage with diverse, global audiences.

4. Methods of the study

To achieve the main objectives of this study on the Role of Social Media
Marketing in Global Business Expansion, the researcher consulted a number of
ideas and perspectives from supervisors and experts who are well-versed in the

subject of social media marketing and international business expansion. All
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theories and concepts related to social media marketing, global market penetration,
and business strategies were carefully selected and gathered through reference
books, academic articles, and reliable documents from online sources.

In addition to the theoretical research, a survey was conducted among marketing
professionals, business owners, and managers who are involved in using social
media platforms for expanding their businesses globally. The survey aimed to
gather data on their attitudes, assessments of the challenges, and difficulties they
face when utilizing social media marketing for international market expansion. The
survey questionnaire, designed as the study's key data collection tool, was used to
collect and analyze data on various aspects of social media marketing strategies.
Furthermore, the researcher conducted interviews with two experienced business
leaders and social media marketing experts to understand their recognition of
social media’s role in global business growth, their attitudes towards using social
media platforms for international expansion, and the challenges they encounter
when applying these strategies across different global markets. These interviews
provided in-depth insights into the practical challenges and success factors of
using social media as a tool for global business expansion.

This combination of surveys, interviews, and a thorough theoretical foundation
helped the researcher gain a comprehensive understanding of the role of social
media marketing in the context of global business expansion, as well as the
various opportunities and obstacles businesses face in leveraging social media
platforms for international growth.

5. Design of the study

The study consists of three main points: Introduction, Development, and
Conclusion.

» Part I: Introduction shows reasons to choose the study, the aims, scope,
methods, and design of the study.

» Part II: Development

» Part III: Conclusion summarizes the discussed parts in the paper and some

suggestions for further study.



PART II: DEVELOPMENT

CHAPTER 1: LITERATURE REVIEW
1.1. Introduction and Overview of Social Media Marketing
1.1.1. What is Social Media Marketing?
Definition:
e Marketing — is the management process responsible for predicting and
identifying customer needs, and businesses then create marketing strategies to
meet those needs.
e Social Media (SM) — is a form of communication built and developed based on
web platforms and uses internet tools to convey information.
e Social Media Marketing (SMM) is an online marketing strategy that uses social
media platforms as a marketing tool.
Social media marketing involves creating content that users share within their
social networks, helping to increase brand awareness and extend customer reach
for the organization.
Social Media Marketing (SMM) is the process of using social platforms to build
a brand, promote products or services, and enhance the connection between
businesses and customers. Platforms like Facebook, Instagram, Twitter,
YouTube, and TikTok play a central role in this marketing strategy. SMM is not
just about posting images or articles; it requires sophisticated content strategies,
data analysis capabilities, and creativity in delivering brand messages.
A noteworthy example of the development of SMM is the success of Facebook
and Instagram. As of 2024, Facebook has about 2.9 billion monthly active users,
while Instagram has over 2 billion users. Businesses, from small to large, are
leveraging these platforms to reach new customers, build brand awareness, and
increase sales.
Over time, SMM has evolved from a supplementary strategy to a central element
in comprehensive marketing plans for businesses. Connecting with customers
through paid ads and organic content is how brands build long-term, genuine

relationships with consumers.



1.1.2. Objectives of Social Media Marketing

The primary objective of social media marketing is to create a strong connection
between businesses and customers, thereby increasing brand awareness, building
customer loyalty, and driving purchasing behavior. These objectives can be
broken down into specific areas:

e Building and Increasing Brand Awareness: Social media helps businesses
convey their brand message to a large number of potential customers.
Strengthening brand awareness is crucial for ensuring customers remember your
brand and choose your products/services when needed.

e Creating Valuable Content and Sharing Experiences: The goal of SMM
campaigns is to generate content that not only promotes but also provides value
to consumers. Campaigns like Coca-Cola’s “Share a Coke” or Always’
“#LikeAGirl” are prime examples of effective content strategy development.

¢ Increasing Conversion Rates and Sales: Businesses use social media not only
to build customer relationships but also to boost sales through promotions, special
discounts, and targeted advertising campaigns. For example, a HubSpot study
shows that 64% of consumers made purchases after seeing posts from brands they
follow on social media platforms. These strategies help businesses not only grow
their follower count but also encourage them to take action, from clicking ads to
completing a purchase.

1.1.3. Characteristics

e Social media marketing, or SMM, is a form of internet marketing that involves
creating and sharing content on social media networks to achieve marketing goals
and build your brand.

e SMM includes activities like posting textual updates, images, videos, and other
content that fosters public engagement, as well as paid advertisements on social
networks.

e Great social media marketing can bring significant success to your business,
creating dedicated brand advocates and even driving potential customers and

sales.



Given the characteristics of social media marketing, the author will differentiate
it from digital marketing, as many people still confuse the two forms. There is a
distinction between “digital marketing” and “social media marketing.”
Digital marketing is a broader term that encompasses both online and offline
marketing tactics to promote products and services and increase profits. Digital
marketing includes various internet marketing strategies and channels such as
SEO, social media marketing, pay-per-click advertising, e-commerce
optimization, email marketing, and Amazon ads.

On the other hand, social media marketing is one of the many components of
digital marketing. It utilizes various social media platforms, such as Snapchat,
TikTok, and YouTube, to showcase brands, attract attention, and engage with
potential and existing customers. Social media marketing involves collaborating
with industry influencers, posting unique content, and applying different
marketing trends to persuade people to take action.

Compared to other forms of digital marketing, social media marketing offers
quicker campaign results. However, social media marketing alone is not enough.
As digital marketing professionals, we strongly recommend exploring other
internet marketing tactics alongside your social media campaign for long-term
and sustainable success.

1.1.4. The Significance of Social Media Marketing

e [t increases the reach of your message to networks and users that the social
media manager may not be able to access otherwise.

e The content shared carries implicit approval when sent by a person whom the
recipient knows and trusts.

1.2. Basic Elements in the Communication Process

The communication process consists of nine basic elements:



Sender The party that sends the message to the other party (this
term is also referred to as the communication source).

Receiver The party that receives the information sent by the
sender.

Encoding  The process of converting ideas into symbols.

Decoding The process in which the receiver interprets the
symbols sent by the sender.

Noise Elements that cause distortion in the transmission of
information, leading the receiver to receive a message
that is different from its original meaning.

Message  Aset of symbols that the sender transmits.

Media Includes communication channels to transmit the
message from the sender to the receiver.

Response The reactions of the receiver upon receiving the
message.

Feedback The responses of the receiver after receiving the

message.

1.3. Popular Media Platforms



Livestream

Mobile Phones

Television
Forums

Blogs

Popular Media Platforms

Newpapers

Social Media

1.3.1. Livestream

The livestream media (live broadcast) is becoming increasingly popular. It is an
excellent way to interact with customers, including social media platforms like
TikTok, YouTube, Facebook, Instagram, etc.

With a specific development strategy, organizations and businesses can regularly
engage and attract customers to subscribe to their media channels. This helps
customers stay updated with the latest information and address current needs. At
the same time, it helps businesses build better relationships with customers.
1.3.2. Mobile Phones

Mobile phones have become an essential tool for communication and media
consumption. Through mobile applications such as Facebook, Instagram, Twitter,
and TikTok, users can stay updated with trends, news, and social happenings. For
businesses, mobile phones offer an opportunity to reach a wide and diverse
audience, especially through mobile-optimized advertisements and app-based

promotions. The accessibility and convenience of mobile devices allow
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businesses to interact with customers on a more personal level, fostering deeper
connections.

1.3.3.Television

Television is a powerful media with visual and dynamic characteristics that attract
customers' attention and increase brand awareness. With 90% of the population
in Vietnam watching television, it has a significant impact on a wide audience and
boosts conversion rates. However, television advertising is more expensive than
other forms of media and can sometimes be seen as intrusive to viewers. To
optimize advertising costs, businesses need to target the right audience and choose
the correct time slots to display ads to the intended audience. Furthermore,
businesses should create compelling and unique ad content to attract customer
attention and avoid causing annoyance.

1.3.4.Forums

Forums are one of the popular communication tools for sharing news,
information, and interacting with potential customers. Forums provide businesses
with a platform to ask and answer questions related to their industry. By engaging
in these forums, businesses can proactively address customer issues rather than
waiting passively. With this medium, a business's presence becomes more
prominent, helping to build trust and increase the likelihood of attracting potential
customers to visit the company's website. However, to maximize the benefits from
forums, businesses need to ensure their team has the knowledge and experience
to address customer issues carefully. Remember, any subjective comments or
opinions that are not well-considered can harm the business's reputation and
negatively affect its image.

1.3.5.Blogs

A blog is an important media tool that businesses should consider using. With a
blog, businesses can create a large and engaged readership community, allowing
readers to connect, comment, share, or send quick messages. Additionally, blogs
are a great way for businesses to engage with potential customers quickly. By

providing high-quality and useful articles, businesses can attract customer
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attention and increase the chances of converting leads into actual customers.
Another strength of blogs is content management. Businesses have full control
over creating and managing content on their own blog, without relying on third
parties. Furthermore, customers can easily access and read the latest articles on
the business's blog.

1.3.6.Newspapers

Although it has been around for a long time, newspapers are still a popular media
with high effectiveness and lower advertising costs compared to other mediums.
The reach of newspapers to the public is vast, making them an attractive
advertising medium for many businesses with high credibility. However, the
number of advertisements in newspapers today is often quite high, which may
cause readers to overlook important content within articles. Therefore, to use
newspapers effectively, businesses need to ensure that the advertisement and
content are balanced. The article should be designed to be engaging and meet the
needs of readers, while advertisements should be placed appropriately and not
excessively, so as not to diminish the value of the article.

1.3.7.Social Media

Social media is an essential tool that allows users to share information, interests,
etc., through communities. With the large number of social media users today,
businesses can use social media to increase brand awareness, reach, and attract
customers. Businesses can distribute ads to targeted customer groups on social
media platforms to optimize costs and gain a competitive edge in the market.
Through social media, businesses can also provide information to users, gather
data, learn about the market and customer trends, and build communities. Using
social media allows businesses to interact directly with customers, build trust, and
foster positive relationships. Additionally, it can be used to promote
products/services and special offers, drawing attention. Social media also helps
track and measure the results of campaigns, allowing businesses to improve and

optimize their campaigns for effectiveness.
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Each social media platform has its own unique characteristics and operating
methods, creating diverse marketing opportunities for brands.

e Facebook: Facebook provides a powerful environment for businesses to reach
potential customers through posts, videos, and targeted ads. Its advanced
advertising tools allow precise audience targeting based on age, interests, and
online behavior.

e Instagram: Focused on visual content (images & videos), Instagram is ideal
for fashion, beauty, and travel brands. Features like Stories, Reels, and Shoppable
Posts make it perfect for brand storytelling and engagement.

e YouTube: The world’s largest video platform, with over 2 billion monthly
users, is used for ads, product demos, tutorials, and brand storytelling, helping
businesses connect deeply with consumers.

e TikTok: Known for short, viral videos, TikTok thrives on creativity,
entertainment, and rapid community engagement, making it ideal for trend-driven
campaigns.

e LinkedIn: The top B2ZB  platform, Linkedln  helps  businesses
build professional  relationships and  execute industry-specific =~ marketing
strategies, especially in finance, tech, and education.

1.4. Digital Marketing Theory

o AIDA (Attention, Interest, Desire, Action): is a classic theory in marketing
that is widely applied in social media strategies. This model outlines four key
stages that a potential customer goes through before making a purchase decision.
In the first stage — Attention, businesses must create eye-catching and compelling
content to stand out and grab users’ attention amid the vast amount of information
on social media. This could include striking visuals, short creative videos, or bold
headlines. The next stage, Interest, focuses on maintaining the audience’s
attention by providing relevant and valuable content that addresses their needs or
concerns. Moving on to Desire, the goal is to stimulate the audience’s emotional
connection and create a strong want for the product or service. This can be
achieved through highlighting key benefits, showcasing positive customer
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testimonials, or creating urgency through limited-time offers. Finally, in the
Action stage, businesses encourage the audience to take specific actions such as
making a purchase, signing up, or contacting the brand. By developing
appropriate content strategies for each stage of the AIDA model, businesses can
effectively guide customers from awareness to conversion and build long-term
engagement.

o STP (Segmentation, Targeting, Positioning): is an effective approach that
enables businesses to classify the market, identify target customers, and position
their products to meet the specific needs and desires of those customers. In the era
of advanced social media, platforms like Facebook, Instagram, and TikTok offer
an abundance of user behavior data, allowing companies to perform highly
accurate segmentation and targeting. The first step, Segmentation, involves
dividing the market into smaller groups based on demographic, behavioral,
psychographic, or geographic criteria. Next is Targeting, where the business
selects one or more of the most promising segments to focus its marketing efforts.
Finally, in the Positioning stage, the company crafts a distinctive brand image
and message that resonates with the target segment—often achieved through
personalized content, tailored advertising, and consistent brand communication.
By applying the STP model on social media platforms, businesses can deliver the
right message to the right audience at the right time, increasing marketing
efficiency and customer engagement.

1.5. Research overview

1.5.1. Studies on the Role of Social Media in Marketing

In recent years, numerous studies have emphasized the crucial role of social media
in business marketing strategies. Platforms such as Facebook, Instagram,
Twitter/X, LinkedIn, and TikTok have become essential tools for brand
development, increasing brand visibility, and fostering customer engagement.
Kaplan and Haenlein (2010) highlighted how businesses can effectively leverage
social networks for communication and customer acquisition. Additionally,

research by Mangold and Faulds (2009) demonstrated that social media marketing
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campaigns significantly enhance customer loyalty and drive sales. Recent studies,
such as Ashley and Tuten’s (2015) work, further confirm that social media plays
a vital role in community building, where interactions between consumers and
brands on these platforms result in strong and lasting connections.

1.5.2. Research Gaps in Social Media Marketing

Despite the substantial body of research on the role of social media in marketing,
there remain significant gaps that require further investigation. One notable gap
is the lack of in-depth studies examining the application of social media marketing
in the context of global business expansion. Existing research predominantly
focuses on marketing strategies within national or regional boundaries, with
limited attention given to how businesses use social media to penetrate
international markets, especially considering cultural, linguistic, and behavioral
differences across regions. Furthermore, many studies concentrate on one or a few
social media platforms, overlooking the rapid rise of new platforms, such as
TikTok, which necessitates more contemporary research to account for the
evolving landscape of digital marketing. Finally, there is a need for more research
on the effectiveness of social media marketing strategies across different
industries and for businesses of various sizes and stages of development, as the
impact of social media may vary significantly based on these factors.

1.6. The Importance of Social Media Marketing and Communication for
Business

Social media marketing has become an essential component of modern business
strategy. With billions of users actively engaging on platforms such as Facebook,
Instagram, LinkedIn, and TikTok, businesses are increasingly investing in social
media to expand their reach and enhance brand awareness. Engaging with
followers not only fosters stronger customer relationships but also provides
valuable insights into consumer preferences and behaviors. Moreover, social
media enables targeted advertising, allowing businesses to efficiently reach

specific demographic groups and improve conversion rates. In today's digital
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landscape, social media marketing serves as a powerful tool for organizations to
establish a compelling online presence and drive business growth.

The rapid pace of digital transformation, accelerated by the events of 2020, has
significantly reshaped how businesses and consumers perceive and utilize social
media. A survey conducted by The Harris Poll on behalf of Sprout Social, which
included over 1,000 U.S. consumers and 250 business executives, revealed that
91% of executives anticipate an increase in their company's social media
marketing budget over the next three years, with 55% expecting growth of more
than 50% . Additionally, 85% of executives consider social data to be a primary
source of business intelligence moving forward . These findings underscore the
critical role of social media in shaping business strategies and highlight the
necessity for companies to invest in robust social media initiatives to remain
competitive in an increasingly digital marketplace (Sprout Social, 2023).

In today’s digital landscape, social media has become a key platform for brand
discovery. According to a report by Sprout Social and The Harris Poll (2023),
55% of consumers learn about new brands through social media platforms. This
rate is approaching the levels once dominated by traditional advertising channels
such as television and radio. Unlike conventional media, which can be skipped or
avoided through streaming services, social media content—whether organic or
paid—appears seamlessly within users’ feeds, often resembling posts from
friends, family, or influencers. This integration makes brand exposure more
natural and less intrusive.

The diminishing value of television and radio advertising further highlights the
strategic importance of reallocating marketing budgets toward social media.
Particularly among Generation Z and Millennials—demographics known for their
digital fluency and growing purchasing power—social media serves as a primary
tool for exploring and engaging with brands. As of 2025, the number of social
media users in the U.S. is expected to exceed 243 million, emphasizing the vast
potential for businesses to reach new audiences through these platforms.

Companies that fail to embrace these growing networks risk being overshadowed
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by competitors who are more adept at leveraging digital engagement (Sprout
Social & The Harris Poll, 2023).

68% agree that social media allows them to interact with brands and
companies

Unlike traditional marketing, which often functions as a one-way communication
channel with brands delivering monologues to consumers, social media enables
two-way interaction that fosters dialogue and active engagement. At least two out
of five consumers report engaging with a brand by “liking” posts or following the
brand on social media. Social media has evolved into a feedback loop where
consumers can leave reviews, report issues, or directly message businesses,
providing real-time insights into customer sentiment.

This interactive nature of social media presents significant opportunities for
enhancing customer engagement—a key objective for many marketers. Brands
that consistently engage with their audiences through personalized and responsive
communication are better equipped to understand customer needs, humanize their
content, and build deeper, more loyal relationships. Tools such as Sprout Social’s
Smart Inbox, which aggregates direct messages, comments, and brand mentions
into a centralized hub, allow businesses to maintain meaningful conversations and
avoid missing important interactions.

The COVID-19 pandemic further accelerated the shift toward digital engagement.
When physical interactions were limited, consumers turned to online channels—
particularly social media—to explore and learn about products or services. During
this period, the use of social media for product discovery increased by 43%, and
more than one-third of consumers reported following and engaging with brands
more than they did a year prior—a trend that is expected to continue in the coming
years.

Social Media Marketing Usage Has Increased and Changed Over Time
As more people embrace the customer journey as a social-first experience,
businesses need to prepare future-focused strategies to position their products and

services at the center. Social commerce, another business venture that is eagerly

16



investing in, does just that, while helping consumers seamlessly shift from the
discovery mode to purchase mode in one place.

78% of consumers are willing to make a purchase after a positive experience
The value of a positive customer experience on social media cannot be overstated.
Whether through responsive customer service, personalized interactions, relevant
and timely content, or the brand’s demonstration of empathy, these positive
engagements generate significant business benefits. Consumers who have
favorable experiences with a brand on social platforms are more likely to make
purchases, choose the brand over competitors, recommend it to others, and remain
loyal over time. Delivering consistently positive experiences requires an
understanding of customer expectations and a proactive approach to digital
engagement. While tools like inbox management systems are essential to ensure
timely responses, they must be part of a broader, well-integrated online marketing
strategy. A comprehensive social media strategy—tailored to platforms such as
Instagram, Facebook, and others—enables brands to deliver value-driven service,
enhance customer satisfaction, and build long-term relationships (Sprout Social
& The Harris Poll, 2023).

Brands that invest in such strategies are better positioned to not only meet but
exceed customer expectations, creating a competitive advantage in the digital
marketplace. As social media continues to shape how customers interact with
businesses, the quality of these experiences will increasingly influence purchasing
decisions and brand loyalty (Evans et al., 2017).

80% of Businesses Believe Investing in Social Media Marketing is Critical
Social media has the power to make large brands feel more accessible while
giving small businesses the reach to attract both local and broader audiences.
However, without the right tools, resources, and creative content strategies,
businesses may struggle to maintain an effective presence and risk falling behind.
Today, 80% of executives view social media as essential to business growth, and

62% of consumers believe a strong social presence is key to long-term success. As
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a result, marketing budgets are shifting significantly—over half of surveyed
executives expect their social media budgets to increase by more than 50% in 2024.
Although returns may not be immediate, consistent investment in strategy, data-
driven planning, and the right tools can lead to sustainable, long-term results.
Businesses that act now are more likely to gain a competitive advantage over those
slower to recognize the strategic value of social media (Glucksman, 2017).

72% of Companies Use Social Media Data to Inform Business Decisions
Social media has evolved beyond a communication platform to become a critical
source of business intelligence. According to Sprout Social’s Social Index,
Version XVII: Elevate, 72% of surveyed executives state that social media data is
now their most utilized source for informing business decisions—surpassing even
traditional market research. Moreover, 85% believe that in the future, social data
will be the primary driver of business insights.

Historically underutilized, social media data is now being recognized for its
strategic value. In fact, 90% of marketers agree that leveraging social data helps
them maintain a competitive edge. Although the social media environment can
appear saturated and noisy, advanced analytics and listening tools allow
businesses to extract meaningful insights. These tools help identify trends,
consumer sentiment, and emerging opportunities, enabling smarter and more

adaptive marketing strategies (Freberg et al., 2011).
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CHAPTER 2: ROLE OF SOCIAL MEDIA MARKETING
IN GLOBAL BUSINESS EXPANSION

2.1. Reaching International Customers
Social media marketing opens up tremendous opportunities for businesses to
reach customers across different countries. Platforms like Facebook, Instagram,
TikTok, LinkedIn, and YouTube have massive and widely distributed global user
bases. This allows businesses—tregardless of origin—to build a strong brand
presence in untapped markets.
Importantly, these platforms offer powerful advertising and targeting tools.
Businesses can target specific customer segments based on age, gender, interests,
geographic location, shopping behavior, and even product usage context. This
enables companies to reduce reliance on expensive traditional advertising
channels such as TV or print media.
2.1.1. Breaking Geographical Barriers
Social media platforms have revolutionized the way businesses connect with
global audiences. Major platforms such as Facebook, with 3 billion active users,
Instagram (2.4 billion), TikTok (1.7 billion), and LinkedIn (1 billion) break down
traditional geographical barriers, offering businesses unprecedented access to
international markets. This global connectivity allows companies to reach
potential customers without the need for physical stores or branches in foreign
countries. For example, a Vietnamese fashion brand could leverage Instagram
Shopping or TikTok Shop to sell directly to U.S. and European consumers,
capitalizing on the platforms' e-commerce features. This not only saves costs on
international logistics but also helps businesses expand their customer base with
minimal barriers to entry (Madhavaram & Hunt, 2021).
2.1.2. Precise Advertising Targeting
Social media advertising tools have become essential for businesses looking to
expand their reach and improve their marketing efforts. Platforms like Meta Ads
(Facebook and Instagram), Google Ads, and TikTok Ads offer highly

sophisticated targeting options that allow businesses to fine-tune their campaigns
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for specific audiences. These tools enable brands to segment users based on key
demographics such as age, gender, location, and purchasing behaviors.
Additionally, businesses can optimize their advertising budgets by choosing
between different pricing models such as CPC (Cost-Per-Click) and CPM (Cost-
Per-Thousand-Impressions). Through A/B testing, companies can identify the
most effective ad formats, content, and targeting strategies, further enhancing
campaign performance. For instance, a travel agency might run targeted ads for
individuals aged 25-35 who are interested in backpacking across Southeast Asia,
allowing the company to reach the right potential customers efficiently and
effectively (Chaffey, 2022).

2.1.3. Leveraging Global Trends (Trending & Viral Marketing)

Social media platforms are not only excellent for targeted advertising but also for
capitalizing on global trends and viral marketing. Hashtags like
#TikTokMadeMeBuylt and #AmazonFinds have shown how trends can turn
ordinary products into viral sensations. Businesses can leverage these trends to
achieve rapid exposure and significant sales. For example, a "Vietnamese
windbreaker jacket" could gain global popularity and become a best-seller on
platforms like Amazon after going viral on TikTok, as users share their
experiences with the product. Such viral phenomena demonstrate the power of
social media in driving brand awareness and sales. By tapping into trending
content, businesses can ride the wave of global trends to enhance visibility and
consumer engagement on an international scale (Ashley & Tuten, 2015).

2.2. Building Brand Awareness

Social media advertising and content play a crucial role in helping businesses
build brand image and recognition on a global scale. Online ad campaigns, posts,
viral videos, and influencer marketing can capture attention and foster emotional
connections with audiences around the world.

Moreover, brands can easily tailor their messages to suit different cultures,

languages, and local markets. For example, when entering a new region,

20



businesses can incorporate local stories or collaborate with well-known local
figures to build trust and establish deeper relationships with potential customers.
2.2.1. Increase Brand Awareness

Social media plays a vital role in enhancing brand visibility across global markets.
One of the most effective ways to increase brand awareness is through the
consistent sharing of diverse content types—such as videos, infographics, live
streams, and blogs—that resonate with various segments of users. These formats
not only capture attention quickly but also encourage engagement and sharing,
ensuring that the brand appears frequently on users' newsfeeds. The algorithmic
nature of platforms like Instagram, TikTok, and Facebook rewards content that
drives user interaction, thus amplifying reach organically (Kapoor et al., 2018).
For example, Nike utilizes storytelling on Instagram by highlighting inspirational
stories of athletes and everyday users. These emotionally driven campaigns are
crafted with a strong visual identity and motivational messaging, helping Nike
connect deeply with audiences worldwide. This approach not only strengthens
brand recognition but also fosters a sense of community and belonging among its
followers (De Vries, Gensler, & Leeflang, 2012).

2.2.2. Influencer & KOL Marketing

Influencer marketing has emerged as one of the most effective social media
strategies for reaching new audiences and enhancing credibility. Collaborating
with influencers enables brands to leverage established trust and loyalty within
these individuals' follower communities. Influencers can be categorized into tiers
based on their follower count and impact:

e Micro-influencers (10,000—100,000 followers) are ideal for niche markets due
to their closer, more personal engagement with followers.

e Celebrities (1 million+ followers) offer broader exposure and are effective in
elevating brand prestige on a global scale.

Example: Influencer collaborations often result in authentic content that feels
more like a recommendation than an advertisement, increasing trust and purchase

intent among consumers (Freberg, Graham, McGaughey, & Freberg, 2011). A
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notable example is Samsung’s partnership with the K-pop sensation BTS. By
aligning their Galaxy smartphone line with the globally popular group, Samsung
successfully tapped into BTS’s massive, highly engaged fanbase, elevating brand
awareness and product desirability among Gen Z consumers worldwide (Jin &
Ryu, 2020).

2.3. Improving Engagement and Connectivity

2.3.1. Enhancing Customer Engagement

Social media marketing is a powerful tool that enables businesses to establish
direct connections and foster meaningful engagement with their customers.
Unlike traditional marketing methods, which are largely unidirectional and
impersonal, social media platforms provide dynamic and interactive
environments where brands can communicate in real-time through comments,
direct messaging, live chats, and interactive tools like polls or Q&A sessions
(Tuten & Solomon, 2017). This immediate and responsive communication helps
businesses enhance the customer experience by quickly addressing inquiries or
service issues, which in turn builds consumer trust and strengthens brand loyalty.
As customers increasingly expect fast, personalized responses, the role of social
media in shaping brand perception and maintaining customer satisfaction has
become more significant than ever (Kapoor et al., 2018).

2.3.2. Direct Customer Interaction Through Effective Methods

2.3.2.1. Livestream

Livestreaming has emerged as a dynamic communication tool that allows
businesses to interact with customers in real time. Platforms such as Facebook
Live, Instagram Live, YouTube Live, and TikTok Live enable companies to
showcase products, host virtual events, answer customer inquiries, and strengthen
brand engagement. A notable example is Apple, which regularly utilizes YouTube
Live to launch new products to a global audience, emphasizing innovation and
brand transparency. Livestreaming enhances customer relationships by delivering
instant information, demonstrating product usage, and offering an authentic brand

experience (Cheng et al., 2019).
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2.3.2.2. Live Q&A Sessions

Live question-and-answer sessions are another form of real-time engagement that
promote two-way communication between brands and consumers. These
sessions, held through platforms like Instagram Stories, Facebook Live, or Twitter
Spaces, allow businesses to respond directly to customer questions, address
concerns, and foster a sense of openness and trust. For instance, Tesla CEO Elon
Musk often hosts Q&A sessions via Twitter Spaces, providing insights and direct
communication with the brand’s community. These sessions play a critical role in
building transparency, enhancing brand loyalty, and strengthening customer
engagement (Wang et al., 2021).

2.3.2.3. Surveys and Polls

Digital surveys and polls are effective tools for gathering customer feedback and
encouraging participation. Through platforms like Twitter Polls, Instagram
Stories, or embedded surveys on Facebook, companies can gain valuable insights
into consumer preferences and opinions. For example, McDonald's has used
Twitter Polls to let customers vote for new burger flavors, actively involving them
in the product development process. This interactive approach boosts engagement
and creates a sense of ownership among customers, which can lead to higher
satisfaction and loyalty (Liu et al., 2020).

2.3.3. Building a Community Around the Brand

2.3.3.1. Introduction

In the digital era, social media marketing has evolved beyond being just a
promotional tool—it has become a vital channel for businesses to cultivate
and nurture a dedicated community around their brand. Building a brand
community fosters a sense of belonging among customers, which not only
strengthens emotional connections but also encourages active participation.
A well-developed community not only raises brand visibility but also
contributes to sustained customer engagement and long-term business growth

(Wang, Yu, & Fesenmaier, 2021).
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2.3.3.2. The Importance of Brand Communities

Establishing and maintaining a brand-centered community yields numerous
strategic advantages for businesses:

e Enhancing customer loyalty: When customers identify themselves as part of
a brand’s community, they are more likely to remain engaged over time and
become repeat buyers. This sense of loyalty increases brand equity and customer
lifetime value (Mihajlovic,2019).

e Improving customer experience: Community forums, discussion groups, and
social pages allow customers to seek support, find solutions, and share ideas with
one another. This peer-to-peer assistance enhances satisfaction and reduces
service burdens for businesses.

e Encouraging organic promotion: Community members often become brand
advocates who voluntarily share their positive experiences, recommend products,
and generate user-generated content. This kind of word-of-mouth marketing is
both authentic and cost-effective.

e Opportunities for international expansion: A strong brand community—
especially on global platforms like Facebook, Reddit, or TikTok—can serve as a
gateway to enter new markets. Loyal customers across different regions may help
spread brand awareness organically in their local networks, supporting a smoother
market entry process.

2.4. Brand Community Building Strategies on Social Media

2.4.1. Create Engaging and Valuable Content

To sustain a vibrant community, businesses must consistently produce content
that is not only engaging but also valuable and relevant to their audience. This
includes how-to articles, educational videos, livestreams, infographics, and
interactive elements such as polls and quizzes. High-quality content fosters
ongoing conversations and keeps the audience coming back for more (Wang, Yu,

& Fesenmaier, 2021).
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2.4.2. Build Online Groups and Forums

Establishing branded communities through platforms like Facebook Groups,
Reddit, Discord, and Telegram enables businesses to interact directly with
customers in a more personal and real-time manner. These platforms provide a
space where users can freely share feedback, ask questions, and exchange
experiences. These interactions contribute to customer trust and deepen brand
relationships (Liu, Austin, & Jin, 2020).

2.4.3. Encourage Customer Participation

Interactive campaigns—such as photo challenges, caption contests, or feedback
surveys—can increase participation and user engagement. Brands can further
encourage customers to share stories, testimonials, or creative content related to
their experiences. When customers contribute to the community, they develop a
deeper emotional investment in the brand.

2.4.4. Collaborate with Influencers and KOLs

Influencers serve as trusted figures who can help a brand gain visibility and
credibility within niche communities. Micro-influencers (10,000-100,000
followers) offer authentic engagement, while celebrities or KOLs with massive
followings can expand a brand's reach quickly. Choosing the right partners who
align with brand values is critical for maintaining authenticity.

2.4.5. Maintain and Nurture the Community

Building a community is not a one-time event—it requires continuous effort.
Businesses should actively monitor the community, respond to comments, and
resolve customer concerns promptly. Hosting regular virtual events such as
livestreams, product previews, or online meetups reinforces a sense of inclusion
and recognition. Reward systems, such as badges or exclusive promotions, can
further motivate long-term engagement (Kaplan & Haenlein, 2010).

2.4.6. Case Study — Successful Brand Communities

Starbucks

Starbucks created an annual tradition with its #RedCupContest campaign on

Instagram. By encouraging users to share festive photos featuring the brand’s

25



signature red holiday cups, Starbucks not only generated massive user-generated
content but also reinforced emotional connections and brand visibility during the
holiday season—with little advertising expenditure.

Nike

Nike’s Nike Run Club exemplifies the power of a purpose-driven brand
community. Through the app and social channels, runners can track progress, set
personal goals, join local groups, and encourage one another. This creates a shared
identity among users who feel like part of something bigger, turning exercise into
a brand-centric lifestyle.

LEGO Ideas

LEGO’s crowd-sourcing platform allows fans to submit designs and vote on
future product sets. This not only boosts engagement but also empowers
customers to feel co-creative with the brand, enhancing loyalty and innovation
through collaboration.

Building a strong brand community comes with several challengé that require
strategic planning and consistent effort:

e Maintaining Engagement: Keeping a community engaged requires
consistent, fresh, and relevant content. Without it, communities can quickly lose
activity. Brands must continually innovate through interactive content like polls,
contests, or live streams to retain user interest.

e Managing Negative Feedback: Handling complaints and negative feedback
in public spaces like social media can damage a brand’s reputation if not
addressed professionally. Timely, empathetic responses and transparency can
help turn dissatisfied customers into loyal ones.

e Fierce Competition: Many brands are building their own communities, so
distinguishing your brand requires creativity and authenticity. Brands need to
align community-building efforts with their core values and provide unique
benefits to stay ahead.

2.5. Cost Savings in Advertising

Social media marketing can help businesses save significantly compared to

traditional advertising methods. Campaigns on television, radio, or print often
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require large budgets and cannot target specific audiences. Meanwhile, social
media allows businesses to achieve great results with smaller budgets thanks to
precise targeting capabilities.

Platforms such as Facebook, Instagram, LinkedIn, and Google Ads offer
flexible advertising tools, enabling businesses to test various strategies and track
the performance of each campaign. Even small businesses can run effective
campaigns with minimal investment and still achieve global marketing goals.
2.5.1. Cost-Effective Advertising with a Low Budget

Social media platforms offer businesses the ability to run cost-effective advertising
campaigns with minimal budgets compared to traditional advertising mediums
such as television, newspapers, or billboards. With precise targeting features, even
small businesses can reach large audiences without breaking the bank.

For example, a Facebook Ads campaign with a budget of just $5—-10 per day can
reach thousands of users, making it an attractive option for businesses with limited
marketing funds. Platforms like Instagram, TikTok, and Twitter also offer similar
opportunities, where businesses can strategically target specific demographics,
interests, and behaviors to maximize reach without spending excessively (Sprout
Social & The Harris Poll, 2023).

2.5.2. Leverage User-Generated Content (UGC)

User-generated content (UGC) has become an essential tool for businesses
looking to build brand credibility while reducing the costs associated with content
creation. UGC refers to any content created and shared by consumers, such as
reviews, photos, videos, and social media posts that promote a brand's products
or services.

By encouraging customers to share their experiences, businesses can effectively
reduce the need for high-budget content production. For instance, Starbucks has
successfully implemented UGC by asking customers to share photos of their
coffee cups using the hashtag #Starbucks. This not only boosts brand awareness
but also creates an authentic connection with potential customers, as they trust the

experiences of their peers over traditional advertising (Mihajlovic, 2019).
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2.6. Easy Tracking and Performance Analysis

One of the greatest advantages of social media marketing is the ability to track
and analyze campaign performance in real time. Social media platforms like
Facebook, Instagram, YouTube, and Twitter offer robust analytics tools that allow
businesses to gather detailed insights into customer behavior, ad engagement, and
conversion rates.

Key metrics such as views, shares, likes, comments, click-through rates (CTR),
and overall engagement provide valuable feedback on how well campaigns are
resonating with the target audience. Additionally, customer feedback, whether
positive or negative, plays a crucial role in assessing the effectiveness of content
and the overall user experience.

For example, businesses can track how many users are interacting with an ad, how
many conversions (purchases, sign-ups, etc.) are occurring as a result, and the
demographic breakdown of the audience engaging with the campaign. This data
allows businesses to evaluate which campaigns are successful and identify areas
that need improvement (Sprout Social & The Harris Poll, 2023).

Based on this data, businesses can continuously optimize their marketing
strategies. For instance, they might adjust their targeting, shift ad spending to
more successful platforms, or refine their content to better meet the preferences
of their audience. This flexibility makes social media marketing a dynamic and
cost-effective method for reaching consumers, enabling businesses to maximize
their return on investment (ROI).

2.7. Adaptability to Market Trends

Social media marketing provides businesses with a powerful tool for identifying
and responding to market trends quickly. By actively monitoring discussions,
trending hashtags, and community feedback on platforms like Twitter, Instagram,
and TikTok, businesses can spot emerging trends in different markets and adapt
their strategies in real time.

Through tools like social listening, businesses can track what topics are gaining

traction, understand customer sentiments, and gather insights on the types of
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content resonating with the target audience. This enables brands to stay ahead of
the curve, capitalize on trending topics, and adjust their messaging to remain
relevant and timely.

Additionally, businesses can join ongoing conversations or create content that
aligns with hot topics, helping to increase brand visibility and engagement. For
example, a fashion brand might release a limited edition product tied to a popular
meme or cultural moment, driving immediate attention and engagement. This
kind of timely content makes brands appear more connected and relatable to their
audience, fostering stronger emotional ties and boosting customer loyalty.

By adapting their strategies based on real-time market data, businesses can
effectively increase brand awareness and build more meaningful connections with
customers.

Effective data collection and strategy optimization on social media empower
brands to better understand their audience and stay ahead in a rapidly changing
market environment:

2.7.1. Customer Behavior Analysis

Social media platforms and analytics tools provide valuable insights into customer
behavior. Using tools like Facebook Insights and Google Analytics, businesses
can measure key metrics such as:

e Reach: The total number of unique people who have seen your content.

e Engagement Rate: How often users interact with your content (likes, shares,
comments).

e Conversion Rate: The percentage of visitors who complete the desired action
(purchase, signup).

o Customer Demographics: Age, gender, and geographic location of the
audience, helping businesses tailor content to specific groups.

2.7.2. Quick Market Adaptation

Social media enables businesses to stay agile and quickly adapt to market changes.

By monitoring trending hashtags and competitor activity, companies can:
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e Adjust content in real-time to align with popular conversations or emerging
trends.

e Identify potential market gaps or shifts in consumer sentiment.

Example: Coca-Cola modified its campaign strategy in response to social media
feedback, allowing the brand to stay relevant and engage directly with customer
concerns. Such quick adaptations ensure that brands remain connected with their
audience and respond effectively to real-time feedback.

2.8. Building Trust and Credibility

In the context of global business, customer trust is one of the most valuable assets
a brand can have. Social media platforms provide an effective space for businesses
to build credibility by enabling customers to share their experiences with products
or services. Positive reviews, ratings, and peer recommendations play a crucial
role in shaping potential customers' perceptions, particularly in new markets
where brand recognition may be low.

o Peer Influence: Customers often trust peer reviews and personal
recommendations more than traditional advertising. These organic endorsements
help establish credibility and can significantly impact the buying decision of
potential customers. The viral nature of social media allows for these reviews and
recommendations to spread quickly, reaching a wider audience.

e Influencer and Celebrity Endorsements: Collaborating with local
influencers or celebrities is another strategy that businesses can leverage to gain
trust in global markets. These figures already have established credibility and a
loyal following, which can be used to reinforce the brand’s image. Influencers can
help brands generate strong word-of-mouth effects, which is especially powerful
in markets that value peer opinions.

Example: when H&M entered the Chinese market, the brand collaborated with
popular local fashion influencers such as Becky Li and Gogoboi. These
influencers, known for their strong fashion sense and massive online followings,
showcased H&M’s clothing in their posts and live streams. Their endorsement

helped H&M quickly gain visibility, build trust with Chinese consumers, and
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drive foot traffic both online and offline, significantly boosting the brand’s initial
market penetration.

2.9. Competitive Advantage

In today's highly competitive global market, brands that use creative and
innovative social media marketing strategies can significantly outperform their
competitors. The power of social media lies in its ability to connect businesses
with global customers instantly, breaking down geographical and cultural barriers
that traditionally slowed international expansion.

¢ Identifying Marketing Opportunities: The fast-paced nature of social media
allows businesses to identify trends and market opportunities in real-time. By
actively monitoring discussions, trending hashtags, and consumer feedback,
brands can adjust their strategies quickly to meet customer needs and preferences.
e Building a Distinctive Brand Presence: Social media provides a unique
opportunity for brands to craft and share their stories with a global audience.
Whether through user-generated content, behind-the-scenes videos, or customer
testimonials, brands can differentiate themselves by showcasing their authenticity
and values. This helps build emotional connections with audiences, fostering trust
and loyalty.

e Engaging with International Customers: Social media platforms enable
brands to engage with customers worldwide in a personalized and timely manner.
This direct communication helps businesses overcome cultural and language
barriers and allows for localized content that resonates with diverse audiences.
Example: A great example of using Instagram Stories to highlight local recipes
and promote cultural diversity is HelloFresh’s #RefreshWithHelloFresh
campaign. In this campaign, HelloFresh partnered with 15 influencers from
various niches such as lifestyle, home décor, and family, including celebrity
Davina McCall. Participants shared daily recipes on Instagram Stories and
encouraged followers to try them and post their own creations using the hashtag
#RefreshWithHelloFresh. This not only boosted brand awareness but also

fostered a strong online community around food and cultural exchange.
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Sustainable Global Growth: by delivering valuable content, being consistent in
brand messaging, and nurturing active engagement with international audiences,
businesses can pave the way for fast, sustainable global growth. Social media
marketing offers an affordable and efficient way to expand globally, provided

brands remain adaptive and creative in their approach.
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CHAPTER 3: SOCIAL MEDIA MARKETING STRATEGY
IN GLOBAL BUSINESS EXPANSION

3.1 Developing Content Strategy
A content strategy is vital for businesses aiming to engage their audience and build
lasting relationships. It goes beyond simply providing information; it is about
crafting meaningful, valuable content that resonates with customers and drives
action. To develop an effective strategy, businesses must first understand their
target audience and set clear goals, such as increasing brand awareness or driving
conversions. Selecting the right content formats—be it blogs, videos, or social
media posts—is key to reaching customers where they are most active.
Additionally, creating a content calendar ensures consistency and helps align
efforts with significant dates or campaigns. Tracking performance through metrics
like engagement, traffic, and sales allows businesses to refine their strategy for
optimal results. Real-world examples like Nike's emotional storytelling or
HubSpot's educational content show how a well-executed content strategy can not
only engage audiences but also significantly contribute to a brand's growth.
3.1.1. What is a Content Strategy?
A content strategy is a structured plan that businesses use to manage and distribute
content in order to achieve their marketing and overall business objectives. It goes
beyond just creating and sharing content; it’s about aligning content efforts with
specific business goals, creating value for the audience, and ensuring that the
content resonates with the target audience. Content can take various forms, such
as written articles, videos, images, infographics, podcasts, eBooks, social media
posts, and more.
e Target Audience: One of the first steps in developing a content strategy is
defining the target audience. This involves identifying the specific demographic,
interests, behaviors, and pain points of the people the business aims to reach.
Understanding the audience ensures that the content speaks directly to their needs,

increasing the likelithood of engagement and action.
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e Content Types: Businesses need to determine what types of content will be
most effective in delivering value to their audience. This could include blog posts
that provide in-depth insights, videos that demonstrate how products work,
infographics that summarize data in a visually appealing way, or podcasts that
engage audiences through conversation. Choosing the right types of content is
essential to appeal to different segments of the audience and maintain interest.

e Content Distribution Channels: Once the content is created, businesses must
decide where and how it will be distributed. Different types of content perform
better on different platforms. For example, short videos might perform best on
Instagram or TikTok, while long-form articles are better suited for a company
blog or LinkedIn. Social media platforms, websites, email newsletters, and even
offline channels can all serve as distribution channels. A well-structured content
strategy will identify which channels are most effective for reaching the target
audience and maximizing exposure.

¢ Frequency and Performance Measurement Methods: Consistency is key to
a successful content strategy. Businesses need to plan the frequency at which
content will be created and shared to keep the audience engaged over time.
Whether it’s posting daily on social media or publishing a monthly blog, the
frequency should align with audience expectations and the resources available.
Additionally, the strategy must include performance measurement tools, such as
analytics tools and KPIs (Key Performance Indicators), to track the effectiveness
of content. Metrics like engagement rates, website traffic, social shares, and
conversions help businesses understand what content resonates with the audience
and adjust their strategy for improved results.

In essence, a content strategy helps businesses focus their content efforts on what
truly matters, ensuring that every piece of content is purposeful, aligns with
business goals, and contributes to building a stronger connection with the audience.
3.1.2. Identifying the Target Audience

Defining the target audience is the first and most crucial step in building a content
strategy. Understanding the target audience helps businesses craft content that

resonates with their needs and desires. Key questions to address include:
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e Who are your customers? This involves detailed demographic analysis,
including factors such as age, gender, location, education level, and income. It
also involves psychographics, such as their interests, lifestyle, and consumer
behaviors. Businesses should look at the types of people who are most likely to
engage with their products or services.

e What problems are they facing? Identifying the challenges or pain points of
the target audience is essential for creating content that provides real solutions.
Whether it’s about solving a problem, easing frustration, or offering guidance,
content should address a need or desire. Knowing the common struggles of the
audience allows businesses to craft content that not only attracts attention but also
builds trust by offering real value.

e Where do they search for information? Today’s consumers turn to multiple
channels to search for information. Some prefer social media, while others may
rely on search engines, blogs, or even forums and online communities.
Understanding which platforms the target audience uses most often will help
businesses determine the best places to distribute their content for maximum
reach. This also involves recognizing when and how the audience interacts with
content on those platforms.

e What value do they expect from your content? Each audience segment has
different expectations when it comes to content. Some may be looking for
educational content that provides insights or solves problems, while others may
prefer entertaining or inspiring content. Understanding whether your audience
values how-to articles, video tutorials, podcasts, or infographics helps businesses
tailor their content format to meet those preferences.

By carefully answering these questions, businesses can create relevant, engaging,
and value-driven content that not only attracts the target audience but also builds
long-term loyalty and drives meaningful action. Tailoring content specifically to
the audience’s needs and preferences makes it more likely to convert, ultimately

helping businesses achieve their objectives in a competitive marketplace.
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3.1.3. Common Types of Content
3.1.3.1. Educational Content
Educational content is designed to provide value by helping customers understand
products, services, or related topics in depth. It positions a business as an expert
and builds trust with the audience. Educational content not only informs but also
solves problems, enhancing the customer experience. This type of content can be
used to guide potential customers through the buyer’s journey, answering
questions and offering solutions to their pain points. Examples of educational
content include:
e How-to blog posts: These provide step-by-step instructions or tips on using a
product or service, helping customers gain more knowledge.
e Video tutorials: Short, easy-to-follow videos that explain a product’s features
or services, making the learning process more interactive.
e Webinars: Live or recorded online seminars that allow businesses to interact
with their audience, share expertise, and answer questions in real-time.
e Ebooks: In-depth, downloadable content that dives deep into a particular topic
of interest, often used to gather leads by offering valuable resources in exchange
for contact information.
3.1.3.2. Entertaining Content
Entertaining content aims to capture attention through humor, creativity, or
emotional appeal, often offering a break from traditional advertisements. It plays
a key role in increasing brand engagement by keeping the audience entertained
while subtly promoting the brand. This type of content is ideal for building a
strong, memorable connection with customers by engaging them in fun or
emotionally charged experiences. Examples include:
o Meme: Humor-driven visual content that can go viral, encouraging shares and
increased engagement.
« Short videos on TikTok or Instagram Reels: Quick, catchy videos designed
for entertainment that resonate with the audience, often featuring trends, humor,
or quirky storytelling.
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« Engaging brand stories: Creative and captivating narratives about the brand’s
history, mission, or behind-the-scenes content, which resonates emotionally with
customers.

3.1.3.3. Inspirational Content

Inspirational content connects with customers on an emotional level by telling
stories of success, perseverance, or positive change. This type of content
motivates audiences, builds emotional bonds, and strengthens loyalty. It helps
customers relate to the brand and feel like they are part of something bigger.
Inspirational content also encourages customer actions that align with the brand’s
values, such as purchasing products, joining causes, or sharing their personal
experiences. Examples include:

e Customer success stories: Testimonials or case studies that showcase how the
brand’s products or services have helped customers overcome challenges or
achieve goals.

e Expertinterviews: Discussions with industry leaders or influential figures that
provide insights, advice, or inspiration to the audience.

e CSR (Corporate Social Responsibility) campaigns: Content that highlights
a brand’s commitment to social, environmental, or charitable causes, showing the
brand’s positive impact on the world and inspiring customers to be part of that
mission.

By diversifying content types, businesses can appeal to different emotional and
cognitive triggers in their audience, ultimately fostering deeper engagement and
enhancing the overall brand experience.

3.1.4. Content Distribution Channels

Effective content distribution is key to reaching and engaging with your target
audience. Businesses need to strategically choose platforms that align with their
audience's preferences and content consumption habits. The following are
common content distribution channels:

Social media platforms
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Facebook, Instagram, TikTok, LinkedIn, and YouTube provide businesses with
vast audiences and diverse ways to share content. These platforms support various
content types, such as images, videos, and live streams, enabling businesses to
interact directly with customers, build brand awareness, and drive traffic to their
websites. Social media also allows for targeted advertising to specific
demographics, increasing the relevance and effectiveness of content distribution.
Website & Blog

A website and blog are essential for businesses aiming to establish authority in
their field and improve search engine visibility. SEO-friendly content—such as
articles, product descriptions, case studies, and guides—helps businesses rank
higher in search results, driving organic traffic. Regularly updating the blog with
relevant and valuable content also nurtures long-term customer engagement and
enhances the brand’s credibility.

Email Marketing

Email marketing remains one of the most powerful channels for maintaining
direct contact with customers. Sending regular newsletters, promotions, or
personalized recommendations helps keep the audience informed and engaged.
This channel is highly effective for targeting existing customers, nurturing leads,
and driving conversions through calls to action. It also allows businesses to
segment their audience and send tailored content, improving the chances of
conversion.

Podcast & Webinar

Podcasts and webinars provide opportunities for businesses to engage deeply with
their audience. Podcasts offer convenient, on-the-go content consumption, while
webinars provide a platform for in-depth discussions and direct interaction. These
channels are particularly effective for B2B companies or those in industries where
educating the audience and providing expert insights are key. Webinars allow for
real-time engagement, questions, and live demonstrations, while podcasts can

build a loyal audience through regular, valuable content.
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3.1.5. Optimizing Content for Maximum Effectiveness

To ensure that content achieves its intended goals—whether that be increasing
engagement, driving conversions, or building brand loyalty—businesses must go
beyond just creation. Optimizing content involves tailoring it to the audience’s
preferences, making it discoverable, and presenting it in ways that boost
interaction and impact.

3.1.5.1. Personalizing Content

Personalized content enhances the customer experience by making individuals
feel seen and valued. It involves customizing messages, product
recommendations, or promotions based on customer data such as purchase
history, browsing behavior, or demographics.

A standout example of this approach is Coca-Cola’s “Share a Coke” campaign,
which replaced the brand logo with popular first names on bottles. This strategy
led to a significant increase in sales and social media interactions, as customers
actively searched for bottles with their names and shared their experiences online
(Mihajlovic, 2019).

Personalization fosters a deeper emotional connection with the brand and
increases the likelihood of customer engagement and retention.

3.1.5.2. Applying SEO to Content

Search Engine Optimization (SEO) is a critical component in ensuring that
content reaches a broader audience organically. SEO involves both on-page and
off-page techniques that improve a website’s visibility in search engine results.
Key strategies include:

e Incorporating relevant keywords naturally within the content, headlines, and
metadata.

e Creating valuable, high-quality content that satisfies user intent.

¢ Optimizing titles, URLs, and meta descriptions for clarity and attractiveness.
¢ Building a solid linking structure, including internal links to related pages

and backlinks from reputable sources.
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3.1.5.3. Mixing Multiple Content Formats

Utilizing various content formats caters to different audience preferences and
consumption habits. While some users prefer reading blog posts, others may be
more responsive to visual or interactive formats like videos, infographics, or
interactive quizzes.

Combining different content types—such as pairing blog posts with embedded
videos or turning survey data into infographics—makes content more engaging
and shareable. For example, short-form video content on platforms like TikTok
or Instagram Reels can boost brand visibility and virality, especially among
younger audiences (Sprout Social & The Harris Poll, 2023).

This multimedia approach increases the chances of capturing and retaining user
attention across platforms.

3.1.6. Measuring and Optimizing Content Performance

A successful content strategy goes beyond just producing content—it also
includes evaluating its performance to ensure that it meets business objectives and
continuously improves over time. By tracking key performance indicators (KPIs),
businesses can identify what works, what needs adjustment, and how to allocate
resources more effectively.

Key Metrics for Content Performance:

e Website Traffic: Measures the number of users visiting a website. This metric
helps evaluate how well content drives visitors from platforms like social media
or email campaigns.

e Engagement Rate: Includes likes, shares, comments, and saves. High
engagement indicates that content resonates with the target audience and fosters
interaction.

e Conversion Rate: Tracks how many users take desired actions, such as signing
up for a newsletter, downloading a guide, or making a purchase. It links content

directly to business results.
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e Conversion Rate: Tracks how many users take desired actions, such as signing
up for a newsletter, downloading a guide, or making a purchase. It links content
directly to business results.

Tools for Measurement: Popular analytics tools include Google Analytics,
Facebook Insights, Instagram Analytics, and HubSpot. These tools help
businesses understand audience behavior and the effectiveness of each piece of
content.

Continuous Optimization: Based on the data collected, businesses should:

e Refine content topics and formats based on what performs best.

e Test different headlines, visuals, and CTAs (calls to action).

e Adjust content frequency and posting times for optimal reach.

e Reuse or repurpose high-performing content across different platforms.
Regular performance reviews ensure that the content strategy remains dynamic
and aligned with customer preferences and business goals.

3.1.7. Examples of Content Strategy

Successful content strategies are often rooted in creativity, emotional connection,
and strong audience insights. The following case studies highlight how leading
global brands have leveraged content strategy to deepen customer engagement
and strengthen their brand image:

3.1.7.1. Coca-Cola — “Share a Coke”

Coca-Cola’s iconic “Share a Coke” campaign personalized bottles with popular
first names, replacing the company logo. This strategy tapped into the emotional
desire for personal connection and encouraged users to find and share bottles
featuring their own or loved ones’ names.

The campaign became a social media sensation, with millions of photos shared
online, driving both emotional engagement and global brand visibility
(Mihajlovic, 2019).

3.1.7.2. Red Bull — Experiential Content

Red Bull revolutionized brand content by focusing not just on product features
but on the lifestyle and culture of its consumers. The brand produces high-quality
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videos and documentaries centered on extreme sports, music, and adventure,
establishing Red Bull as a media powerhouse.

Their content strategy has created a passionate global community of thrill-seekers,
proving that storytelling and consistent brand identity can fuel long-term loyalty
and differentiation (Sprout Social & The Harris Poll, 2023).

3.1.7.3. Spotify — Wrapped

Spotify’s annual “Wrapped” campaign is a data-driven content strategy that
personalizes and visualizes each user's listening habits. Users receive customized
year-end summaries and are encouraged to share them on social media.

This strategy drives immense user engagement, with millions sharing their
Wrapped stories, organically amplifying Spotify’s brand presence and building
emotional bonds with users through personalized storytelling (Wang, Yu, &
Fesenmaier, 2021).

3.2 Utilizing Influencer Marketing

Influencer marketing has emerged as a pivotal component of modern digital
strategies, offering businesses a powerful way to connect with audiences through
authentic voices. Unlike traditional advertising, which can sometimes feel
impersonal, influencer marketing leverages the trust and loyalty that influencers
have built with their followers to create genuine and impactful brand connections.
Through platforms such as Instagram, YouTube, TikTok, and Facebook,
influencers can help brands increase visibility, drive engagement, and ultimately
boost conversions. These partnerships often feel more personal and relatable, as
followers view influencers as peers rather than advertisers.

One notable success story is Daniel Wellington, a Swedish watch brand that
became globally recognized by partnering with micro and macro influencers
across social media. By encouraging influencers to share stylish photos featuring
their watches and offering personalized discount codes, Daniel Wellington turned
user-generated content into a powerful growth engine — all with relatively low

initial marketing investment (Mihajlovic, 2019).
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3.2.1. The Importance of Influencer Marketing

Influencer marketing offers significant advantages for businesses looking to
expand their online presence and connect more effectively with customers. In the
age of digital media, consumers are increasingly influenced by the opinions and
experiences of people they admire and trust online.

e Increase Brand Awareness: Influencers often have large and highly engaged
follower bases. When they mention or promote a product, it instantly exposes the
brand to a broader audience, sometimes even going viral (Wang, Yu, &
Fesenmaier, 2021).

e Build Customer Trust: Unlike traditional advertising, influencer marketing
feels more authentic. Followers view influencers as relatable figures, and as a
result, they are more likely to trust their product recommendations.

e Boost Conversion Rates: Influencers often share real-life experiences and
reviews, which adds credibility and can significantly influence purchase
decisions.

e Reach the Right Target Audience: Brands can strategically partner with
influencers who cater to specific demographics or interests, ensuring that their
message reaches the most relevant audience.

3.2.2. Daniel Wellington — A Success Story

Daniel Wellington serves as a prime example of how a well-executed influencer
marketing strategy can catapult a brand to global recognition—without relying
heavily on traditional advertising methods. Founded in 2011, the Swedish watch
brand chose a unique path by focusing almost exclusively on social media to build
its brand identity and drive sales.

Daniel Wellington’s strategy includes:

e Sending Free Products to Influencers: Instead of launching big ad
campaigns, Daniel Wellington collaborated with thousands of micro- and macro-
influencers worldwide. These influencers were gifted watches in exchange for

authentic posts showcasing the product in their daily lives.
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e Personalized Discount Codes: Each influencer received a unique promotional
code to share with their followers. This tactic not only incentivized purchases but
also allowed the brand to track the performance of each influencer partnership.

e User-Generated Content (UGC): By encouraging customers to share photos
using the hashtag #DanielWellington, the brand cultivated a vibrant online
community. This not only amplified brand visibility but also established a sense
of belonging among customers.

This influencer-centric approach created massive online buzz and helped Daniel
Wellington become a globally recognized lifestyle brand in just a few years.
According to Mihajlovic (2019), the effectiveness of social media marketing lies
in its ability to deliver personalized engagement and build trust through peer
influence—exactly what Daniel Wellington achieved.

3.2.3. How to Effectively Apply Influencer Marketing

To implement influencer marketing successfully, businesses should take a
strategic and structured approach that involves several key steps:

e Define campaign objectives: The foundation of any effective influencer
marketing campaign lies in having clearly defined goals. These objectives may
include increasing brand awareness, generating leads, boosting sales, enhancing
customer trust, or entering a new market segment. Clear objectives not only guide
the selection of influencers but also determine the campaign's overall messaging
and performance metrics (Brown & Fiorella, 2013).

e Choose the right influencers: It's essential to go beyond follower counts and
focus on relevance, engagement rate, and audience demographics. Brands should
collaborate with influencers whose followers align closely with their target market
and whose personal brand resonates with the company's values and voice. The
right influencer can significantly impact authenticity and consumer trust (Freberg,
Graham, McGaughey, & Freberg, 2011).

e Build relationships with influencers: Rather than one-off transactions,
businesses should aim to build genuine, long-term partnerships with influencers.
This approach encourages authenticity in content creation and allows influencers
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to become real advocates for the brand. Long-term collaboration can also lead to
higher audience trust and better overall performance over time (Glucksman,
2017).

e Create engaging content: Content should be creative, authentic, and match
the influencer’s personal style and tone. Influencer-generated content is most
effective when it does not feel forced or overly commercial. Collaborative
storytelling, behind-the-scenes insights, product reviews, and interactive formats
such as Q&As or giveaways can drive engagement and relatability (De Veirman,
Cauberghe, & Hudders, 2017).

e Measure and optimize the campaign: Continuous monitoring of key
performance indicators (KPIs)—such as reach, engagement, click-through rate
(CTR), conversion rates, and ROI—is crucial for assessing campaign success.
Data-driven analysis allows brands to optimize current and future campaigns,
adjusting elements such as content format, timing, or influencer selection to
maximize effectiveness (Evans, Phua, Lim, & Jun, 2017).

3.2.4. Future Trends in Influencer Marketing

Influencer marketing continues to evolve and change over time. Here are some
notable trends:

e The rise of micro-influencers: Influencers with a smaller following (10,000 -
50,000 followers) but high engagement are becoming a priority for brands to
collaborate with.

e The increasing popularity of video content: Platforms like TikTok and
YouTube Shorts are becoming key channels for influencer marketing.

e Long-term partnerships instead of short-term campaigns: Brands are
increasingly opting for long-term collaborations with influencers to build stronger
connections and authenticity.

e The integration of influencer marketing with e-commerce: Platforms like
Instagram and TikTok are integrating direct shopping features, enabling

customers to purchase products directly while engaging with influencer content.
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Influencer marketing is a powerful tool that allows businesses to naturally and
effectively reach customers. Brands can leverage this strategy to enhance brand
awareness, build trust, and drive sales.

Daniel Wellington is a prime example of how the right influencer marketing
strategy can lead to great success. In the future, influencer marketing will continue

to evolve and remain an integral part of businesses' marketing strategies.
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CHAPTER 4: CHALLENGES AND SOME
SUGGESTED SOLUTIONS

4.1 . Cultural and Language Differences
Challenges:
In the global business environment, cultural and language differences can create
many challenges in communication, customer engagement, and workforce
management. Some common issues include:
e Misunderstanding the meaning of advertising messages due to language
differences: Different languages and cultural contexts may lead to
misinterpretations of brand messages, which can negatively impact the
effectiveness of marketing campaigns.
e Failure to adapt to local customs and traditions, resulting in loss of
customer trust: Companies that do not respect or understand the local culture
may appear disconnected or disrespectful, causing a decline in customer loyalty
and trust.
e Challenges in managing a multinational workforce: Managing a diverse
team across different countries can be difficult due to differences in work cultures,
communication styles, and expectations, which can hinder productivity and team
cohesion.
Solutions:
Expanding into international markets presents unique communication and cultural
challenges, but businesses can overcome these obstacles with the right strategies.
e Hire Local Teams: Hiring local talent ensures a deeper understanding of the
target market, customer preferences, and regional challenges. Local employees
can bridge cultural gaps and contribute to more effective communication and
customer engagement.
o Utilize AI Translation Tools: Leveraging advanced Al tools like Google
Translate, DeepL, or industry-specific Al translation services can significantly
improve communication across languages. These tools can help businesses
convey their messages more accurately, reducing the risk of misunderstandings.
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e Cultural Training: Providing cultural training sessions for employees is
essential. By understanding the work culture, communication styles, and social
norms of each market, businesses can create a more harmonious and effective
workplace and foster better relationships with customers.

4.2. Fierce Competition & Changing Algorithms

Challenges:

The fast-evolving digital environment presents significant obstacles for
businesses aiming to maintain visibility and engagement online. Among the most
pressing challenges are intense competition, ever-changing platform algorithms,
and the oversaturation of advertising content.

e Intense Competition in the Digital Market: With the digital landscape
expanding, businesses face fierce competition. Companies need to find innovative
ways to stand out amidst the abundance of digital content and to capture their
target audience's attention effectively.

e Constant Changes in Platform Algorithms: Platforms like Google,
Facebook, and TikTok frequently update their algorithms, which can impact the
visibility and effectiveness of advertising campaigns. Businesses must
continuously adapt to these changes to ensure their content reaches the intended
audience.

e Oversaturation of Advertising Content: As more brands invest in digital
advertising, the market becomes saturated with content. This leads to challenges
in making a brand's message stand out and engaging customers amid a sea of
similar promotional material.

Solutions:

To overcome these challenges, businesses must focus on innovative strategies that
enhance engagement and build lasting customer relationships in a crowded digital
landscape.

e Invest in Quality Content: Creating creative, valuable content is crucial to

attracting and retaining customers. High-quality content that is informative,
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entertaining, or emotional can differentiate a brand and foster deeper connections
with its audience.

e Focus on Short-Form Video: Platforms like Instagram Reels, YouTube
Shorts, and TikTok provide opportunities to engage with a large audience quickly.
Short-form videos are highly effective in capturing attention within seconds,
making them ideal for brand awareness and generating interest.

e Develop a Dedicated Community: Building and nurturing communities on
platforms like Facebook Groups, Telegram, or Discord allows businesses to
maintain direct connections with loyal customers. These spaces can serve as a hub
for feedback, customer support, and brand advocacy, strengthening customer
relationships and fostering brand loyalty.

4.3. Crisis Management in Media/Communications

Challenges:

Brands face major challenges in crisis management due to the rapid spread of
information on social media, negative comments affecting reputation, and the
risks of delayed responses.

e The Rapid Spread of News on Social Media: Social media allows
information—both factual and misleading—to spread at an unprecedented pace.
This immediacy leaves brands with very little time to react before a crisis becomes
public. According to Coombs (2015), the viral nature of social media can amplify
reputational risks within minutes, especially when stakeholders begin to speculate
or share misinformation.

e Negative Comments Can Harm Brand Reputation: User-generated content
such as comments, reviews, and reposts can shape public perception. Negative
sentiment, especially when unaddressed, can significantly damage trust in a brand
(Aula, 2010). Even isolated complaints, if echoed and shared widely, can lead to
a public relations issue.

e Delayed Responses Can Exacerbate the Situation: Timeliness is crucial in
crisis management. Delayed or generic responses are often perceived as
negligence or indifference, worsening stakeholder concerns. As noted by Claeys,
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Cauberghe, and Vyncke (2010), a slow or inadequate initial response can be more
damaging than the crisis itself.

Solutions:

To manage crises effectively, brands should use social listening tools, develop a
clear crisis management plan, and prioritize transparency and sincerity in
communication. These strategies help mitigate reputational damage and maintain
trust with stakeholders.

e Implement Social Listening Tools: Businesses should proactively monitor
digital conversations using tools such as Brandwatch, Mention, or Hootsuite
Insights. These platforms help identify early warning signs, track sentiment, and
measure the reach of discussions. Social listening enables brands to detect
potential issues before they escalate and provides real-time insights for decision-
making.

e Develop a Crisis Management Plan: Having a predefined communication
protocol is essential. This includes assigning a crisis team, preparing response
templates, and establishing channels of communication. A structured plan ensures
that responses are swift, consistent, and professional. As Fearn-Banks (2016)
explains, preparedness reduces confusion during emergencies and helps brands
maintain control of the narrative.

e Enhance Transparency and Sincerity in Communication: During a crisis,
stakeholders expect honesty and accountability. Transparent communication—
acknowledging the issue, expressing empathy, and outlining next steps—helps
rebuild trust. Open dialogue and a willingness to resolve problems signal integrity
and customer-centricity (Ulmer, Sellnow, & Seeger, 2011). Avoiding defensive
language and instead focusing on solutions is key to mitigating reputational
damage.

4.4. Digital Transformation & Technology Adoption

Challenges:

Digital transformation offers significant benefits, but it also brings complex

challenges that organizations must address to succeed. These include high costs,
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employee resistance, and increased cybersecurity risks, all of which require
strategic planning and ongoing support.

e High Investment in Technology and Training: Implementing digital
transformation requires substantial financial resources to acquire new
technologies and platforms. In addition to the cost of infrastructure, companies
must also allocate resources toward upskilling employees. As highlighted by
Westerman, Bonnet, and McAfee (2014), digital success depends not only on the
tools adopted but also on the organization's ability to align those tools with
business strategy and workforce readiness.

e Employee Adaptation Difficulties: Resistance to change is a common
obstacle. Employees may feel overwhelmed by new systems or fear job
displacement due to automation. According to Vial (2019), successful digital
transformation hinges on effective change management and a culture of
continuous learning, which helps foster employee acceptance and engagement.

e Cybersecurity Threats: As organizations become more reliant on digital
systems, they also become more vulnerable to cyberattacks. The rise in remote
work and cloud-based solutions has significantly increased cybersecurity risks.
During digital transitions, organizations must protect sensitive data from breaches
and ensure compliance with international privacy regulations such as GDPR or
CCPA (Kraus et al., 2021).

Solutions:

To overcome digital transformation challenges, businesses should leverage Al
and automation, invest in comprehensive employee training, and strengthen data
security. These solutions help boost efficiency, ease technological adoption, and
safeguard against digital threats.

e Apply Al & Automation: The use of artificial intelligence (AI) and
automation—such as chatbots, predictive analytics, and Customer Relationship
Management (CRM) systems—helps streamline routine tasks, reduce human
error, and improve customer service. These technologies not only enhance

operational efficiency but also free up human resources for more strategic work.
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For instance, Al-driven chatbots can handle common customer queries 24/7,
reducing response time and increasing satisfaction.

e Employee Training: To ease the adoption of new technologies, organizations
must invest in structured training programs. These should cover both technical
and soft skills, with ongoing support such as mentorship, e-learning modules, and
digital literacy workshops. As noted by Kane et al. (2015), the success of a digital
initiative depends largely on empowering employees to confidently use new
systems.

e Enhance Data Security: Robust cybersecurity frameworks must be put in
place to mitigate digital risks. This includes deploying firewalls, conducting
regular vulnerability assessments, implementing multi-factor authentication, and
ensuring data encryption. Companies must also stay updated on evolving threats
and regulatory requirements. Effective cybersecurity not only protects
organizational data but also reinforces customer trust.

4.5. Changing Consumer Behavior

Challenges:

Shifting consumer behaviors are reshaping the business landscape, pushing
companies to meet rising expectations in quality, convenience, and
personalization. Failing to adapt to these demands can quickly lead to customer
loss and reduced competitiveness.

e Higher expectations for product quality and service: Consumers are more
selective and demand better customer experiences. Delays, poor service, or lack
of personalization can easily push them toward competitors.

e The rise of e-commerce: The acceleration of online shopping—particularly
following the COVID-19 pandemic—has significantly disrupted brick-and-
mortar retail. Traditional businesses are under pressure to innovate or risk
becoming obsolete. According to McKinsey & Company (2021), digital-first
consumers now make up a substantial portion of the market, demanding fast,

frictionless, and convenient purchasing options.
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e Demand for personalization: Consumers today expect tailored experiences
across every touchpoint, from product suggestions to marketing messages.
Companies that fail to provide personalized interactions risk losing customers to
competitors who can better meet individual needs. A report by Accenture (2018)
found that 91% of consumers are more likely to shop with brands that recognize
and provide relevant offers and recommendations.

Solutions:

To meet evolving consumer expectations, businesses should harness data
analytics for deeper customer insights, adopt omnichannel strategies for a
seamless experience, and implement Al-driven personalization to strengthen
engagement and loyalty.

e Customer research using data analytics: By leveraging big data and
advanced analytics, companies can uncover valuable insights into consumer
behavior, preferences, and purchasing trends. Tools such as Google Analytics,
customer segmentation software, and sentiment analysis enable businesses to
create data-driven strategies.

e Omnichannel sales: Integrating both physical and digital sales channels
ensures a cohesive and flexible customer experience. Omnichannel strategies
allow consumers to move seamlessly between online browsing, mobile
interactions, and in-store shopping.

e Personalized services: Artificial Intelligence (AI) tools such as machine
learning algorithms, chatbots, and recommendation engines help deliver
individualized customer journeys. By analyzing browsing behavior, purchase
history, and preferences, companies can make relevant product suggestions and
automate personalized communication. This enhances user experience and builds
deeper customer relationships (Rust & Huang, 2021).

4.6. Talent Management & Employee Retention

Challenges:

In today’s competitive job market, managing talent effectively is more critical

than ever. Companies face growing challenges such as high turnover, increased
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demand for workplace flexibility, and the need to foster a positive and inclusive
corporate culture to retain top talent.

e High Employee Turnover: Employee turnover can lead to significant costs
for recruitment, onboarding, and training. Moreover, frequent departures disrupt
team cohesion, reduce morale, and can negatively impact overall performance and
client relationships. Retaining skilled employees has become more challenging,
especially in industries where demand for talent exceeds supply.

e Rising Demand for Flexibility: The COVID-19 pandemic fundamentally
reshaped how and where people want to work. Many employees now prioritize
flexible work arrangements—including remote or hybrid models—and consider
work-life balance a key factor when evaluating job opportunities. Organizations
that do not support these preferences may struggle to attract and retain talent.

e Importance of Corporate Culture: Beyond salary and benefits, corporate
culture significantly influences employee satisfaction, engagement, and loyalty.
A culture that promotes trust, inclusion, and professional growth is often a major
reason why employees stay with an organization long-term. On the other hand,
toxic or stagnant environments drive disengagement and turnover.

Solutions:

To retain talent, businesses should offer flexible work models, competitive
benefits, and foster a positive, inclusive culture that supports employee well-being
and growth.

¢ Create a flexible work environment: Allowing employees to work remotely
or follow a hybrid schedule not only improves work-life balance but also increases
job satisfaction and productivity. According to a Gallup study, employees who
work in hybrid or remote settings report higher engagement and are less likely to
experience burnout (Gallup, 2022).

o Offer attractive benefits: To retain top talent, organizations must go beyond
baseline salaries. Attractive benefits—such as health insurance, wellness

programs, career development opportunities, and performance-based
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incentives—help create a compelling employee value proposition. Tailoring
packages to employee needs can lead to stronger loyalty and lower attrition.

e Develop a strong corporate culture: Developing a values-driven, inclusive
culture is essential for long-term employee engagement. Clear communication of
company values, recognition of employee contributions, leadership transparency,
and opportunities for growth foster trust and motivation. A positive culture
encourages collaboration and makes employees feel invested in the organization’s
mission and success (Schein & Schein, 2017).

4.7. Financial Management & Cash Flow Control

Challenges:

Effective financial management is crucial for business stability, yet many
companies struggle with cash flow instability, rising operating costs, and limited
access to capital—challenges that can hinder growth and threaten long-term
sustainability.

e Unstable Cash Flow: Cash flow instability is a common issue for small
businesses and startups. Delays in receivables, inconsistent sales cycles, or
unexpected expenses can lead to liquidity shortfalls. When cash outflows exceed
inflows, companies may find it difficult to cover essential operational costs such
as payroll, rent, and supplier payments—ultimately jeopardizing business
continuity.

e Rising Operating Costs: In recent years, businesses have faced rising
expenses in several key areas, including labor, transportation, and raw materials.
Inflation and supply chain disruptions have further exacerbated these costs,
reducing profit margins and placing additional pressure on financial management
(PwC, 2023).

e Barriers to Capital Access: Securing external financing remains a significant
obstacle, especially for early-stage businesses. Startups often lack collateral,
historical performance data, or formalized governance structures, making them
less attractive to banks and traditional investors. This funding gap can stall

innovation and limit the ability to scale operations.
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Solutions:

To improve financial health, businesses should cut unnecessary costs, diversify
income sources, and pursue flexible funding options like crowdfunding or grants
to support growth and resilience.

e Optimize Costs: Businesses must conduct regular financial audits to identify
unnecessary expenses and improve budgeting accuracy. Implementing cost-
control strategies—such as renegotiating supplier contracts, outsourcing non-core
functions, or leveraging automation—can enhance operational efficiency and
reduce overhead. A lean financial approach also allows for greater adaptability
during periods of economic uncertainty.

e Diversify Income Streams: Relying on a single source of income exposes
businesses to higher risk. Diversification can involve developing complementary
product lines, entering new markets, or adopting hybrid business models (e.g.,
subscription services, e-commerce, or licensing). This approach not only
stabilizes revenue but also creates new growth opportunities.

e Smart Fundraising: Alternative financing methods can provide access to
capital while minimizing debt and dilution. Crowdfunding platforms, angel
investors, venture capital, and strategic partnerships offer viable alternatives to
traditional bank loans. Additionally, many businesses are turning to government
grants and innovation-focused accelerators to support early-stage development
(OECD, 2022). Choosing the right funding mix depends on the company’s size,
industry, and long-term objectives.

Social media marketing has evolved beyond a mere promotional tool into a vital
driver of global business growth. It offers businesses the unique opportunity to
reach a vast, international audience, build engaged communities, and track
campaign performance in real-time. However, as companies navigate the digital
landscape, they face challenges such as intense competition, constantly changing
algorithms, and shifting consumer behavior. To address these obstacles,
businesses must focus on creating high-quality, engaging content, leveraging Al

for personalized experiences, and maintaining flexibility in their strategies to
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adapt to market changes. Moreover, fostering a positive corporate culture,
offering flexible work arrangements, and managing financial stability through
cost optimization and diversified revenue streams are crucial for long-term
success. By strategically utilizing social media platforms, companies can not only
boost brand visibility but also strengthen customer loyalty and build meaningful
relationships, ensuring sustainable growth and competitiveness in the global

marketplace.
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PART 3: CONCLUSION
1. Recapitulation
In the rapidly evolving landscape of global commerce, social media marketing
(SMM) has solidified its role as a transformative force, enabling businesses of all
sizes to expand beyond their domestic markets. Based on the research findings,
this study has effectively addressed its core objectives.
Firstly, the thesis highlights the strategic importance of SMM in enhancing
global reach, brand visibility, and customer engagement. By leveraging
platforms such as Facebook, Instagram, LinkedIn, and TikTok, businesses can
target diverse international audiences, build meaningful connections, and
create culturally relevant content. This approach not only reduces traditional
advertising costs but also supports real-time interaction and brand loyalt-
particularly crucial in competitive and digitally saturated environments.
Secondly, the thesis examines how social media serves as a cost-effective and
agile tool for global market penetration. It explores how businesses can utilize
analytics, targeted advertising, and influencer partnerships to boost visibility
across borders. Case studies of successful campaigns demonstrate that SMM
enables firms to track market trends, respond to consumer feedback, and refine
their strategies with remarkable precision—advantages not easily achieved
through conventional marketing methods.
Thirdly, drawing from these insights, the study proposes strategic
recommendations to optimize the use of SMM for international expansion. These
include investing in data analytics for personalized content, fostering brand
communities through consistent engagement, adopting platform-specific content
strategies, and collaborating with local influencers to build cultural resonance.
Finally, it emphasizes the need for ongoing adaptation to algorithm changes and
consumer behavior shifts. Through these methods, businesses can not only gain a
competitive advantage but also ensure sustainable brand growth in the global

digital marketplace.

58



2. Limitation of the study

One significant limitation of the research is its exclusive focus on major global
social media platforms such as Facebook, Instagram, LinkedIn, and TikTok, while
overlooking region-specific platforms like WeChat (popular in China),
VKontakte (widely used in Russia), and Line (prevalent in Japan and parts of
Southeast Asia). This narrow scope may limit the study’s applicability in non-
Western markets, where consumer behavior and platform usage differ
significantly. By excluding these regional platforms, the research may miss
important insights into localized marketing strategies and user engagement
patterns that are essential for businesses operating in diverse cultural and
technological environments.

Another key limitation lies in the absence of primary data collection methods,
such as interviews, surveys, or case studies, which could have provided direct
insights from marketers and consumers. Instead, the study relies solely on
secondary sources like academic literature and industry reports, which may be
outdated or lack context-specific relevance. This dependence on existing data
reduces the study’s ability to reflect current trends, rapidly evolving social media
technologies, and nuanced user behavior. Moreover, firsthand data would have
strengthened the research’s validity by grounding its conclusions in real-world
practices and experiences, offering more actionable recommendations for
businesses.

3. Suggestions for future study

Building on the findings and acknowledging the limitations of this study, several
suggestions for future research are proposed to deepen and expand the
understanding of social media marketing (SMM) in the context of global business
expansion.

Firstly, future research should employ mixed-methods approaches, combining
both qualitative and quantitative techniques. For example, researchers could
conduct a survey measuring brand engagement levels across different

demographics, followed by in-depth interviews to explore why certain types of
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content resonate more in specific cultural contexts. This would capture both the
breadth and depth of user behavior on social media.

Secondly, future studies should focus on emerging markets and regional social
media platforms. For instance, a study could examine how businesses adapt their
strategies for platforms like WeChat in China or Line in Japan and Thailand,
where the features and consumer expectations differ vastly from Western
platforms like Instagram. Investigating localized campaigns, such as Nike’s
personalized mini-programs on WeChat, would provide practical insights into
regional success strategies.

Thirdly, scholars are encouraged to investigate the integration of emerging
technologies—particularly artificial intelligence (Al), augmented reality (AR),
and blockchain—into social media marketing practices. For example, future
research could explore how brands like L’Oréal use Al-based virtual try-on
experiences through Instagram and Snapchat filters to boost consumer
engagement and purchase intentions.

Additionally, longitudinal studies tracking how businesses adapt their SMM
strategies over time would offer valuable perspectives. A possible study could
track the evolution of Starbucks’ global social media campaigns from 2015 to
2025, analyzing how the company adjusts its messaging in response to platform
changes (like TikTok’s rise) and consumer expectations around sustainability.
Future research should also explore the ethical implications of global SMM. For
instance, analyzing the impact of Facebook’s data privacy controversies (e.g.,
Cambridge Analytica scandal) on user trust and brand engagement would provide
deeper insights into how businesses must balance data-driven marketing with
ethical standards to maintain consumer loyalty.

Finally, comparative studies between industries could yield important findings.
For example, comparing how the healthcare industry (e.g., Mayo Clinic’s health
information campaigns) and the fashion industry (e.g., Gucci’s luxury storytelling
on Instagram) utilize social media differently for global engagement could

highlight sector-specific best practices and challenges.
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Future studies can focus on the following key areas to further deepen the
understanding of social media marketing in the context of global business
expansion:

— Cultural Nuances and Regional Variations: Future research should explore
how cultural differences impact the effectiveness of social media marketing
strategies across diverse global markets, particularly through local platform
adaptations and content personalization.

— Technological Integration: Studies should investigate the role of emerging
technologies such as artificial intelligence, augmented reality, and blockchain in
transforming customer engagement, personalization, and brand trust on social
media platforms.

— Ethical and Regulatory Considerations: Given the increasing concerns
around data privacy and misinformation, future research should focus on the
ethical implications of social media marketing campaigns and how brands can
navigate regulatory challenges while maintaining consumer trust.

— Influencer Marketing: The long-term effects of influencer marketing on brand
loyalty and consumer behavior, especially in cross-cultural contexts, should be
examined to understand how influencer partnerships can be optimized for global
brand strategies.

— Longitudinal Insights: Long-term studies tracking the evolution of social
media marketing strategies and their adaptability to changing algorithms,
consumer preferences, and technological advancements will provide valuable
insights into sustainable growth.

By focusing on these areas, future research will offer critical insights into the
evolving role of social media marketing and provide businesses with the tools

needed to navigate the increasingly complex global digital landscape.
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