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ABSTRACT

Despitevariousadvancesininternationalbusinessandentrepreneurshipliteraturesandincreasing
interestinspeedofinternationalizationmainlyamonginternationalentrepreneurshipscholars,the
relationshipbetweentheuseofsocialmediaandtheinternationalizationspeedofthefirmremains
poorly investigated.This articlepresents the reflective construct “speedofuseof socialmedia”
andprovesitspositiveeffectonthethirdorderformativeconstruct“speedofinternationalization.”
Furthermore,usingmulti-groupanalysis,thearticledemonstratesthatthiseffectismoderatedbythe
industrywherethecompanyperforms(business-to-customervs.business-to-business)anditsexport
intensity,butnotbythesizeofthefirm.Theresultsobtainedopenaninterestingareaforfurther
researchintheroleofWeb2.0andsocialnetworkinginfutureknowledgemanagementsystemsof
internationalnewventurescompanies.
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INTRodUCTIoN

Globalizationandemergingmarketsareofferingamazingopportunitiestonewandoldcompanies
that move faster to foreign markets. For example, the world’s best startup examples like Uber,
AirBnBandBlaBlaCarareactuallylookingtobethefirstatcustomizingtheirbusinessmodelstosuit
requirementsofvariousAPACandMEAmarkets.Airbnb,forexample,leveragedtheadvantagesof
beingafirstmovertotheEuropeanandAsianMarketsagainstitscounterpartWimdu.Lateentrants
suchasExpediaandAmazonfaceddifficultyininstitutingthemselvesintheregion(andthiscameat
ahighercostaswell).Butthespeedofinternationalizationisnotonlyrelevantforstartups,García-
Carcía,García-CanalandGuillén(2017)foundthatfirmsfromthe‘old’Europecanalsokeepup
withnewtrendsininternationalizationandprofitfromspeedingtheirinternationalizationprocess,
thusprovidingsomehopetothemanagersofestablishedmultinationalsfromdevelopedeconomies
whosegloballeadershiphasbeenchallengedbynewcomerstotheinternationalscene.

Infact,differentstudieshavefocusedonthespeedofinternationalizationconceptintheliterature
(Jones,CovielloandTang2011;JohansonandVahlne1977;Rialp,RialpandKnight2005;Zhang,
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Sarker,andSarker2013;CasillasandAcedo2013;CasillasandMoreno-Menéndez2014).Inthis
sense,itispossiblefindstudiesrelatingspeedofinternationalizationtoinvestmentintechnology
(Saarenketo,Puumalainen,Kylaheiko,andKuivalainen,2008);totechnology-intensivesectors(Mohr
andBatsakis2014);andalso,importantly,studiesfocusedontheeffectofspeedofinternationalization
onperformance(HilmerssonandJohanson2016).However,asrecognizedbyMohrandBatsakis
(2014p.601),“researchonthespeedwithwhichfirmsexpandtheiroperationsinternationallyis
scarceatbest,inparticular,whencomparedtootherquestionsrelatedtointernationalexpansionsuch
as,forexample,entrymodechoice”.

Inthissense,thepossibleantecedentsofspeedofinternationalization,forexampletherelationship
betweeninformationandcommunicationtechnologies(ICTs)ingeneral,andsocialmedia(SM)in
particular,andinternationalizationspeedremainspoorlyinvestigated(Morgan-ThomasandJones
2009).Durkin,McGowanandMcKeown(2013,p.720)pointout:“thereisadeficitintheresearchwith
respecttoamorestrategicconsiderationofhowSMcanaddvaluetothecustomer-SMErelationships”.

Therefore,thisarticleattemptstodelineatetheroleofSMusageintheinternationalizationprocess
offirmsandelaborateonhowthespeedofuseofSMmayacceleratethespeedofinternationalization.
Internationalizationhasmuchofmarketrelationships,asinvolveenteringtonewmarkets.Musteen,
FrancisandDatta(2010)indicatethatfirmssharingacommonlanguagewiththeirinternationalties
areabletointernationalizefasterthanfirmsthatdonotshareacommonlanguage.Therefore,thefaster
acompanyusessocialnetworkssites,thefasterthecompanycanobtainacommonlanguagewiththeir
internationaltiesthat,atthesametime,allowthecompanytodevelopafasterinternationalization
process.Inthissense,accordingtoIbehandKasem(2011),socialandbusinessnetworkswerefound
tobeimportantinexplainingtheinternationalizationspeed,butsocialtiesseemedmoreinfluential
atinitialstagesoftheprocess.

Furthermore,brandscanexploitthepotentialofsocialmediabyestablishinganonlinebrand
communitybasedonastructuredsetofsocialrelationsamongadmirersofabrand.Kananukul,Jung
andWatchravesringkan(2015)provethatbrandtrustworthinessisformedthroughconsumer’strust
towardsocialnetworksites,brandtrustinducesahighdegreeofbrandloyaltyandthoseindividuals
withhigherbrandloyaltyarelikelytopurchasethebrand’sproductsmorefrequentlyaswellasin
ahighervolume.

Therefore,thefirms’possessionofintangibleresourcesandassets(e.g.brandtrustworthiness),
acquiredfirstforthosefirmsthatfasterusesocialsites,explainthespeedwithwhichfirmsexpand
theirinternationaloperation.Therefore,aspreviousauthorshavedone(MohrandBatsakis2014),
wedrawontheresource-andknowledgebasedviews(RBV/KBV)ofthefirmtoidentifyanother
intangibleresourcethatexplainsspeedofinternationalization.

Itisnotasurprisethatanyactivityrelatedtomarketrelationshipwillbepositivelyrelatedto
internationalizationprocess.Ifthisissueisaccepted,higherspeedofmarketrelationactivitiesshould
positivelyinfluenceinternationalizationspeed;inotherwords:ifthecompanyisfasterusingSM,itwill
increasethespeedofinternationalization(whatdoesnotmeanthatifthecompanydoesnotuseSM
cannotbefastinitsinternationalizationspeed:thecompanywouldbefasterinitsinternationalization
processifitsspeedofuseofSMwashigher).ThefactthatSMareborderless,allowsreinforcethe
ideathatthespeedofinternationalizationcanbefaster.Thus,thisresearchproposesamodelthat
introducesthedirecteffectofthespeedofuseofSMonthespeedofinternationalizationandthe
moderatingeffectofindustry,sizeandexportintensityofthefirmontheproposedrelationship.

Theremainderofthisarticleisorganizedasfollows:firstitprovidesabriefoverviewofliterature
onspeedofinternationalizationandSM.Subsequently,itdevelopsthemodelandthehypothesis
thatexplicatestherelationshipsbetweenthespeedofuseofSMandinternationalizationspeedand
showshowsuchrelationshipmaybemoderatedbydifferentcharacteristicsofthefirm.Thenthe
basisoftheempiricalinvestigationisexplainedandfinally,itconcludesbydiscussingthetheoretical
andpractical implicationsof the arguments andhow they enhance the current understandingof
internationalentrepreneurship.
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BACKGRoUNd

Speed of Internationalization
Chetty, Johanson and Martín (2014) refer to physics to conceptualize the concept of speed of
internationalization.Astheymention,“speed”isdefinedandmeasuredas“distancedividedbytime”
inphysics;therefore,theyconsiderthatspeedhastwocomponents:timeanddistanceanddefine
speedofinternationalizationas“arelationshipbetweentheinternationalizationdistancecoveredand
thetimepassedtoreachthis”(p.640).So,adoptingthisformula,itcouldbepossibletoassume,for
example,thatthenumberofforeignmarketswhereafirminitiatesitsoperationscouldbeaproxy
ofthe“distance”covered,whiletimecouldbethedifferencebetweenthecurrentyear(2015)and
itsyearofinception.Thisphysicanalogycouldbegeneralizedforconceptualizingothertheoretical
constructs related to speed. In fact, Chetty et al. (2014) refer to the internationalization process
literatureforconceptualizinginternationalizationdistance,andfoundthattheconceptcouldberelated
tothefirm’sknowledge(mostlyexperiential)andtothefirm’scommitmenttointernationalmarkets.

WeagreewithChettyetal.(2014)whentheyarguethat“experiencegainedfrominternational
activitiesduringaspecifictimeperiodcanbeassumedtocorrespondtothefirm’sspeedofinternational
learning”(p.640),andexperienceisgainedbyconductingbusinessindifferentmarkets:thediversity
ofmarkets’conditionsallowfirmstolearnmoreincomparisonwithasituationwheretheconditions
of the international markets were the same. Likewise, the potential for repetition is an intrinsic
componentof learning.Consequently, themoreexperientialknowledgegainedduringa specific
periodoftime,thebiggerthecontributiontothespeedofinternationalization.Ontheotherhand,
internationalcommitmentsupposesthatfirmsinvestresourcesinforeignmarketsinsteadofinvesting
inthedomesticone(JohansonandVahlne1977);therefore,internationalcommitmentreflectsthe
firm’sdependenceonforeignmarkets.Althoughthecommitmentconceptintheinternationalbusiness
literaturehasbeenaddressedfromdifferentapproaches(daRocha,CottadelMello,Pachecoandde
AbreuFarias2012),itispossibletoidentifyacommonpointofview:thelooseofvalueofcommitted
resourceswhenthefirmmovestoothermarkets.

Chettyetal.(2014)considerthat“speedofcommittinginternationallyrelatestointernational
commitment and time” (p. 641), for instance, the more employees devoted to the international
operationsduringaspecificperiodoftimeorthemoreresourcesarecommittedtolegalentitiesin
internationalmarkets,thebiggertheinternationalcommitment.Therefore,thelargerthemagnitude
of resources committed internationally during a specific period of time the higher the speed of
internationalization.

Speed of Implementation of Social Media
The term“SocialMedia” (SM)hasbeendefinedby the literatureas“agroupof Internet-based
applicationsthatbuildontheideologicalandtechnologicalfoundationsofWeb2.0,andthatallow
forthecreationandexchangeofuser-generatedcontent”(KaplanandHaenlein2010,p.61).SM
compriseboththeconduitsandthecontentdisseminatedthroughinteractionsbetweenindividuals
andorganizations(Kietzman,Hermkens,McCarthyandSilvestre2011).Thesetechnologieshavethe
potentialtoprovidegreateraccesstocustomerinformationthroughcustomer-customerinteractions
orthroughcompany-customerinteractions(Agnihotri,Kothandaraman,KashyapandSingh2012).

Tomeasure“speedofuseofSM”theresearchdrawsonthephysicsanalogyemployedpreviously
byChettyetal.(2014)fordefiningtheconceptofspeedofinternationalization.Inthisresearch,we
definespeedofuseofSMastherelationshipbetweentheSMusedistanceandthetimepassedto
reachthis.Therefore,itisneededtoidentifythetwocomponentsoftheformula:distancecovered
andtime,andthenitcandefinespeedofuseofSMasarelationshipbetweentheSMusedistance
coveredandthetimepassedtoreachthisdistance.

Considering the previous literature on SM, the conceptualization of SM use distance could
berelatedtotheregularuseofSMapplicationsintheoperationsandtransactionsofthecompany.
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Regardingthetimecomponent,thisresearchconsidersthenumberofyearsthefirmhasbeenoperating
sincetheexistenceofSMtechnologies.AccordingtoMichaelidou,SiamagkaandChristodoulides
(2011),atime-linebasedonGoogletrendsshowsagrowinginterestinSMsince2004.Inaddition,
O’ReillyandMusser(2007)explainthatin2004theyrealizedthattheWebwasonthecuspofa
newera,theWeb2.0.Therefore,2004canbeconsideredtheyearwhenSMtoolsstartedbeingused
bycompanies.So,thenumberofyearsafirmhasbeenoperatingsince2004couldbeconsidered
thetimedimension.

THeoReTICAL ModeL ANd HyPoTHeSIS

TheuseofSMbyinternationalnewventurescanpotentiallyacceleratetheirinternationalizationdue
to(1)thepursuitofhigh,value-addedITapplicationstomaintainacompetitiveedge;(2)thereduction
inthecostsofcommunicatingwithforeigncustomers/suppliersandofgatheringinformationabout
foreigncompetitors;and(3)thesupport/enhancementofdistinctivecompetenciesandskillsinother
businessfunctions(Zhangetal.2013).

Pezderkaetal.(2012,p.9)assertthat“thosecompaniesthatdevelopsuperiorcapabilitiesinterms
ofcommunicationwithcustomers,relationship-building,reachingpotentialcustomers,bypassing
costly physical presence in foreign markets, market research, being a front-runner in employing
advanced export management technology, and cost reduction through Internet deployment, will
experienceenhancedexportperformance”.Therefore,alongwiththeemergence,furtherdevelopment
anddeploymentofSMtechnologies,companiesnowhaveagreaterabilitythanevertotakeadvantage
of international market-growth opportunities (Mathews, Healy and Wickramasekera 2012) and
therefore,theadoptionandcurrentuseofSMmayhaveuniqueimplicationsforincreasingthespeed
andbenefitsofinternationalization(OkazakiandTaylor2013).

Musteenetal.(2010)developedsomehypothesesrelatingthestructural,cognitiveandrelational
aspectsof the internationalnetworkofSMECEOs to two internationalizationoutcomes-speed
andperformancedrawingonsocialcapitaltheoryandtheinternationalentrepreneurshipliterature.
Theirfindingsindicatethatfirmssharingacommonlanguagewiththeirinternationaltiesareableto
internationalizefasterthanfirmsthatdonotshareacommonlanguage.Therefore,thefasteracompany
usessocialnetworkssites,thefasterwillobtainacommonlanguagewiththeirinternationaltiesthat,
atthesametime,allowthecompanytodevelopafasterinternationalizationprocess.IbehandKasem
(2011)alsoremarktheimportanceoftherelationalperspectiveinexplainingtheinternationalization
speed.Accordingtotheseauthors,bothsocialandbusinessnetworkswerefoundtobeimportant,
butsocialtiesseemedmoreinfluentialatinitialstagesoftheprocess.

Furthermore,socialnetworksites(e.g.LinkedIn)enableuserstoconnectandstayintouchwith
otherpeople(Phan,ThomasandHeine2011).Brandscanexploitthepotentialofsocialmediaby
establishinganonlinebrandcommunity,whichisaspecialized,non-geographicallyboundcommunity,
basedonastructuredsetofsocialrelationsamongadmirersofabrand.Kananukuletal.(2015)prove
thatbrandtrustworthinessisformedthroughconsumer’strusttowardsocialnetworksites,brandtrust
inducesahighdegreeofbrandloyaltyandthoseindividualswithhigherbrandloyaltyarelikelyto
purchasethebrand’sproductsmorefrequentlyaswellasinahighervolume.Accordingly,itcanbe
expectedthat:

Hypothesis One:Thehigherthespeedofuseofsocialmedia,thehigherthespeedofinternationalization
ofexportingfirms.

Themoderatorvariablesusedforthisstudyareasfollows:industrytype,firmsizeandexport
intensityofthefirm.Differentpapersthathaveanalysedspeedofinternationalizationhaveconsidered
sizeasacontrolvariable(AcedoandJones2007;Chettyetal.2014;Hutzschenreuter,Kleindienst,
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GuentherandHammes2016;Luo,ZhaoandDu2005;MohrandBatsakis2017). In this sense,
itispossibletofindspecializedliteraturewherespeedofinternationalizationisconsideredasan
explanatoryof firmperformance(HilmerssonandJohanson2016)wheresizeand industryhave
alsoplayedtheroleofcontrols.Likewise,otherpapersthathavebeenfocusedonexplainingspeed
ofinternationalizationandhaveconsidered,inlinewiththecurrentresearch,possibledeterminants
(forexample,thelearningacquiredinthecourseofpastinternationalizationactivities(Casillasand
Moreno-Menendez2014);firms’possessionofintangibleresources,inparticular,intangibleassets
(e.g.brandvalue)anddifferenttypesofexperientialknowledgeofinternationaloperations(Mohrand
Batsakis2014);and/orindividual-levelandcompany-levelantecedents,includingpropensitytoact,
risktolerance,company-levelorganizationofknowledge,abilitytoforgecompany-levelconsensus,
andcompany-levelresponsiveness(Li,QianandQian2015);havealsoconsideredsizeandindustry
ascontrolvariables.

Perrigot,Kacher,BassetandClique(2012)analyzedtherelationshipbetweenthepresenceof
thecompanyinSMandtheindustrywherethecompanyoperated,findingasignificantrelationship.
Theindustrytypeinwhichabusinessoperatesmayinfluencetheadoptionofinformationsystem
(IS)innovations,includingInternetande-businesstechnologies(Levenburgetal.2006);although
otherauthorsdonotconfirmthisview(Teo2007).Inthissense,Swani,BrowandMilne(2014,p.
873)recognizethat“socialmediaresearchandstoriesofitseffectivenessmainlyfocusonbusiness-
to-consumer (B2C)examples inwhichsocialmedia leads to increasedbrandawareness, loyalty,
engagement,andsales(e.g.,KumarandMirchandani2012;Rapp,Beitelspacher,GrewalandHughes
2013;Taylor,LewinandStrutton2011;Wiersema2013)”.Fromthepointofviewoftheseauthors,
B2Bmarketersseemhesitanttoadoptsocialmediamarketingstrategies.TheyrefertoGiamancoand
Gregoire(2012)topointoutthatonly5%ofB2Bmarketerscitesocialmediamarketingasawell-
optimizedpartoftheirmarketingmix,17%donotusesocialmediaatall,and58%considerthemselves
intheinitialstagesofdevelopingtheirsocialmediastrategies.Takingintoaccounttheconsideration
doneforsomeauthorsthatservicebusinessesaremorepredisposedtowardsusingtheInternetfor
businessactivitiesthanmanufacturingenterprises(GoodeandStevens2000),therelationshipamong
speedofuseofSMandspeedofinternationalizationcouldbemoderateddifferentiatingbetween
B2BandB2Ccompanies.TheneedforB2Cfirmstoconnectwithinternationalcustomers,andevery
timemorefrequently,couldsupposethatthesecompanieswithahigherspeedofuseofSMcould
internationalizefaster.Therefore,itcanbehypothesizedthat:

Hypothesis Two:Thehigherthespeedofuseofsocialmedia,thehigherthespeedofinternationalization
ofB2CthanB2B.

Some authors verified that the size of the firm has a positive direct influence on export
performance(Calof1994;Majocchietal.2005;Williams2011).Forexample,Bonaccorsi(1992)
establishedthatsmallfirmsexportalowershareoftheirsalesbecauseoflimitedresources,lackof
scaleeconomiesandhighriskperceptionininternationalactivity.Majocchietal.(2005)findahighly
significantrelationshipbetweenfirmsizeandexportintensity,whensizeismeasuredbynumberof
employees.NazarandSaleem(2009)concludethatfirmsizehaspositiveeffectonexportperformance
ifmeasuredintermsoftotalsalesandhasnegativeeffectsarefoundonexportprofitsifmeasuredby
numberofemployeesafirmhave.However,theimpactofsizeonexportsisnotfreeofcontroversy
intheliterature.Smallerfirmsarealsoseenbytheacademicliteratureasquickerandmoreflexible
thanthelargeronesduetostructuralsimplicity,andthereforeefficientadaptationcanprovidethem
acompetitiveadvantageinrespondingtothespecificrequirementsofforeignbuyerswhenexport
relationsizeincreases(VerwaalandDonkers2002).Thatisthereasonwhysomeauthors,asMoen
(1999)andPla-BarberandAlegre(2007),didnotfindasignificantrelationbetweenseizeandexport:
Moen(1999)findthatfirmsizeandexportintensityisnotsignificantlyrelated;whilePla-Barberand
Alegre(2007)findthatfirmsizeisnotapreponderantfactorfortheinternationalizationofbiotech
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firmsandmentionthatpriorresearchhadgenerallyfocusedonmanufacturingindustrieswithout
takingintoaccounttheimplicationsofdealingwithheterogeneoustechnologyprofiles.

Ontheotherhand,firmsizehasbeenfoundtopositivelypredicttheadoptionofIS(Teo2007;
Huangetal.2008);althoughsomeresearchers(e.g.GoodeandStevens2000)havefailedtoconfirm
thisrelationship.Inthissense,Lorenzo-Romeroetal.(2013)intheirstudyoftheuseofSMasa
marketingstrategybyretailers,didnot findmanydifferencesbetween large,medium,andsmall
companiesintheuseofSMtools.Attendingpreviousliterature,webasedontheassumptionthat
forlargerfirms,lessflexiblethansmallerones,ahigherspeedofuseofSMcouldbenefitafaster
internationalization.Therefore,weestablishthefollowinghypotehsis:

Hypothesis Three: The higher the speed of use of social media, the higher the speed of
internationalizationoflargerfirmsthansmallerfirms.

Finally, it can be posited that the higher the export intensity of the firm, the higher the
dependenceofthefirmoftheinternationalmarketsanditsexperientialknowledgeobtainedabout
them.Theexportintensityischaracterizedbyaconsiderableamountofuncertainty,whichstems
fromthelackofknowledgeaboutforeignmarkets.Thatisthereasonwhymanagersneedtodevelop
theirinternationalcontactstoachievemarketentrytotheleadingmarkets.Justapassivefollowing
strategywilldownsizethemarketopportunitiesandiftheinternationalizationhappensafterall,it
willtakeplaceintheeconomieswithlowereconomicpotential(Ojala2009).Ontheotherhand,
andasithasbeenalreadymentioned,firmssharingacommonlanguagebenefitfromnetworking
andinternationalizefasterthantheonesthatdonotsharecommonlanguage(Musteenetal.2010).
Therefore,forthosefirmsdependingmoreonforeignmarkets,thehigherspeedofuseofSMcould
facilitateahigherspeedofinternationalization.Theknowledgeneededtocompeteinforeignmarkets
canbeacquiredthroughexperiencefrompracticaloperationsabroadbutnowadaysitcouldalsobe
obtainedusingSM.AfirmusingSMtoolsforconnectingwithitsforeigncustomerscouldbetter
knowthedifferencesinenvironmentalconditionsandismorelikelytoselect themostattractive
marketsandadaptthemarketingstrategytoaccommodatethespecificneedsofthosemarketsabroad
(CavusgilandZou1994).

Hypothesis Four: The higher the speed of use of social media, the higher the speed of
internationalizationofhigh-exportintensityfirmsthanlow-exportintensityfirms.

Asithasbeenseen,thevariablesconsideredhereasmoderatorsareamongthemostfrequently
considered as possible firm-level determinants of export performance (Grandinetti and Mason
2012).Forinstance,theemergenceofthesizeofthefirmasakeydeterminantisnotasurprise,as
itsrelationshipwithexportperformancehasbeenoneofthemostextensivelystudiedintheexport
marketingliterature(Moen1999).However,nosignificantrelationshipwasfoundbetweenthesize
ofthefirmandexportperformanceinsomecases(Moen1999;Contractoretal.2005).Thus,the
connectionbetweenfirmsizeandperformanceisstillacontroversialissue(BrouthersandNakos
2005).Studiesontherelationshipbetweenfirmsizeandinternationalizationhighlightthefactthat
smallsizedoesnotconstituteper seabarriertoexportingandthat,despitehavingfewerresources,
SMEscansuccessfullyenterforeignmarketsandachieveahighlevelofexports.Thischaracteristic
of“mixingempiricalresults”isalsorelatedtootherdeterminantsofexportperformance.Inthis
sense,severalempiricalstudiesreportasignificantpositiverelationshipbetweenexperienceinforeign
marketsandperformance(Ladoetal.2004),whereasotherstudieshavesuggestedthatinternational
experienceisnegativelyrelatedtoexportperformance(BrouthersandNakos2005).

Figure 1 shows the proposed model, in which the relationships that will be tested in the
measurementandstructuralmodel,andthemoderatingeffects,areincluded.
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MeTHodoLoGy

Sample and Procedure
Anonlinequestionnairetomulti-industrysampleofSpanishexportingfirmswasusedasmethod
ofdatacollectioninDecember2014.Amultiindustrysampleenlargestheobservedvarianceand
emphasizesthegeneralizationofthefindings(Morgan,Kaleka,&Katsikeas,2004;Navarro-García,
Arenas-Gaitán,&Rondán-Cataluña,2014).

Giventhatthestudy’sunitofanalysiswasattheorganizationlevel,andtheresearchfocuses
mainlyontheinternationalizationprocessofthecompanyandtheuseofSM,internationalandgeneral
manager/sinchargeofthefirm’sforeignbusinessactivitywerecontacted.Thefinalsamplewas
obtainedfromthemarketresearchcompanyGMIbasedontheICEX(SpanishInstituteforForeign
Trade)databaseofexporters.Thenon-probabilitymethodbyquotasamplingwasusedtoensurethat
thesampleisrepresentativeoftheSpanishexportingcompanies’populationwithregardtoregion
oflocation.Maintainingsectorialproportionality,1100managersinchargeofexports(i.e.export
managers)receivedthequestionnaire,and337fullyvalidoneswerereturned.

Toanalysethepossiblenon-responsebias,wecomparedthenumberof timestheWebpage
withthesurveywasrequestedwiththenumberofcompletedresearchresponsesactuallyreceived,
sowecouldmakeareasonableestimationofactiverefusals:thewebpagewasrequestedmorethan
970timesandthenumberofcompletedresearchresponseswas337,whichrepresentsa34%rateof
non-refusal—overcomingtherangeof15–20%mentionedbyMenon,BharadwajandHowell(1996)
—.Unfortunately,wecouldnotcomputedifferencesinkeyvariablesamongthoseansweringthe
surveyandthosethatdidnotbecausethedirectorywherethecontactinformationwasfounddidnot
provideuswithothertypesofinformation.

Likewise,toanalysethepossibledifferencesbetweenearlierandlaterespondents(regarding
thosewhoansweredfirst tothequestionnaireandthosewhoansweredafter thefirstandsecond
re-call),weranbivariateanalysisandwedidnotfindanysignificantdifferencesintheirresponses.

Thefinalsampleconsistedof337exporters.Thesecompaniesare, inaverage,52yearsold,
theyhavebeenregularexporters foralmost19years—asimilarpercentage to theoneobtained
byNavarro-Garcíaetal.(2014)—,theiraveragelevelofexportintensityis57%,andthenumber
ofexportingcountries,inaverage,is16(beingthemaximumnumberofexportingcountriesbya
firm160).Mostfirmsaresmallandmedium-sized(67.1%),withthemeannumberofemployees

Figure 1. Proposed model
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being142.7.Thebigsizecompanies(32.9%)haveameannumberofemployeesof9,035.1.The
58.8%ofthesampleareB2Bandthe41.2%areB2Ccompanies.Wedefinedwhetheragivenfirm
canbeclassifiedasSMEsoralargefirmfollowingOECDdefinition(OECD2018);andwefollow
Horjmose,BrammerandMillingotn(2012)toestablishifafirmwasactiveinabusinesstobusiness
orabusinesstoconsumersector(astheseauthorswebasedonthefirm’sprimaryactivityasprovided
byCNAE,moreprecisely,weusedthe4digitCNAEcodethatcharacterizedafirm’sprimaryactivity
toallocatefirmstotheB2BorB2Csectors).

Measures
Mostofthemeasuresusedinthestudyweretakenfrompreviouslyvalidatedsources,specifically
thosevariablesusedtomeasurethethird-orderconstruct“SpeedofInternationalization”.Infact,
followingChettyetal.(2014),“speedofinternationalization”willbeconceptualizedasaformative
higher-orderconstructcreatedbytwodimensionsinthisresearch:speedofinternationallearningand
speedofcommittinginternationally.Theconstruct“speedofinternationallearning”isoperationalized
asareflectivefirst-order,formativesecond-orderconstruct(i.e.,a‘typeII’constructaccordingtothe
alternativesecond-orderfactorspecificationsprovidedbyJarvisetal.2003),thatis,formedbytwo
constructswithreflectiveindicators:“Speedoflearningfromrepetitionofinternationalactivities’
and‘speedoflearningfromdiversityofinternationalactivities”.Thefirstonecapturesthespeed
ofthetime-baseddimensionoflearning,i.e., learningbyrepetitionandisreflectedinindicators
suchasthespeedofobtainingthefirstexportorderandachievingregularexports.Thesecondone
isreflectedinindicatorssuchasthespeedofthegeographicscopeandofdiversityofentrymodes
usedininternationaloperations.Thatis,the‘rate’atwhichthefirmhasenteredforeigncountries
andusedseveraldifferententrymodes.

Regarding themeasurementof“speedofcommitting internationally”, this isexpected tobe
reflectedinindicatorscapturingthespeedanddegreeofintegrationandspecializationoftheresources
andtheamountofresources(JohansonandVahlne1977).Inotherwords,thisresearchmeasuresthe
speedatwhichthefirmcommitsspecificresourceswithindicatorssuchasthe“speedofcommitting
staffininternationalactivities”(e.g.,numberoffulltimeemployeescurrentlyactiveininternational
activities/numberofyearsoperating)andthe“speedofusingafirm’sforeignlanguageskills”,and
thespeedatwhichthefirminvestssignificantresourcesinternationallyor“speedofentrymodes
commitment”.

Atthebeginningofthequestionnaire,weincludedabriefdescriptionabouttheobjectiveofthe
researchanddefinitionofSocialMedia.Inthisresearch,weconsiderSocialMediaasinteractive
anduser-generatedcontentapplicationsusedbycustomersforcommunicationandforthecreation,

Table 1. Demographic information of the sample

Sample size 337

Age 52yearsold(average)

Timebeingregularexporter 19years(average)

Exportintensity 57%(average)

Numberofexportingcountries 16(average)

Size SmallandMediumsize(67.1%) 142.7(averagenumberofemployees)

Bigsizecompanies(32.9%) 9035(averagenumberofemployees)

Industry B2B 58.8%

B2C 41.2%
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editing,anddisseminationofcontent.SocialMediaincludeblogs,socialnetworks,customerforums,
contentaggregators,wikis,etc.(ConstantinidesandFountain2008).

Asithasbeenmentionedinthesection“SpeedofimplementationofSocialMedia”,inthis
researchwedefinespeedofuseofSMastherelationshipbetweentheSMusedistanceandthetime
passedtoreachthis.Moreprecisely,SMrelatestheregularuseofSMapplicationsintheoperations
andtransactionsofthecompanytothenumberofyearsthefirmhasbeenoperatingsince2004(2004
canbeconsideredtheyearwhenSMtoolsstartedbeingusedbycompanies(Michaelidou,Siamagka
andChristodoulides2011;O’ReillyandMusser2007)).So,ifafirmisusingSMinonetypeof
transactionswhileanotherfirmisusingSMforallitstransactions,andbothhavebeenoperating12
years(thedifferencebetween2015and2004)thespeedofuseofSMwillbehigherforthesecond
onethanforthefirstone.Likewise,afirmoperatingsince2008couldbefasterintheuseofSM
thanafirmoperatingsince2000iftheformerisusingSMtoolsinmoretransactionsthanthelatter.
Therefore,“speedofuseofSM”reflectstheintensificationoftheimplementationofthesemediaby
thefirmsincetheSMtechnologyemergenceintheworldmarket.

Thescaleusedtomeasurethe“SpeedofuseofSocialMedia(SM)”wasadaptedfromthescale
usedbyIfinedo(2011).Moreprecisely,SpeedofuseofSMwillbeconceptualizedinthisresearchas
areflectiveconstructformedbyfourobservablevariablesrelatingoperationsandtransactionswhere
thefirmsuseSMtoolsandthenumberofyearsthefirmhasbeenoperatingsincetheemergenceof
thesemedia.TomeasurethegeneralusageofSMthisresearchusedthefouritemsproposedbyIfinedo
(2011)thatwereanchoredonafive-pointLikertscalerangingfrom“stronglydisagree”to“strongly
agree”inwhichparticipantswereaskedtoindicateanappropriateresponse.Then,tocalculatethe
speedofuseofSM,eachitemisdividedbythenumberofyearsoperatingduringtheexistenceof
theseapplications(since2004).

Weconsidertheconstruct“speedofuseofSM”areflectiveconstructconsideringthedecision
rulesfordeterminingwhetheraconstructisformativeorreflectiveprovidedbyJarvisetal.(2003,
table1p.203):thedirectionofcausalityisfromconstructstoitems,indicatorsaremanifestations
oftheconstruct,changesintheindicatorswouldnotcausechangeintheconstructbutchangesin
theconstructdocausechangeintheindicators.Furthermore,indicatorsareinterchangeable,sharea
commonthemeanddropanindicatorwouldnotaltertheconceptualdomainoftheconstruct.Onthe
otherhand,indicatorscovariancewitheachotherandachangeinoneoftheindicatorsisassociated
withchangesintheotherindicators.Finally,indicatorshavethesameantecedentsandconsequences.

TheoperationalizationoftheconstructsappearsinTable2.
The moderator variables were assessed as follows: firm size was measured by number of

employees and divided into two groups, SMEs as those with less than 250 workers, and large
companiesasthosewithmorethan205workers.SectorwasdividedasB2C(retailandservices)
andB2Bcompanies(manufacturingandconstruction).Theexportintensitywasassessedashigh
exportintensityandlowexportintensity.Exportintensity,calculatedasexportsalesaspercentageof
totalsales,allowscapturedifferentlevelsofinternationalizationbyexportingfirmsinthisresearch
anditisnotconsideredasaproxyoflevelofinternationalcommitment,asdoneinotherstudies.
Therefore,thescoresweredividedatthefiftiethpercentileofthetotalgroup,andcompanieswere
assignedtothehighexportintensitygroupiftheyhaveavalueabovethefiftiethpercentile,andto
thelowexportintensitygroupiftheyhaveavalueunderthefiftiethpercentile.

data Analysis Technique
Astructuralequationmodelling(SEM),specificallypartialleastsquares(PLS),isproposedtoassess
themeasurementandstructuralmodel.Thistechniqueisusedbecauseismoreappropriateforthis
researchinviewoftheresearchobjectivesandexploratorynatureofthestudy(theconceptualization
ofspeedofinternationalizationandspeedofuseofsocialmedia)(LewandSinkovics2013),studies
withsmallsamplesizes(FornellandBookstein1982),thenon-normaldistributionofmostindicators
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(Chinetal.2003)and,whatismostimportant,thepresenceofsecondandthird-orderformative
constructsinthemeasurementmodel(Hairetal.2012).

WefollowedoneofthePLS-basedmethodsforestimatingmodelswithhigher-orderconstructs,
asChettyetal.(2014)usedtoconceptualizedspeedofinternationalization,the“two-stage”approach
(e.g.,Henseler,Wilson,GötzandHautvast2007;Wetzels,Oderkerken-SchröderandvanOppen
2009),andusedlatentvariablescoresintheestimationofthesecondandthird-orderconstructs.

SmartPLS2.0softwarewasusedtoanalysethedata(Ringleetal.2005).Thestabilityofthe
estimateswastestedviaabootstrapre-samplingprocedure(500sub-samples(Chin1998)).

Table 2. Constructs and measures

Construct Indicators Label Measurement Source
Speedoflearning
fromrepetition
ofinternational
activities
(REPETITION)

Speedofachieving
regularexports

REGEXP Numberofyearsregularlyexporting/number
ofyearsoperating

Chettyet
al.(2014)

Speedofobtainingthe
firstexportorder

FIRSTEXP Numberofyearssincethefirstexportorder/
numberofyearsoperating

Speedoflearning
fromdiversity
ofinternational
activities
(DIVERSITY)

Speedofgeographic
scopeofafirm’s
international
operations

COUNTR Numberofcountries/numberofyears
operating

Chettyet
al.(2014)

Speedofdiversity
ofentrymodesused
ininternational
operations

MOES Numberofentrymodes/numberofyears
operating

Speedof
international
learning
(LEARNING)

Speedoflearning
fromrepetitionof
internationalactivities

REPETITION Latentvariablescores Chettyet
al.(2014)

Speedoflearning
fromdiversityof
internationalactivities

DIVERSITY Latentvariablescores

Speedof
committing
internationally
(COMMIT)

Speedofcommitting
staffininternational
activities

PEOPLE Numberofemployeesininternational
activities/numberofyearsoperating

Chettyet
al.(2014)

Speedofusingafirm’s
foreignlanguageskills

LANGUAGE Numberoflanguagesused/numberofyears
operating

Speedofentrymodes
commitment

INVEST Entrymodewithforeigninvestment(yes/
no)/numberofyearsoperating

Speedof
internationalization
(SpeedInt.)

Speedofinternational
learning

LEARNING Latentvariablescores Chettyet
al.(2014)

Speedofcommitting
internationally

COMMIT Latentvariablescores

Speedofuseof
SocialMedia

Speedofusingsocial
mediainregular
activities

USE1 “OurcompanymakesuseofSocialMedia
veryoften”/numberofyearsoperating
duringtheexistenceofSocialMedia

Items
adapted
from
Ifinedo
(2011)

USE2 “OurcompanyusesSocialMedia,atall
times,foritstransactions”/numberofyears
operatingduringtheexistenceofSocial
Media

USE3 “OurcompanyusesSocialMediaitscritical
operations”/numberofyearsoperating
duringtheexistenceofSocialMedia

USE4 “Thenumberofbusinessoperationsand
activitiesinmycompanythatrequires
SocialMedia”/numberofyearsoperating
duringtheexistenceofSocialMedia
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ReSULTS

APLSmodelisanalysedintwostages:first,theassessmentofthereliabilityandvalidityofthe
measurementmodel,andsecond,theassessmentofthestructuralmodel.

Reliability and Validity Assessment
Firstly,followingtheapproachofotherstudies(e.g.Ifinedo2011;AlegreandChiva2013),procedural
remediesforcontrollingcommonmethodbiaseswerefollowed(Podsakoffetal.2003):clearand
concise questions were used in the questionnaire, respondents’ anonymity was assured and the
Harmonone-factortestwasusedtoassessifsuchbiaseswereaprobleminthesample.Resultsshow
thatcommonmethodbiaswasnotarelevantconcerninthedataset:thefactoranalysisconducted
intheoverallsampleresultedintwofactorswitheigenvaluesgreaterthan1(accountingfor67.3%
ofthetotalvariance).

Secondly,ananalysisofthevalidityandreliabilityofthescalesemployedinthemodelwas
performed.Asoneoftheobjectivesistoanalysethemoderatoreffectofsize,sectorandexportintensity
intherelationshipproposed,thisresearchalsotestedthereliabilityandvalidityforthesesubgroups,
toassesthatthemeasurementinstrumentisreliable.Therefore,weseparatedthecompaniesintotwo
groupsforeachmoderator:SMEs–thosewithlessthan250employees-andlargecompaniesforsize,
B2CandB2Bcompaniesforsector,andcompanieswithahighexportintensityandcompanieswith
alowexportintensity.Therefore,wewillanalysethevalidityandreliabilityofthescalesforthe7
models(Total,SMEs,bigcompanies,B2C,B2B,highandlowexportintensity).

Thescales’developmentwasfoundedonthereviewofthemostrelevantliterature,thusassuring
thecontentvalidityofthemeasurementsinstruments(Cronbach,1971)(Table2).

Toanalysethereliabilityoftheconstructs,wefirstconductedanexploratoryfactoranalysis
(EFA)withSPSSsoftware.Theconsiderationofmultipleitemsforeachconstructincreasesconstruct
reliability(TerblancheandBoshoff2008).UsingEFA,andconsideringthedifferentitemsforeach
construct,wefoundthatonlyonedimensionappearedforallconstructs.Therefore,EFAconfirmed
theunidimensionalityoftheconstructsconsideredinthemodel.Theitem-totalcorrelation,which
measuresthecorrelationofeachitemwiththesumoftheremainingitemsthatconstitutethescale,
isabovetheminimumof0.3recommendedbyNurosis(1993)forallconstructsinthesampleused.

TheresultsofthePLSforreflectiveindicatorsarereportedinTable3.Convergentvalidityis
verifiedbyanalysingthefactorloadingsandtheirsignificance.Wedeletedoneitem(PEOPLE)of
the“Speedofcommittinginternationally”constructsincetheitemloadingestimateslowerthan0.4
(BagozziandYi1988).Theresultsof thefinal re-specifiedmeasurementmodelprovideagood
convergentvalidity.Theindividualitemloadingsinourmodelsarehigherthan0.6(BagozziandYi
1988),andtheaverageoftheitem-to-factorloadingsarehigherthan0.7(Hairetal.2006).Also,we
checkedthesignificanceoftheloadingswithare-samplingprocedure(500sub-samples)forobtaining
t-statisticvalues.Theywereallsignificant(p<.001).Thesefindingsprovideevidencesupportingthe
convergentvalidityofallthereflectiveconstructsforthesevenmodels.Compositereliability(CR)
representsthesharedvarianceamongasetofobservedvariablesmeasuringanunderlyingconstruct
(FornellandLarcker1981).Generally,aCRofatleast0.60isconsidereddesirable(Bagozziand
Yi1988).Thisrequirementisfulfilledforeveryfactorinthesevenmodels.Theaveragevariance
extracted (AVE) was also calculated for each construct; the resulting AVE values were greater
than0.50(FornellandLarcker1981).Therefore,thefourconstructsforeachmodeldemonstrated
acceptablelevelsofreliability.

Theweightsforthetwodimensionsformingspeedofinternationalizationaresignificant(see
Table4)foreachmodel,withvalueshigherforspeedofcommittinginternationallythanforspeed
of international learning. This means that the former makes a higher contribution to speed of
internationalizationthanthelatter.Inaddition,thespeedoflearningfromdiversityofactivitiesmakes
amoreimportantandsignificantcontributiontospeedofinternationallearningthanlearningfrom
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repetitionofactivities,asChettyetal.(2004)includedintheirstudy.Asastandardprecautionwhen
workingwithformativemeasures(Mathieson,PeacockandChin2001),wetestedformulticollinearity
bycalculatingthevarianceinflationfactor(VIF)andthetolerancevalues.Aruleofthumbfrom
econometricsstatesthatVIFsgreaterthan10revealacriticallevelofmulticollinearity.IftheVIFis
equalto1thereisnomulticollinearityamongfactors.Inourcase,theVIFisaround1,whichindicates
somecorrelation,butnotenoughtobeoverlyconcernedabout(Henseleretal.2009).

Finally, thecomparisonofbivariatecorrelationsandsquarerootsof theAVEs,presented in
Table5,showanadequatediscriminantvalidityofallconstructsforeverymodel,sincealldiagonal
valuesexceededtheinter-constructcorrelations.Discriminantvalidityindicatestheextenttowhich
agivenconstructisdifferentfromotherlatentvariables.

Onthebasisofallcriteria,wecanacceptthismeasureasavaluableinstrumentbuiltfromreliable
andvalidconstructsforthesevenmodels.

Structural Model
First,asinthevalidityassessment,themodelwasrunseparatelyforeachsubgrouptotestthemoderator
effectandtherelationshipforeachgroup(bootstrappingof500sub-sampleswasimplemented).To
assessthepredictiveabilityofthestructuralmodelthisresearchfollowedtheapproachproposedby
FalkandMiller(1992)thattheR2value(varianceaccountedfor)ofeachofthedependentconstructs
exceedsthe0.1value.Table6showsthattheR2valuesinthedependentvariablesarehigherthan
thecriticallevelmentionedforeachmodel.

AnothertestappliedwastheStone-Geissertestofpredictiverelevance(Q2).Thistestcanbeused
asanadditionalassessmentofmodelfitinPLSanalysis(Geisser1975).TheBlindfoldingtechnique
wasusedtocalculatedeQ2.ModelswithQ2greaterthanzeroareconsideredtohavepredictive
relevance(Chin,1988).InthiscaseQ2ispositiveforallpredictedvariables.

Second, the multigroup path coefficient differences were examined based on the procedure
suggestedbyKeiletal.(2000)andChin(2000).Theseauthorssuggesttoapplyanunpairedsamples
t-testtothegroup-specificmodelparametersusingthestandarddeviationsoftheestimatesresulting
frombootstrapping.Theparametric testuses thepathcoefficientsand thestandarderrorsof the
structuralpathscalculatedbyPLSwiththesamplesofthetwogroups,usingthefollowingexpression
oft-valueformultigroupcomparisontest(1)(seeChin2000)(m=group1samplesizeandn=group
2samplesize):
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Thisstatisticfollowsat-distributionwithm+n-2degreesoffreedom.Thesubsample-specific
pathcoefficientsaredenotedasβ,thesizesofthesubsamplesasmandn,andthepatchcoefficient
standarderrorsasresultingfrombootstrappingasSE.

Table6andFigure2showasynthesisof the resultsobtainedfor thecausalandmoderated
hypothesistesting.ConsistentwithChin(1988),bootstrapping(500re-samples)wasusedtogenerate
t-values.Supportforeachgeneralhypothesiscanbedeterminedbyexaminingthesignandstatistical
significanceofthet-values.Intheoverallmodel,theresultsobtainedallowstatethatthespeedof
useofsocialmediainfluencesinthespeedoftheinternationalization1.

Inaddition,theimpactofmoderatingvariablesontheproposedrelationshipwassignificantfor
thesectorandfortheexportintensity,sincet-valueformulti-groupcomparisonaresignificantata
levelof0.01.However,firmsizedoesnothaveamoderatoreffect.Inotherwords,whetherthefirms
isB2CorB2Borwhetherthefirmhavehighexportintensityorlowexportintensityhaveimpact
ontheproposedhypothesis,beingstrongerthisrelationshipinB2Ccompaniesandcompaniesof
higherexportintensity.
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Table 3. Internal consistency and convergent validity for constructs with reflective indicators

Variable Indicator Mean SD Loading CR AVE

Total

DIVERSITY CONTRY 0.61 0.89 0.78 0.76 0.61

MOES 0.19 0.22 0.79

REPETITION FIRSTEXP 0.70 0.29 0.96 0.96 0.93

REGEXP 0.59 0.28 0.96

COMMIT LANGUAG 0.25 0.43 0.86 0.74 0.60

INVEST 0.03 0.04 0.67

USE USE1 0.44 0.29 0.95 0.98 0.93

USE2 0.39 0.24 0.95

USE3 0.40 0.25 0.97

USE4 0.41 0.26 0.98

Group1 Group2

Variable Indicator L o a d i n g C R A V E L o a d i n g C R A V E

S i z e  ( G r o u p  1 =  S M E ,  G r o u p  2 = B I G )

DIVERSITY CONTRY 0.76
0.75 0.60

0.80
0.81 0.68

MOES 0.78 0.85

REPETITION FIRSTEXP 0.96
0.96 0.92

0.97
0.96 0.93

REGEXP 0.96 0.96

COMMIT LANGUAG 0.88
0.73 0.58

0.79
0.78 0.64

INVEST 0.62 0.81

USE USE1 0.96

0.98 0.93

0.92

0.98 0.92
USE2 0.95 0.96

USE3 0.97 0.97

USE4 0.98 0.97

S e c t o r  ( G r o u p  1 =  B 2 C ,  G r o u p  2 = B 2 B )

DIVERSITY CONTRY 0 . 6 7
0.73 0.57

0 . 8 8
0.82 0.70

MOES 0 . 8 3 0 . 7 9

REPETITION FIRSTEXP 0 . 9 7
0.97 0.94

0 . 9 6
0.56 0.91

REGEXP 0 . 9 7 0 . 9 6

COMMIT LANGUAG 0 . 8 7
0.71 0.56

0 . 8 7
0.79 0.66

INVEST 0 . 6 0 0 . 7 5

USE USE1 0.94

0.98 0.94

0.95

0.97 0.91
USE2 0.98 0.92

USE3 0.98 0.96

USE4 0.98 0.98

E x p o r t  I n t e n s i t y  ( G r o u p  1 =  H i g h ,  G r o u p  2 = L o w )

DIVERSITY CONTRY 0 . 7 6
0.77 0.62

0 . 7 9
0.76 0.62

MOES 0 . 8 1 0 . 7 8

REPETITION FIRSTEXP 0 . 9 7
0.97 0.93

0 . 9 6
0.96 0.92

REGEXP 0 . 9 7 0 . 9 6

COMMIT LANGUAG 0 . 8 2
0.72 0.56

0 . 8 9
0.78 0.65

INVEST 0 . 6 7 0 . 7 1

USE USE1 0.95

0.98 0.94

0.94

0.97 0.90
USE2 0.98 0.90

USE3 0.98 0.97

USE4 0.98 0.98

AVE:AverageVarianceExtracted;CR:Compositereliability.
*Wehavecheckedthesignificanceoftheloadingswithare-samplingprocedure(500sub-samples)forobtainingt-statisticvalues.Theyareall
significant(p<0.01).
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CoNCLUSIoN

ThespeedofuseofSMby firms influencespositively in the speedof their internationalization
processes:the more rapidly SM tools are integrated in the activities of the company, the higher the 
speed of internationalization.

Fromanacademicpointofview,anddrawingontheresource-andknowledgebasedviewsof
thefirm,withthisresultwecontributetotheliteraturethatidentifiesintangibleresourcestoexplain

Table 4. Item weights and multicollinearity tests for constructs with formative indicators

Group 1 Group 2

Construct/ 
indicator

Weight t-value
(bootstrap)

Tolerance VIF Weight t-value
(bootstrap)

Tolerance VIF

Total

LEARNING

REPETITION 0.603*** 10.995 0.911 1.098

DIVERSITY 0.638*** 13.400 0.911 1.098

Speed Int.

LEARNING 0.285** 2.432 0.820 1.220

COMMIT 0.845*** 10.373 0.820 1.220

Size (Group 1= SME, Group 2=BIG)

LEARNING

REPETITION 0.609*** 9.960 0.908 1.101 0.550*** 6.477 0.895 1.118

DIVERSITY 0.630*** 11.197 0.908 1.101 0.676*** 9.798 0.895 1.118

Speed Int.

LEARNING 0.200** 2.544 0.784 1.276 0.507* 2.031 0.860 1.163

COMMIT 0.891*** 18.261 0.784 1.276 0.693*** 2.748 0.860 1.163

Sector (Group 1= B2C, Group 2=B2B)

LEARNING

REPETITION 0.574*** 10.585 0.888 1.126 0.591*** 9.805 0.89 1.125

DIVERSITY 0.649*** 13.870 0.888 1.126 0.633*** 10.400 0.89 1.125

Speed Int.

LEARNING 0.226* 2.297 0.754 1.327 0.478* 2.351 0.855 1.169

COMMIT 0.868*** 13.036 0.754 1.327 0.715*** 4.050 0.855 1.169

Export Intensity (Group 1= High, Group 2=Low)

LEARNING

REPETITION 0.575*** 7.967 0.921 1.085 0.653*** 9.385 0.890 1.123

DIVERSITY 0.672*** 11.104 0.921 1.085 0.572*** 8.151 0.890 1.123

Speed Int.

LEARNING 0.220* 2.366 0.788 1.269 0.427* 2.045 0.861 1.161

COMMIT 0.879*** 14.838 0.788 1.269 0.759*** 4.371 0.861 1.161

*p<0.05;**p<0.01;***p<0.001.
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speedofinternationalization.Aswementionintheintroduction,thefasteracompanyusessocial
networkssites,thefasterthecompanycanobtainacommonlanguagewiththeirinternationalties
that,atthesametime,allowthecompanytodevelopafasterinternationalizationprocess(Musteen
etal.2010).Furthermore,firmscanestablishonlinebrandcommunitiesbasedonastructuredset
ofsocialrelationsamongadmirersofabrand,thesecommunitiesformbrandtrustworthinessthat
inducesahighdegreeofbrandloyaltyandthoseindividualswithhigherbrandloyaltyarelikelyto
purchasethebrand’sproductsmorefrequentlyaswellasinahighervolume(Kananukuletal.2015).

Inaddition,ourresultsprovethatsectorandexportintensitymoderatetheproposedrelationship,
whilethefirmsizedoesnothaveamoderatoreffect.Inotherwords,whetherthefirmsareB2CorB2B
orwhetherthefirmhashighexportintensityorlowexportintensityhaveimpactontherelationship
betweenthespeedofuseofSMandthespeedofinternationalization:theeffectisstrongerinB2C
companiesandinhigherexportintensitycompanies.

InrelationtothestrongereffectinB2Ccompanies,asJussila,KärkkäinenandAramo-Immonen
(2014) recognize, there are significant differences between the B2B and B2C companies in the
markets,productsandproductdevelopment.Forinstance,productsproducedbyB2Corganizations
arelesscomplexandthedevelopmentofnewproductstakessignificantlylesstimethanproducts
producedbyB2Borganizations,whosecustomersare less innumberbutare largeorganizations
insteadofsinglepersons.

Table 5. Discriminant validity: first order latent variables correlations and square root of the average variances extracted

Group 1 Group 2

Variable DIVERSITY REPETITION COMMIT USE DIVERSITY REPETITION COMMIT USE

Total

DIVERSITY 0.78

REPETITION 0.30 0.96

COMMIT 0.57 0.27 0.77

USE 0.56 0.22 0.57 0.96

Size (Group 1= SME, Group 2=BIG)

DIVERSITY 0.77 0.83

REPETITION 0.30 0.96 0.32 0.97

COMMIT 0.61 0.30 0.76 0.52 0.22 0.80

USE 0.62 0.25 0.67 0.96 0.42 0.19 0.32 0.96

Sector (Group 1= B2C, Group 2=B2B)

DIVERSITY 0.76 0.84

REPETITION 0.33 0.97 0.33 0.96

COMMIT 0.72 0.32 0.75 0.44 0.24 0.81

USE 0.68 0.33 0.74 0.97 0.41 0.14 0.34 0.95

Export Intensity (Group 1= High, Group 2=Low)

DIVERSITY 0.79 0.78

REPETITION 0.28 0.97 0.33 0.96

COMMIT 0.65 0.28 0.75 0.45 0.27 0.80

USE 0.67 0.26 0.70 0.97 0.38 0.17 0.36 0.95

Diagonalvaluesarethesquarerootofthevariancesharedbetweenthereflectiveconstructsandtheirmeasures.Inordertoachievediscriminant
validitydiagonalelementsmustbelargerthanoff-diagonal.
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Table 6. Hypotheses and moderating effect testing

Path
Global

Multigroup analysis

Group 1 Group 2
t[mgp] pStand 

coefficients
t-value 

(bootstrap)
Stand 

coefficients
t-value 

(bootstrap)
Stand 

coefficients
t-value 

(bootstrap)

Total
Speedofuseof
SM→SpeedInt.

0 . 9 7 7 * * * 194.076

R2(SpeedInt.) 0 . 9 5 4

Q2(SpeedInt.) 0 . 9 3 6

Size (Group 1= SME, Group 2=BIG)

Speedofuseof
SM→SpeedInt. 0 . 9 7 9 * * * 2 5 2 . 7 4 9 0 . 9 7 9 * * * 1 4 0 . 8 8 4 - 0 . 1 7 4 0 .8620 n.s .

R2(SpeedInt.) 0 . 9 5 8 0 . 9 5 9

Q2(SpeedInt.) 0 . 0 0 0 0 . 9 1 0

Sector (Group 1= B2C, Group 2=B2B)

Speedofuseof
SM→SpeedInt. 0 . 9 8 2 * * * 1 9 7 . 2 5 6 0 . 9 7 8 * * * 1 1 7 . 0 7 4 2 . 8 8 1 0.004***

R2(SpeedInt.) 0 . 9 6 5 0 . 9 5 6

Q2(SpeedInt.) 0 . 9 1 4 0 . 9 3 5

Export Intensity (Group 1= High, Group 2=Low)

Speedofuseof
SM→SpeedInt. 0 . 9 8 1 * * * 2 4 0 . 8 6 3 0 . 9 7 6 * * * 1 2 2 . 3 8 7 3 . 8 2 2 0.000***

R2(SpeedInt.) 0 . 9 6 3 0 . 9 5 3

Q2(SpeedInt.) 0 . 0 0 0 0 . 9 2 2

***p<0.001;n.s.=notsignificant.
T[mgp]=t-valueformulti-groupcomparisontest(seeformula1inpage16).

Figure 2. Hypotheses testing
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ForB2Borganizationstheco-operationwithcustomersisgenerallymoredirectandmoreintense
thanintheB2Corganizationsduetothenumberofbuyers.Thisispreciselyoneoftheaspectsthat
theimplementationandadoptionofSMcanchangeforB2Corganizations:SMfacilitatesanintense
anddirectcooperationwithcustomers,domesticandforeign,whatacceleratesandincreasescustomer
engagement,faithfulness,brandawareness,loyalty,anddomesticandforeignsales(e.g.,Kumarand
Mirchandani2012;Wiersema2013).

ThisintenseanddirectcooperationwithcustomersthatSMpermitisalsobehindthestronger
effect of the speed of use of SM on the speed of internationalization in higher export intensity
companies.Forthesecompanies,internationalmarketsconstitutethemaindestinyoftheirproducts;
andthepossibilityofcontactingdirectlywiththeirforeignconsumers,obtaindirectinformationaswell
assuggestionsrelatedtocurrentandpotentialproductsthroughSM,acceleratetheinternationalization
process.

FinallyregardingpossiblemoderatorsintherelationshipbetweenspeedofuseofSMandspeed
ofinternationalization,theresultsshowthatsizedoesnothaveamoderatoreffect.Inotherwords,
theeffectofthespeedofuseofSMonthespeedofinternationalizationdoesnotdifferforsmaller
andmediumsizecompanies thanfor largerfirms.Manyscholarshadthought thatfirmsize isa
goodproxyofthestockofresourcesavailabletoenhancethepresenceofthefirminforeignmarkets
(Prasadetal.2001),howevertheeffectonthespeedofinternationalizationofintegratingSMinthe
regularactivitiesofthecompanyisnotrelatedtothestockofresourcesofthecompany.So,smalland
mediumsizecompaniesarenotindisadvantageregardinglargeroneswhentheresearchfocuseson
theintegrationandexploitationofSMtoacceleratetheinternationalizationprocess.Thiscontradicts
toearlierstudiesoftechnologyadoptionsuggestingthatfirmsizecorrelatespositivelywiththeuse
oftechnology(e.g.,DelAguila-ObraandPadilla-Melendez2006)and,asJussilaetal.(2014,p.612)
suggest:“possibleexplanationsforthisincludetherelativelylimitedfinancialresourcesneededfor
theadoption(seee.g.,Michaelidouetal.2011),andtheeaseofadoptionandthecosteffectiveness
ofatleastsomeSMapproaches,suchassocialnetworkingsitesorone-waycommunicationrelated
approachesusede.g.,inmarketingofsmallercompanies.”

Fromourperspective,theeffectofsizeontheinternationalizationprocessandresultshasobtained
mixedevidencesintheliterature,forsomeauthorssmallerfirmsareindisadvantage(Nazarand
Saleem2009),whileforotherssmallerfirmsarealsoseenquickerandmoreflexiblethanthelarger
onesduetostructuralsimplicity,andthereforeefficientadaptationcanprovidethemacompetitive
advantageinrespondingtothespecificrequirementsofforeignbuyers(VerwaalandDonkers2002).
Fromourperspective,theresultofthecurrentresearchregardingthenomoderationeffectofsizein
therelationshipbetweenspeedofuseofSMandspeedofinternationalizationreinforcesprevious
workswheresizehasnotbeenfoundasasignificantexplanatoryvariableofexports(Moen1999;
Pla-BarberandAlegre2007).

Fromamanagerialpointofview,ourresultsreinforceDurkin,McGowanandMcKeown(2013,
p.720) statement that: “practitioners increasingly recognize that a business opportunity exists in
effectiveSMadoption,tobuildandmaintainissuesoftrustandcommitmentwithkeystakeholdersin
theirnetwork,suchascustomers,andtoenhanceandmaintainqualityinthosenetworkedrelationships
(HarrisandRae2010)”.Infact,ourresearchallowsustotransmittopractitionersthat:

1. ThespeedofuseofSMallowstofirmstobuildandmaintaintrustandcommitmentwithkey
stakeholdersintheirnetwork,andtoenhanceandmaintainqualityinthosenetworkedrelationships
(HarrisandRae2010).

2. Furthermore,andbeingfocused in the internationaldomain,asMathewsetal. (2012)point
out,withafasteruseofsocialmediacompanieswillhaveagreaterabilitytotakeadvantage
ofinternationalmarketsopportunities.Speedofinternationalizationisrelatedtocommitment
andknowledgeof internationalmarkets(Chettyetal.2014)and theuseofSMincrease the
commitmentwithcustomersandtheknowledgeacquisitionofforeignmarkets.Infact,drawing
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on the literatureon relationshipmarketing, the importanceof commitmenthasbeenwidely
recognizedinpredictingcontinueduseoforganizationalITapplicationsingeneralandweb-
based online services in particular (Kim and Son 2009). Likewise, the potential of SM to
replicatedimensionsofface-to-faceinteractioninavirtualenvironmentandtoaccommodate
highlevelsofself-disclosure,assuggestedbyKaplanandHaenlein(2010),hasthepotential
to significantly complement personal contact networking activity, a key marketing resource
ofowner/managers.So,inlinewithGamboaandGonçalves(2014,p.711),“themorehighly
networkedtheorganization,themorebenefitsthatcanbederivedfromusingWeb2.0tools”.

3. AfasterSMadoptionallowsthereductioninthecostsofcommunicatingwithforeigncustomers/
suppliersandofgathering informationabout foreigncompetitors.Thesupportofdistinctive
competenciesandskillsinotherbusinessfunctionscanbereasonsexplainingwhytheuseof
SMbycompaniesorientedtowardsinternationalmarketsacceleratetheirinternationalization
speed(Pezderkaetal.2012;Zhangetal.2013).

4. Furthermore,assomeauthorshaveidentified(Durkinetal.2013;GamboaandGonçalves2014;
Calefato,LanubileandNovielli2015),thespeedofuseofsocialmediaallowscompaniesto
improve customer satisfaction and strengthen client (and other stakeholders) relations, both
driversofloyalty,viadynamicinteractionwiththeirfansonSM:“viaSM,companiesnowhave
attheirdisposaltoolsthatallowthemtocommunicatewithmillionsofcustomerssimultaneously.
Thisabilityallowsinformationtobedeliveredquicklythroughfeedbackandhaslastingimpact
throughtheestablishmentoflong-termrelationships”(GamboaandGonçalves2014,p.711).

Therefore,ourfindingsdemonstratetheeffectofquicklyadoptingSMintheinternationalization
processofthecompany:firmsincreasingthespeedofuseofSMintheiractivitieswill increase
their speed of internationalization. Therefore, managers of companies, no matter size, with an
interestinforeignmarketsshouldallocatemoreresourcestoSMintegrationandshouldtrytotake
advantageoftheSMsitesthattheirtargetbuyerstendtofrequent.Consideringtheadoptionliterature,
LinkedIn,Twitter,orFacebookareanaturalchoicebecauseoftheirrelativeeaseoftrialanduse,
perceivedadvantages,andcompatibilitytocurrentuserneedsandsystems,whicharemajorfactorsin
organizationaladoptionofinnovations(Jussilaetal.2014).Thissuggestedadoptionandintegration
isespeciallytrueforB2Ccompaniesandcompaniesthathighlyrelyinforeignmarketstosurvive.
Consideringtheimportanceofrelationshipbuildinginforeignmarkets,SMofferaviabletoolfor
internationalizedcompaniestofosterandspeedcustomer–brandrelationshipsup.

Althoughthisstudycontributestocurrentliteraturebyexploringandimprovingtheunderstanding
oftheintegrationofSMintheactivitiesofexport-orientedcompanies,itisnotfreeofsomelimitations
thatinvitecontinuedresearch.Firstly,thesampleallowsgeneralizetheresultstointernationalized
firmsthathaveusedexportstoreachforeignmarkets.Moredetailedresearchshouldbeperformed
consideringotherentrymodesorwaysofbecominganinternationalizedfirm.

Anotherdatalimitationisrelatedtoitscross-sectioncollection.Althoughtheresearchhastried
tocollectinformationfromadynamicperspective,duetothefactitconsidersalongitudinalconcept
as“speed”,futureresearchshouldbenefitofworkingwithpaneldata.

This study also opens several areas for further research because it has identified a positive
influenceofthespeedofimplementationofSMinfirmswithaninternationalorientation,increasing
thespeedofitsinternationalizationprocess(becauseSMincreasethedirectandconstantconnection
andinterchangeofinformationwithforeignstakeholdersofthecompany).Somestudieshavealready
discussedthepotentialandtheroleofWeb2.0andsocialnetworkinginfutureknowledgemanagement
systemsofcompanies,forexampleHustadandTeigland(2008)focusedonmultinationalfirms.The
resultsoftheirstudypointoutthatwhenincorporatedinanorganization’sroutines,SMmayenable
companiestomorefullyleveragetheknowledgesharingandcreationpotentialofitsemployeesacross
distributedlocationsthantraditionalknowledgemanagementhasdoneinthepast.However,sincefew
studieshavefocusedontheroleofSMinknowledgemanagement,futureresearchshouldpayattention
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tohowinternationalizedcompaniesproceedintheireffortsofimplementingthesemedia(possible
barrierscompaniescouldfacetoimplementandusethesetoolsindifferentoperations)andhowthis
mayinfluencetheirexistingknowledgemanagementstrategy,practicesandorganizationalaspects.
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eNdNoTe

1 Admittingthatthestudiedrelationcouldbereversed(thespeedofinternationalizationcouldimpacton
thespeedofuseofsocialmedia),wereplicatedalltheanalysischangingthedirectionoftherelationship
amongbothconstructs.Therelationshipwasnotsignificant(thecoefficientwas0.023,withasignificance
level=0.628(tvalue=0.485),whatsupportsthedirectionoftherelationshipsuggestedinthecurrent
research.
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