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Executive Summary: As the worldwide social network audience soars well over 1 billion people, marketers are 
tackling the difficult task of coordinating their social media marketing efforts on a global scale. 
135166

A grassroots, organic approach may have worked in the 
early days, but many marketers now have dozens or even 
hundreds of social media profiles to manage worldwide. This 
requires a delicate combination of corporate oversight, to keep 
brand messaging consistent, and flexibility, to empower local 
managers who know their markets best. 

The US is no longer the center of the social media 
universe. The most rapidly growing social media markets are 
developing countries such as India and Indonesia. And in these 
fast-growing countries, usage patterns are different; mobile is 
often the predominant way of accessing social networks, which 
complicates marketing strategies. 

Facebook’s growth is a key driving factor. The site’s 
increasing global popularity and the ease of using a single 
platform provide an opportunity for marketers to rethink their 
previously decentralized way of managing social media. 

But Facebook doesn’t meet all needs. It leaves China, the 
world’s largest social networking population, completely out 
of the picture. And businesses that standardize on Facebook’s 
platform also run the risk of having their hands tied when 
Facebook makes changes. 

A strategic approach is still a work in progress for many 
marketers, but Intel, Domino’s, Ford, Microsoft and Coca-Cola are 
leading examples of how businesses can develop a global social 
strategy. Their experiences provide a blueprint that others can follow. 

Key Questions 

 ■ Why do businesses need a global strategy to effectively reach 
the growing social network audience? 

 ■ How does Facebook’s growth factor into marketers’ plans? 

 ■ What are the benefits of taking a global approach?  

 ■ How are major marketers managing their social media 
presence around the world?

% of respondents

Current Social Media Strategy According to
Marketers Worldwide, Q4 2011

Supportive of our communications, but not fully integrated into
strategies

34%

We have some social media strategies brewing, but we are still
struggling to execute

23%

Loosely connected channels today, but working to get
everything aligned and into the strategy

21%

Fully integrated and meshed with our overall marketing and
go-to-market strategies

17%

Strategy? What strategy?
4%

Note: numbers may not add up to 100% due to rounding
Source: CMO Council, "Variance in the Social Brand Experience" in
partnership with Lithium, Dec 8, 2011
135166 www.eMarketer.com
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The eMarketer View 

Multinational marketers have cobbled together their 
global social media footprint mainly by allowing regional 
offices to set up their own pages and accounts. But 
now many are finding that they need a more organized 
approach to gain control of a bulging portfolio. As 
marketers work toward a social strategy, a plan for global 
management should be a key part of the discussion.

Three Strategies for Going Global  

Focus on Facebook. Microsoft’s Windows Division and Intel 
are two marketers that have gone back to the drawing board 
and created a single unified Facebook page, scrapping a more 
fragmented approach. These companies have a centralized 
point of oversight but still allow regional offices latitude to 
manage their own accounts and respond to consumers in 
their countries. 

Create internal communication channels to share best 
practices and creative. Social media is about sharing, and 
the most advanced companies regularly exchange feedback 
about strategies that work in their own markets. They also 
create campaigns that can be templated and extended to 
multiple locales. Ford has used this approach for projects such 
as the Ford Focus Rally. 

Team up with vendors that have an international 
footprint. Several social media management software vendors 
and social media agencies are opening offices around the world 
to support global marketers. We Are Social, a London-based 
social media agency, opened a New York office in March 2012 
and now has a total of eight worldwide offices. Social media 
management vendor Wildfire has offices in the US, London, 
Paris, Munich and Singapore. Vitrue, another SMM vendor, now 
has offices in London and Brazil, in addition to the US. And 
Buddy Media is expanding its business with offices in London 
and Singapore. 

Caveats to Consider  

A global strategy goes against the bottoms-up nature 
of social media. It is difficult for a corporate office to dictate 
the activities of satellite offices that are intimately familiar with 
the language and culture of the country. The idea of creating 
approved content and strategies from a central office and 
then funneling it to local franchisees and business offices 
can seem antithetical to what social media is. In eMarketer’s 
interviews, executives acknowledged that this is a delicate 
balancing act, but one that still must be attempted. 

Focusing on Facebook can leave little room for 
experimenting with other social media properties. One 
of the beauties of social media is that new companies and 
platforms are constantly cropping up. Consolidating some 
or all social media marketing on Facebook has the benefit of 
scale, but businesses must also make sure it doesn’t blind 
them to other interesting opportunities. 

Great ideas may need to be scrapped. The companies 
that have taken a global approach to social media 
management have all faced a tough decision: shutting down 
or redesigning social media initiatives that may have been 
successful on their own but no longer fit with the company’s 
overarching goals. The consolation is that marketers can use 
what they learned from these early experiments to work even 
more effectively and efficiently around the world. 

For the list of industry experts interviewed for this 
report, see the eMarketer Interviews section. 



Social Media in the Marketing Mix: Managing Global Expansion Copyright ©2012 eMarketer, Inc.  All rights reserved. 3

The Changing Face of the Social 
Media Audience 

Over the past few years, many marketers have tackled 
social media the same way a stonemason builds a 
wall: one piece at a time, glued together with a little 
mortar. But the rapid growth of the global social network 
audience makes it imperative for marketers to find a 
new way of coordinating and managing their activities. 

Worldwide, the number of social network users grew 23.1% 
to 1.2 billion in 2011 and is expected to rise another 19.2% in 
2012, to reach 1.43 billion, eMarketer forecasts. 

By 2014, 1.85 billion people will use social networks. That 
translates to 71% of world internet users and 26% of the 
world’s population. 

Social networks are among the leading online activities. In a 
November 2011 survey, GlobalWebIndex found that 52% of 
worldwide internet users managed their social network profile in 
the past month. And according to a February 2012 report from 
media agency UM, worldwide social network usage increased 
from 45% of frequent internet users in 2008 to 65% in 2011. 

For more on social network usage and Facebook usage, 
please see eMarketer’s March 2012 report “Worldwide 
Social Network Usage: Market Size and Growth Forecast.”

The Center of Gravity Is Shifting  

Although social network usage is rising rapidly worldwide, 
the center of gravity is shifting away from North America and 
Western Europe, where usage patterns are now mature. The 
markets to watch over the next few years will be in regions 
such as Asia-Pacific, Latin America, the Middle East and Africa, 
and Eastern Europe. 

For example, the Middle East and Africa together experienced 
a 33.9% increase in social network users in 2011, while 
Asia-Pacific’s user population grew 27.5%. Both regions will 
continue to see double-digit percentage gains through 2014. 
By contrast, North America’s growth rate was just 9.5% in 2011 
and is expected to fall to 4% by 2014. 

% change

Social Network User Growth Worldwide, by Region
and Country, 2011-2014

2011 2012 2013 2014

Middle East & Africa 33.9% 33.6% 23.3% 15.6%
Asia-Pacific 27.5% 24.8% 21.1% 14.5%
—India 51.5% 51.7% 37.9% 23.2%

—Indonesia 51.4% 51.6% 28.8% 18.0%

—China* 23.9% 19.9% 19.1% 13.2%

—Japan 20.7% 13.1% 7.0% 6.0%

—Australia 17.1% 11.7% 9.8% 8.4%

—South Korea 13.2% 9.9% 8.1% 5.2%

—Other 26.8% 23.3% 20.7% 14.7%

Latin America 22.9% 16.3% 12.6% 9.7%
—Mexico 18.4% 17.9% 16.8% 14.0%

—Brazil 22.7% 14.4% 11.0% 8.0%

—Argentina 22.0% 12.7% 6.7% 5.5%

—Other 25.2% 18.6% 14.0% 10.6%

Eastern Europe 23.3% 13.2% 12.1% 9.2%
—Russia 25.0% 11.1% 10.9% 7.9%

—Other 22.4% 14.5% 12.9% 9.9%

Western Europe 18.1% 11.9% 9.7% 7.1%
—Germany 20.8% 13.7% 11.1% 7.0%

—Italy 27.8% 13.0% 10.3% 8.0%

—Spain 18.8% 13.0% 11.5% 8.8%

—France 12.2% 10.1% 7.6% 5.8%

—UK 9.9% 8.1% 7.0% 6.0%

—Other 22.0% 13.6% 11.0% 7.5%

North America 9.5% 6.6% 4.1% 4.0%
—US 9.8% 6.8% 4.1% 4.0%

—Canada 6.8% 4.7% 4.6% 4.4%

Worldwide 23.1% 19.2% 16.0% 11.6%
Note: internet users who use a social network site via any device at least
once per month; *excludes Hong Kong
Source: eMarketer, Feb 2012
137003 www.eMarketer.com
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The fastest-growing social networking countries—India 
and Indonesia—are also experiencing rapid economic 
transformation. In these developing markets, brands have 
an opportunity to use what they have learned in their home 
region to create smarter and more effective social media 
marketing programs that can be tailored to local usage 
patterns, such as accessing social networks via smartphones 
or feature phones. 

http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2000884
http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2000884
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Facebook Is a Worldwide Marketing Platform 

Facebook’s growth is a key driver for global marketers seeking 
a place to consolidate social media marketing. In 2011, 
Facebook’s worldwide user base grew 44% to 657.1 million. 
This year, the number of users will rise 27.4%, to 837.3 million. 

“Brands are seeing huge growth in social network usage, 
especially where you have Facebook,” said Noah Mallin, vice 
president and group director for social marketing, Digitas, in 
an interview with eMarketer. “In most places in the world, if it’s 
not number one, it’s number two. That gives the possibility of 
having a unified approach, which can be very appealing.”  

The fastest-growing Facebook regions this year will be the 
Middle East and Africa, and Asia-Pacific. Both are expected to 
see user increases in the 44% to 47% range year over year. 
India will be the fastest-growing country, at 67%, followed by 
Russia (62.6%) and Brazil (60.9%). 

% change

Facebook User Growth Worldwide, by Region and
Country, 2011-2014

2011 2012 2013

Middle East & Africa 78.1% 46.5% 26.4%
Asia-Pacific 62.6% 44.4% 30.6%
—India 125.9% 67.0% 38.7%

—Indonesia 58.8% 52.5% 28.4%

—Japan 61.6% 51.5% 43.0%

—South Korea 25.9% 21.7% 14.5%

—Australia 21.6% 12.5% 10.0%

—Other 44.8% 28.3% 26.0%

Latin America 76.0% 30.9% 21.1%
—Brazil 288.0% 60.9% 32.1%

—Mexico 38.1% 22.0% 18.1%

—Argentina 53.0% 15.7% 10.1%

—Other 53.5% 22.0% 17.0%

Eastern Europe 37.2% 27.7% 25.7%
—Russia 59.5% 62.6% 57.6%

—Other 34.3% 22.4% 19.1%

Western Europe 32.3% 14.4% 10.1%
—Germany 57.3% 19.7% 10.8%

—Spain 49.6% 16.2% 12.5%

—Italy 41.6% 14.0% 10.7%

—France 12.2% 11.2% 8.3%

—UK 11.2% 9.8% 6.7%

—Other 45.2% 16.1% 11.8%

North America 12.7% 6.4% 3.8%
—US 13.4% 6.6% 3.9%

—Canada 7.0% 4.9% 3.1%

Worldwide 44.0% 27.4% 19.9%

2014

17.5%
20.0%
23.7%

17.8%

18.7%

12.7%

9.4%

19.7%

13.9%
15.3%

15.5%

8.4%

13.2%

17.2%
33.4%

12.8%

7.3%
6.5%

9.5%

8.1%

6.2%

6.1%

8.0%

3.5%
3.6%

2.9%

13.9%
Note: internet users who access their Facebook account via any device at
least once per month
Source: eMarketer, Feb 2012
137070 www.eMarketer.com

137070

Q&A: What are the pros and cons of centralizing 
social media marketing on Facebook? 

Chris Miller
Executive Vice President, Group Management Director of Digital  

Draftfcb 

“Facebook is becoming the Kleenex for social media. I don’t 
mean that negatively. It starts to cover everything, because of 
its reach. I think it’s easier to have one platform to be able to 
work off of, because if you’re creating apps or you’re creating an 
experience, you can easily share that all the way through. If you 
really want to do something that’s single-platform global, for the 
most part, Facebook is going to be your place to start.” 

Debbie Weinstein 
Senior Director, Global Media Innovation 

Unilever 

“With nearly 1 billion people actively using the platform, 
Facebook is clearly an important social media platform for 
Unilever in most markets around the world. But we also 
deploy social strategies on other platforms as well, including 
Twitter, YouTube, blogs, and forums, as well as other local 
social networks relevant to specific markets like China, where 
players like Sina Weibo are most relevant. We have always 
said that we fish where the fish are—meaning that we will be 
where our consumers are.” 

Peter Kim  
Chief Strategy Officer 

Dachis Group 

“The trend that I’m seeing right now is brands are going 
straight to Facebook and then asking Facebook more directly 
for help. I don’t think that can keep up forever, simply because 
Facebook is at its core a platform. So, as a brand, you are not 
going to want to just put all your eggs in one platform basket, 
so to speak, but you’re going to want to be able to integrate 
and extend across multiple properties.” 

Scott Monty 
Head of Social Media 

Ford Motor Company  

“Facebook is really the main focus of a lot of our efforts right 
now, simply because of the size and significance of it, and 
because it seems to weave itself so seamlessly into so many 
different websites and life experiences.” 

The Changing Face of the Social Media Audience
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Consumer Response to Marketing Varies by Region 

There are regional differences in how people use social 
networks, and their attitudes toward receiving marketing 
messages are not the same worldwide. 

Social media marketing initiatives that capture widespread 
attention in the US do not necessarily resonate in other parts of 
the world. But sometimes there are similarities that marketers 
will only know about if they have a coordinated social media 
marketing strategy that funnels insights across regional offices. 

For example, social network users in developing countries 
such as Indonesia, Brazil and India are much more likely to be 
open to marketing on social networks compared to people in 
North America and Europe. According to a 2011 survey by TNS, 
Indonesian social network users were 34.5% more likely than 
average to say that they thought social networks were a good 
place to learn about products or brands. In the US, only 9.1% 
more social networkers than average held that viewpoint, 
while users in France and Germany came in even lower. 

index*

Social Network Users in Select Countries Who Believe
Social Networks Are a Good Place to Learn About
Products/Brands, 2011

Indonesia
34.5

Brazil
32.4

India
29.4

China
28.5

Mexico
20.2

Russia
16.7

Japan
16.2

Spain
13.3

US
9.1

Canada
6.1

UK
1.3

France
-5.7

Germany
-12.3

Note: ages 16+; read as social network users in China are 28.5% more
likely than average to say that social networks are a good place to learn
about products and brands, whereas in France social network users are
5.7% less likely; *where 0=average
Source: TNS, "Digital Life 2011," Nov 10, 2011
135467 www.eMarketer.com

135467

As the TNS study points out, “We see significant geographic 
contrasts which highlight the risks of multinational brands 
employing a catch-all approach that doesn’t take the needs of 
different consumers into consideration.” 

 “Culturally, the differences in countries are huge, so things 
that might be interesting and funny and humorous in Japan 
definitely wouldn’t work in Russia, and that humor may not 
translate to us, either, in English,” said Becky Brown, director of 
social media at Intel, in an interview with eMarketer. “I’ve been 
very passionate about working with our country teams to 
understand what is on brand and where do we give them the 
freedom to go off and do innovative things? There’s a fine line 
between going too far and not going far enough.”  

These differing worldwide attitudes toward social media are also 
evident in data from Jack Morton Worldwide, which surveyed 
social network users in Brazil, China, India and the US in October 
2011. Users in developing markets were generally more positive 
toward brand interactions than US respondents were. 

% of respondents

Attitudes Toward Interacting with Brands on Social
Networks According to Social Network Users in
Select Countries, Oct 2011

Social network sites are a good
source of word-of-mouth
information on brand experiences

Only "like" or follow brands that
I care about on Facebook

Use social network sites to share
brand information and experiences
the same way I do with family, friends 
and co-workers in the real world

Think "friending" or pushing "like"
buttons for brands on social sites
is silly

More likely to consider a brand
that has a lot of "friends" or is
"liked" by many

If they ask me, I'll "like" or follow
most brands I use on Facebook

If I need to do research for a
brand decision, a social network
site is the first place I will check

Do not consider information on
social sites to be good research
for brand decisions

Brazil

31%

32%

23%

18%

17%

19%

13%

17%

China

23%

15%

22%

17%

22%

20%

23%

18%

India

27%

20%

21%

22%

23%

24%

20%

18%

US

18%

23%

11%

20%

10%

10%

7%

19%

Total

25%

23%

22%

19%

18%

18%

16%

14%

Source: Jack Morton Worldwide, "New Realities 2012," Jan 26, 2012
136758 www.eMarketer.com

136758

Being aware of these varying consumer attitudes will help 
global marketers create social strategies that get the best 
response in individual markets. But also, knowing where there 
are similarities will enable marketers to determine where they 
can reuse social marketing initiatives vs. where they must 
modify efforts. This will help save time and money and provide 
comparative analytics. 

The Changing Face of the Social Media Audience

http://totalaccess.emarketer.com/Article.aspx?R=1008941
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Why a Global Social Strategy 
Makes Sense 

Social media marketing is becoming more common 
among companies worldwide: 43% of marketers 
surveyed by Grant Thornton in September 2011 said 
they were using social media and 61% were planning 
to increase their use of it. With so many companies 
now getting into social media marketing, to stand out, 
marketers must have a seamless message. 

A Global Strategy Is Part of an Integrated Approach 

As companies progress along the continuum toward integrating 
social media into their overall organization, managing their global 
footprint should be an important part of the discussion. 

“You’ve got all these different stakeholders, especially with a 
big brand. Making sure they are all on the same page is hard 
even in one region, but when you magnify that by multiple 
regions, or globally, that adds a lot of complexity,” said Digitas’ 
Mallin. “A lot of folks become roadblocks instead of helpers.”  

According to Altimeter’s Q2 2011 survey of social media 
program managers at companies worldwide with 1,000 
or more employees, under half—48%—said they had a 
coordinated approach to managing social media deployments. 

In a less positive assessment, just 17% of marketer 
respondents to the CMO Council’s Q4 2011 survey said they 
thought their company had a fully integrated social media 
strategy, although an additional 34% said social media was 
supportive of communications “but not fully integrated.” 

% of respondents

Current Social Media Strategy According to
Marketers Worldwide, Q4 2011

Supportive of our communications, but not fully integrated into
strategies

34%

We have some social media strategies brewing, but we are still
struggling to execute

23%

Loosely connected channels today, but working to get
everything aligned and into the strategy

21%

Fully integrated and meshed with our overall marketing and
go-to-market strategies

17%

Strategy? What strategy?
4%

Note: numbers may not add up to 100% due to rounding
Source: CMO Council, "Variance in the Social Brand Experience" in
partnership with Lithium, Dec 8, 2011
135166 www.eMarketer.com

135166

Businesses Are Suffering from Social Media Bloat  

With the proliferation of social media, marketers now have 
the task of managing dozens or even hundreds of profiles and 
accounts. The businesses surveyed by Altimeter Group in Q2 
2011 had an average of 178 social media accounts, including 
39 on Twitter, 32 blog accounts and 30 Facebook accounts. 

Given that this survey is nearly a year old, those averages 
have no doubt increased. 

Average Number of Social Media Accounts Owned by
Their Company According to Corporate Social Media
Program Managers Worldwide, by Platform, Q2 2011

Twitter
39.2

Blog
31.9

Facebook
29.9

LinkedIn
28.8

Forum/message board/communities
23.4

YouTube
9.4

foursquare
6.3

Flickr
3.8

Gowalla
0.3

Other
5.3

Total
178.0

Note: n=140 at companies with 1,000+ employees; numbers may not add
up to total due to rounding
Source: Altimeter Group, "A Strategy for Managing Social Media
Proliferation," Jan 5, 2012
135758 www.eMarketer.com

135758

Social media bloat is also evident in how businesses coordinate 
their marketing on Facebook and other social properties. There 
is no such thing as a global social media agency or a single 
source for a marketer’s worldwide social media needs. Instead, 
marketers typically work with a web of ad agencies, social media 
vendors, social listening providers and other companies. 

“Social is a very fragmented space, so as one tool ends, another 
tool might begin, but there are holes in between that transition. 
There isn’t anything today that is everything. There isn’t a 
publishing, campaign management, listening, brand ambassador 
network that you get all together,” said Intel’s Brown. 
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Some marketers, such as Intel, have taken a hands-on approach, 
managing many day-to-day social interactions internally. In 
addition, Intel works with social media management software 
vendor Vitrue for its international Facebook presence. 

Several vendors, Vitrue included, are expanding to international 
offices to meet the needs of their clients. eMarketer expects this 
trend to continue, ultimately making it easier for businesses to 
rely on fewer external resources for developing, coordinating and 
measuring their social media initiatives. 

Tight Coordination Makes Management Easier  

In eMarketer’s interviews with marketers, one pressure point 
that came up repeatedly was that without a global structure, 
it is difficult to take advantage of topics or content that are 
trending or spreading virally in multiple markets. Thus, an 
important part of a coordinated strategy is to have open lines 
of communication, with regional offices talking not only to 
headquarters but also to each other. 

The benefits include: 

Sharing best practices 

“We’ve got a really tight group. We’re constantly communicating 
and sharing what’s working. We’re cross-linking different 
programs. We’re translating different copy for each other on the 
fly. There is no protectiveness of, ‘Oh, I created it. You can’t have 
it.’ It’s really about, ‘This is great. Everybody else share it,’” said 
Intel’s Brown. 

Finding successful creative strategies  

Marketers surveyed by the World Federation of Advertisers in 
February 2012 were highly likely to say they believed regions 
outside the US were developing some of the best marketing 
creative and integrated marketing strategies. However, they 
were less convinced that mobile or social media strategies 
were better overseas. 

This disparity could just mean that respondents thought the 
US was more experienced at mobile or social media strategies. 
However, a quarter of respondents said they didn’t know—a 
strong indicator that social media executives need better 
awareness of what their company, and other companies, are 
doing in other parts of the world. 

% of total

Marketers Worldwide Who Believe that Some of the
Best Marketing Creative and Strategies Are Being
Developed Outside of the US, Feb 2012

Marketing creative
72.5% 15.7% 11.8%

Integrated marketing strategies
72.5% 11.8% 15.7%

Mobile and/or social media marketing strategies
51.0% 23.5% 25.5%

Yes No Don't know

Source: World Federation of Advertisers (WFA), "Perceptions of US vs
International Marketing," March 14, 2012
137959 www.eMarketer.com

137959

“Too many times you see each country try to recreate the 
same thing. You have 10 countries building the same app, or 
you have 10 countries using totally different systems, which 
just means that you’re spending more money not to have your 
data in a unified place. Figure out what you can centralize to 
save money and to be more effective,” said Michael Lazerow, 
CEO of Buddy Media. 

Comparative analytics 

Measuring success in social media is difficult enough in one 
market, but it gets even more complex when language, time zones 
and differences in the social media audience are layered in. 

Coordination of measurement will lead to better overall 
understanding of social media performance. However, 
because different social platforms provide different kinds of 
data, only high-level comparisons may be possible. 

“Working across different platforms can be a challenge, because 
the data that you get back is going to be different,” said Chris 
Miller, executive vice president and group management director 
for digital at Draftfcb, in an interview with eMarketer. “So we’ll look 
at things like the kinds of conversations, the type of influencers, 
even just the semantics of the conversations that are happening. 
Those things may be easier to look at on a global level than some 
of the harder metrics.”  

Why a Global Social Strategy Makes Sense
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Better Preparation for China 

China is the world’s largest social network market, but it is 
also one of the most complicated. Facebook and Twitter 
are blocked, local social networks are censored and finding 
trusted partners is complex. 

Still, having a global strategy will enable marketers to be better 
prepared for these differences, and make it easier to share 
guidance and analytics with coworkers on the ground in China. 

Q&A: What strategies should companies use in 
China, since Facebook and Twitter are blocked? 

Becky Brown  
Director of Social Media 

Intel  

“We have a team working on our social presence with 
sites like Renren and Tencent. This year is when we plan to 
get more tightly integrated and coordinated, as it’s a huge 
opportunity. Just because they don’t have Facebook doesn’t 
preclude them from doing similar programs to what we’re 
doing on Facebook.” 

Peter Kim  
Chief Strategy Officer 

Dachis Group 

“You’ve got to have people on the ground who are able to 
operate and publish inside the great firewall and who have 
cultural awareness. You’ve got to have people who you trust 
to build up that presence for you.” 

Jessica Jensen 
Senior Marketing Manager for Social Media 

Microsoft Windows Division 

“We don’t even try to get China on board because it’s just 
such a different environment. We share our broad social 
media guidance, which we do with all the markets each 
month. We share our analytics, and we talk about best 
practices. We share marketing briefs that we would use for 
social media, and we say, ‘Here’s the direction, and we’re here 
to support you if you need us, but we realize that you have to 
run your own show there.’” 

Michael Lazerow 
CEO 

Buddy Media 

“A lot of our clients are using us in China right now. Now, 
they’re not using us to publish to Facebook, but because 
they’ve got everyone hooked up to one content management 
system, they can give the Chinese teams access to our 
technology, get the content and make the decisions about 
what they should localize.” 

For more on the social media market in China, please 
see eMarketer’s April 2012 report “China Social 
Networks: Tactics from the Marketing Trenches.” 

Why a Global Social Strategy Makes Sense

http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2000917
http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2000917
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Marketer Strategies for Going Global

Several global marketers have begun the difficult 
process of rethinking their formerly disjointed social 
media strategy. The following case studies and 
interviews describe the path they have taken and the 
issues they have confronted along the way. 

 ■ Intel: Harnessing Creativity Worldwide 

This pioneer of social media completely overhauled 
its Facebook strategy in 2011, creating a single global 
page that links to multiple country sub-pages. Key to its 
success: creating ways for regional teams to share ideas 
and analytics. 

 ■ Domino’s: A Global Pizza Party 

On December 8, 2011, Domino’s conducted a promotion 
at nearly 7,000 stores in 19 countries, offering discounts to 
Facebook fans who participated. More than 600,000 fans 
participated in the one-day event. 

 ■ Ford: Taking a Regional Approach 

Ford pairs a digital marketing lead and a social media 
marketing lead in each of its regions, creating what it calls 
a “mini center of excellence,” each with oversight and 
authority over their particular set of markets. 

 ■ Microsoft Windows: Speaking to Multiple 
Geographies and Audiences 

The Windows Division created a single Facebook page that 
is capable of segmenting audiences not only by geography 
but also by how people use Windows. The goal: rein in a 
“Wild, Wild West” atmosphere and create a unified presence. 

 ■ Coca-Cola: The Real Thing, in Real Time 

The company provides its subsidiaries in 200 countries with 
the ability to respond in real time to what is going on in their 
market, while still maintaining the overall Coke brand image. 

Intel 

 emarketer_2000894_images/Intel_Facebook.png

In 2011, Intel developed a Facebook marketing platform that 
maintains the company’s global brand image but also gives 
employees in offices around the world the ability to update 
and customize their own country pages. 

“When I took on this role two years ago, our use of social 
media was very organic and grassroots,” said Brown, of Intel. 
“A lot of people were doing a lot of things, and when we 
looked across the things that people were doing, we said, ‘Is 
there any consistency to it? Are we telling a bigger story? Are 
we connecting the dots? Are we on message?’” 

Intel wanted to:  

 ■ Focus less on products and campaigns in its social media 
marketing. Instead, it wanted to find a way to create ongoing 
dialogues in each country’s native language. 

 ■ Create a platform that would enable it to increase the 
number of country-level offices that had a presence on 
Facebook from under five to more than 50. 

 ■ Develop an internal structure for Intel employees working 
on social media around the world to share and collaborate 
on what works and doesn’t work. 

Intel and social media management software company Vitrue 
implemented a system in which executives at corporate 
headquarters could oversee social media guidelines, brand 
strategy and analytics. Then Intel and Vitrue developed 
Facebook pages for each of Intel’s worldwide offices. 

In addition, Intel gave the country offices the ability to use their 
own marketing dollars to deploy campaigns using Vitrue’s “tab” 
solution, which maintained the overall Intel corporate branding. 

Intel now has 57 country pages that are interconnected 
through the main corporate Facebook page. Users are taken 
to the page for a country by selecting a specific geography. 

By shifting its focus away from social media campaigns and 
toward ongoing dialogue, Intel believes it has built social 
relationships that will last. 
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“What I think has really benefited Intel is the fact that we did take 
a step back last year to do what I thought was the right thing to 
get reorganized. We could have kept doing the same thing and 
running campaign after campaign after campaign, but if you don’t 
step back and understand the networks and their opportunities, 
you miss that ability to build a community,” Brown said. 

For the complete case study, please see “Case Study: Intel 
Scales Global Social Media by Rebuilding Facebook Presence.”

Domino’s 
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On the heels of its 2010 turnaround, Domino’s Pizza launched 
a global marketing initiative—the first of its kind for the 
company—to offer incentives to consumers all over the world. 
Global Domino’s Day, which took place on December 8, 2011, 
earned the pizza purveyor social media credibility and put into 
practice the chain’s desire to use social media for cohesive 
brand messaging on a global scale. 

eMarketer spoke with Dennis Maloney, vice president of 
multimedia marketing, about the promotion. 

eMarketer: What were the goals with Global Domino’s Day? 

Dennis Maloney: The biggest goal was to take advantage of 
our global scale in order to create a worldwide promotion for 
the first time. No quick-service restaurant that we know of had 
ever been able to actually execute a Facebook or social media 
promotion around the world. 

eMarketer: Domino’s has Facebook pages in more than 
70 countries. Was it challenging to get countries involved in 
the promotion? 

Maloney: Because Domino’s is a franchise organization, that 
presents a challenge in that we have to get regional franchises to 
agree to run a promotion. So if you take that challenge, which can 
be difficult in just one country, and multiply it times every other 
country that wants to do a global promotion, you can imagine the 
challenge we faced. This was also very new to our system; we have 
rarely tried to coordinate a promotion across geographies. Actually, 
prior to social media, we never even had a marketing program that 
could coordinate these campaigns across geographies. 

We were thrilled—and a bit surprised—that we were able to 
coordinate Global Domino’s Day with 19 countries around the 
world. It was a very broad program that literally spanned the 
world, with close to 7,000 stores in countries such as Japan, 
Guatemala and Korea participating. 

eMarketer: How did you promote Global Domino’s Day? 

Maloney: We’ve been building our social media capabilities for 
close to two years, with the objective of one day using social 
media as a marketing lever, not just as an engagement tool. If you 
look at our fan bases on Facebook and Twitter, both are up nearly 
500% in the past year. We’re finally getting enough scale to use 
the sizeable audiences to drive marketing programs. 

That said, the majority of the promotion of the program was 
through social media. We hoped that by creating a great story and 
a great message that it would take on a life of its own. And that’s 
exactly what happened. Our social media audience was large 
enough that once we seeded the message, it spread very quickly. 

eMarketer: What results can you share? 

Maloney: Looking back, it was probably the single most 
successful one-day promotion Domino’s has ever run—not just 
in the United States but in almost every country that participated. 
We had close to 600,000 fans engage with the promotion within 
Facebook and then head off to their individual countries’ brand 
pages. All of that happening within a single day is spectacular. 
Some countries doubled their number of Facebook fans in a 
single day. We set sales records in a number of countries, and we 
had a fantastic day in the United States. 

For the complete interview with Dennis Maloney, please see 
“Domino’s Delivers Its First Global Social Media Campaign.” 

Marketer Strategies for Going Global

http://totalaccess.emarketer.com/Article.aspx?R=1008941
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Ford 
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Ford Motor Company teams digital and social media leads 
in each of its regions so marketing activities are aligned. 
eMarketer spoke with Scott Monty, head of social media at 
Ford, about how the company manages its initiatives around 
the world and what its global priorities are. 

eMarketer: How does Ford manage social media marketing 
outside the US? 

Scott Monty: We have the bulk of our staffing, content and 
products centered here in North America. In most of our global 
regions, though, we have regional-level social media leads who 
are paired up as a matched set with digital marketing leads. So, for 
example, in Ford Europe, we have a social media lead and a digital 
marketing manager paired up. With smaller markets, there’s often 
only one Ford staffer to cover everything from PR to marketing to 
even sourcing customer service. Adding social media to their list 
of responsibilities poses a challenge for us. We almost need an 
individual social media manager for each country because of the 
cultural and language differences present in regions like Europe. 

Our Asia-Pacific and Africa regions are managed slightly 
differently. We have there, too, a matched set with a digital 
marketing and a social media person, but we also have five 
language-specific conversation managers in APAC who 
specifically track Vietnamese, Thai, Korean and a number of the 
[other] key languages. We have teams in South America, Mexico 
and Canada, as well. Each of those pairs of individuals acts as 
its own mini center of excellence—they know the most about 
social media in their region and are able to work with other team 
members to get them up to speed. Facebook is really the main 
focus of a lot of our efforts right now, simply because of the size 
and significance of it, and because it seems to weave itself so 
seamlessly into so many different websites and life experiences. 

eMarketer: Does your social media team in North America share 
best practices with Ford’s international social media groups? 

Monty: We are getting there. We do it to a certain degree right 
now, but not as well as we could. We’re all so busy engaging 
with the customer that it’s a different beast to concentrate 
internally on best practices and infrastructure and governance. 

eMarketer: What are Ford’s global priorities when it comes 
social media?

Monty: We have to have good products that back up what we’re 
saying. It’s also our responsibility to have good content our fans 
want to engage with. Ultimately, we need to be human. We need 
to speak like them and converse in a language that’s relevant to 
them—that certainly varies from country to country, and even 
from platform to platform. The outbound marketing is really only 
half of it. The other half is giving consumers an opportunity to talk 
back to us, and then changing our practices and what we share 
based on what our customers are telling us. 

eMarketer: What US-based social media programs has Ford 
successfully extended in other global regions?   

Monty: We ran the Ford Focus Rally here in the US, and regions 
such as the Middle East have taken the template for the 
campaign and adapted it appropriately. Sometimes there are 
region-specific nuances or anomalies to take into account, but, 
other times, a focus on our products and what our products do 
works universally. Taking a campaign that worked in one country 
and bringing it to another provides us great momentum and 
efficiency. The timing of the campaign might not be simultaneous, 
but it’s nice to have already learned from the previous iteration. 

eMarketer: Has the US spun off any social media programs 
that were first launched internationally? 

Monty: We’re looking at integrating Fiestagram, which was a 
campaign in Europe that encouraged people to use the iPhone 
app Instagram to capture things in their lives that reflected 
attributes of the Ford Fiesta. We may take that concept and 
adapt it as appropriate for the US market. 

eMarketer: How do you measure social media on a global level? 

Monty: You can’t measure social media globally just as a thing. 
Rather, it’s market by market, campaign by campaign. Social 
media means something different to everyone. One region may 
be using it to drive awareness, another may be using it to increase 
reputation, another may be running a contest for lead generation. 
It’s imperative for everyone to define what they’re trying to achieve 
and measure against that goal—mileage may vary. 

eMarketer: Do you have any advice for marketers as they 
start to extend social media marketing globally?   

Monty: Understand where your customers are and what they’re 
looking for from you. We can put together a global strategy, but 
the execution has to play out locally. It also needs to align with 
existing communications and marketing and business goals. 
Far too often, I’ll see companies just jump in and establish a 
Facebook page because somebody told them they have to be 
doing social media, and, evidently to them, that means have a 
Facebook page. 

For the complete interview, please see “Ford on Social 
Media: Global Strategy, Regional Focus.” 

Marketer Strategies for Going Global
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Microsoft Windows 

 emarketer_2000894_images/Windows_Facebook_France.png

In 2011, Microsoft’s Windows Division decided to consolidate 
its Facebook presence into one unified page. Working with 
social media management company Vitrue, Microsoft created 
Facebook.com/Windows, a page that is designed to appeal to 
multiple audiences, depending on how they use Windows and 
what country they are in. 

eMarketer spoke with Jessica Jensen, senior marketing 
manager for social media, about how the company worked 
with Vitrue to create the global Facebook page and how it 
works with regional subsidiaries to enable them to have their 
own voice and control. 

eMarketer: What was your Facebook presence like before 
you started working with Vitrue? 

Jessica Jensen: It was a “Wild, Wild West” situation. We 
had so many Facebook pages from various markets across 
different versions of Windows and across various audiences. It 
was hard to navigate. 

eMarketer: What were your goals in redesigning the page? 

Jensen: We wanted to structure something that we thought 
could support not only the various geographies—the 
subsidiaries—but also the different audiences. The four 
audiences that we landed on were “Everyone,” which is your 
everyday consumer, “Business,” “Developer” and “Student.” 
We needed a platform that could support four different 
audiences, and it needed to be on the same page. 

Then we wanted to create a geo-specific structure so each 
market could get local content in their native language. 
We needed a platform where we could allow each of our 
subsidiaries to be able to be editors and publishers and create 
their own tabs. They really are the master of their local market, 
but it all kind of rolls up into one big umbrella community. 

eMarketer: How many different markets are represented on 
the page? 

Jensen: There are 36 markets that have come on over the last 
seven months. 

eMarketer: How are you measuring your success on Facebook? 

Jensen: We’ve seen some pretty amazing growth across all of 
our KPIs in the last six months, which, to me, is a testament to a 
lot of goodness converging, whether it’s the fact that we have all 
of these markets on board that are active and publishing three or 
four times a week or the fact that we actually are measuring our 
analytics and reporting on them on a weekly basis. 

Microsoft Windows Facebook Page Metrics, 
July 2010-Feb 2012

Total audience* Actions**

Jul 2010

Aug 2010

Sep 2010

Oct 2010

Nov 2010

Dec 2010

Jan 2011

Feb 2011

Mar 2011

Apr 2011

May 2011

Jun 2011

Jul 2011

Aug 2011

Sep 2011

Oct 2011

Nov 2011

Dec 2011

Jan 2012

Feb 2012

634,259

653,335

706,595

854,934

1,039,646

1,326,629

1,420,969

1,465,079

1,555,211

1,679,175

1,905,150

2,368,299

2,483,142

2,604,766

3,035,236

3,115,699

3,211,673

3,327,022

3,749,799

4,619,930

18,972

24,297

21,770

28,661

29,125

45,966

56,119

50,108

54,027

64,246

41,917

45,889

38,264

240,776

191,369

181,338

142,439

180,985

464,766

950,598

Note: *defined as total number of "likes" that the Windows page received
on Facebook; **defined as the number of people sharing stories about
Windows, posting on Windows wall, "liking", commenting, sharing posts
Source: Microsoft, "Windows Facebook Data," March 28, 2012
138534 www.eMarketer.com

138534

For the complete interview, please see “All Social is 
Local for Microsoft’s Global Facebook Program.” 

Marketer Strategies for Going Global
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Coca-Cola 
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Michael Donnelly, group director of worldwide interactive 
marketing at Coca-Cola, spoke with eMarketer about how the 
company manages to be simultaneously both global and local 
when it comes to its social media outreach efforts. 

eMarketer: Could you describe your global strategy of 
consolidating social media with Facebook or Twitter? 

Michael Donnelly: We’ve pretty much been consolidated almost 
since the beginning. Our social strategy is a single-page approach 
across social platforms, as long as we are technologically able  
to do so. We only have one Coca-Cola Facebook page and one 
Sprite Facebook page, and the content of that page is localized. So 
when you go to the Coca-Cola page here in the US, you’re going  
to see what I want you to see today, but if you go to that page in 
London, you’re going to see what I want you to see in London. 
If you go there in Istanbul, you’ll see what I want you to see in 
Istanbul. And on any given day, we’re delivering locally relevant, 
language-specific, real-time marketing content in those countries. 

eMarketer: Coca-Cola is in 206 countries. On the 
technological side of things, what has the company achieved 
as a social media leader?   

Donnelly: What I’m most proud of is the engine we’ve built to 
do that all over the world. Most of these social platforms allow 
you to talk on a very local basis. So, although I’ve got 41 million 
fans on my Coca-Cola page alone, there are very few things—
in fact, I would argue there’s basically nothing—I could say 
that is relevant in real time in the appropriate language to 
everybody around the world at the same time. 

So what we’re doing is leveraging the technologies in 100-plus 
countries every day, talking in local languages about locally relevant 
things that have happened and that, ultimately, are related to our 
products and can drive business. So we can actually talk about 
something that happened 10 minutes ago anywhere in the world, 
and the way we’ve done that is by building an engine to allow our 
marketers to run their business there. So we’re very decentralized 
about content being developed. 

eMarketer: How is Coke managing social media content 
strategy for its sponsorship of the Olympics? 

Donnelly: What Coke does from the center is drive the Coke 
values and Coke brand image and Coke core creative ideas 
that are then localized to make them relevant and effective 
locally. We’re doing the same exact thing with social—we’re 
giving [our local marketers] some evergreen content about 
things like happiness and the Olympics that could in fact be 
global, and then we’re allowing them to schedule, plan and 
communicate that content when they think best, because 
they will know more than I would if it’s a happy day that 
day or not. It’s also important that they have the engine, 
along with the flexibility and the freedom—and even the 
encouragement—to use real-time marketing. 

For the Olympics, if I am in Brazil and I am spending money to 
partner with one specific athlete, and they win a gold medal, 
or they got married the day before, or there’s something else 
that becomes a great trending story that’s happening, we can 
build upon that in real time if we know about it. We’ve got to 
be listening to what people are saying online, and then have 
the tool sets to be able to react to them very quickly. Maybe 
there was some incredible thing that happened in the stands 
during the swimming competition, and we would never know 
about it in real time unless we watched the news 24 hours 
later, but if we’re watching the chatter and the conversations, 
we can be aware of it within a couple of seconds. 

For the complete interview, please see “Coke’s Social 
Media Strategy: Be Invited into the Community.” 

Marketer Strategies for Going Global

http://totalaccess.emarketer.com/Interview.aspx?R=6000720
http://totalaccess.emarketer.com/Interview.aspx?R=6000720


Social Media in the Marketing Mix: Managing Global Expansion Copyright ©2012 eMarketer, Inc.  All rights reserved. 14

Other Marketer Examples 

The global challenges of social media are similar for 
businesses in other industries, such as restaurants, travel and 
consumer packaged goods. Executives from Applebee’s, Hyatt 
and Unilever share their strategies below: 

Applebee’s 

The restaurant chain has created a Facebook page for every 
one of its US locations—a total of 1,500 pages. Outside the 
US, franchises have a choice of either creating pages for their 
individual restaurants or for their country or region. 

“I can schedule out content, and then the franchise marketing or 
social media managers can choose whether they want to use 
what I’ve put in the system, or they can create their own content 
at a franchise level or at a local level,” said Jill McFarland, senior 
manager of digital and social media, in an interview with eMarketer. 
“Each of those international franchises has a social media 
strategist, and it’s more like a sharing of best practices, and a 
sharing of tools. They watch and learn from what we’re doing, and 
I’m also watching and learning from what they’re doing—some of 
them are very advanced.” 

Businesses with franchises should “engage with their audience 
the way that they would normally engage with their audience,” 
McFarland stressed. “People don’t have conversations the same 
way here as they do overseas. So we monitor as far as keeping 
them on brand, but we don’t push too hard.”  

Hyatt 

Hyatt’s global Facebook presence includes 112 pages in North 
America; four in Latin America; 19 in Europe, Africa and the 
Middle East; 13 in Asia-Pacific; seven in southwest Asia; and 10 
in India. Hyatt also has a presence on Sina Weibo in China. 

“We wanted to create a consistent presence and a framework 
that all of our hotels could follow,” said Ellen Hahn, vice president 
of global brand communications and advertising at Hyatt, during 
a presentation at Social Media Week New York in February 2012. 

Since June 2011, when Hyatt launched its unified Facebook 
infrastructure, its fan base has grown from 290,000 to about 
900,000 as of February. 

Hyatt’s social media team has distributed guidelines to its 
hotels around the world. If there is a global campaign, the 
team sends out recommendations for language, links to use, 
and when to publish. 

Having a single infrastructure and data all in one place helps, 
Hahn said. But the company admits it still has difficulty when it 
comes to localizing content because what is relevant in other 
countries is often different than what is relevant in the US. 

Unilever 

Most of Unilever’s global brands, including Dove, Magnum 
and Vaseline, are set up “glo-cally” on Facebook, said Debbie 
Weinstein, senior director of global media innovation, in an 
interview with eMarketer. “This means that they operate within 
a single, technical platform with a unified look and feel, and 
globally determined guidelines for aspects like tone of voice 
and issues management,” Weinstein said. “The pages have a 
set of content that is developed and published globally—after 
translation into local language.” 

Local teams are charged with managing the communities, 
listening and responding to local consumers, and publishing 
content relevant to each market. 

“The results we are seeing for pages that are being managed 
this way are fantastic—we have great engagement from 
consumers around the world,” Weinstein said. 

Marketer Strategies for Going Global
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