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Social Media Franchising
Any franchise considering social media as a communication platform with its customers' needs to consider certain driving factors. For instance, for a coffee franchise to venture into a market like China there exists a wide range of factors in play to consider. The first is the number of individuals with access to online information. China has an approximate 900 million registered online users who spent an average of 46 minutes daily on social media platforms. Another factor to consider is the online purchasing behavior of Chinese nationals. According to Oliver (2017), Chinese nationals tend to make online purchases based on the recommendations of others. In Mexico, a major factor to consider is the growing numbers of Mexicans with access to the internet through smartphones. The other factor to consider is the platform that is common there. In Mexico, 95% of social media users are active on Facebook, followed by WhatsApp, and hence, these sites can be adopted (Hardy, 2018).
Market penetration through online advertising requires a critical understanding of what the target population considers as business etiquette. In the Chinese culture, humility and politeness are considered as very important virtues. Therefore, while conducting business online in China, any business franchise must consider treating its customers with humility and politely to thrive. Another important factor to be considered is that Chinese nationals highly appreciate efforts by foreigners to communicate in their native language. Therefore, while doing business in China, a coffee franchise, for instance, should insist that its workers gain some knowledge in the Chinese language (Crampton, 2011). Coming to the Mexican market, the secret to a successful business is developing personal relationships between the customers and the sales persons. However, one set-back of using social media to conduct business in Mexico is that Mexicans prefer doing business at a personal level as compared to over the phone or email.

With the ever growing and developing technologies, communications within business franchises have continued to change drastically. For a coffee franchise, these global technological changes would mean more and wide-spread exposure. By setting up websites, for instance, where they display their products, store location and prices of commodities just to mention a few, the business would be able to make lots of information available to a large population and at reduced costs. In addition to that, when businesses create social media platforms, they create a platform where they can trade information with their customers. Such information would be used to improve on products where need be and in the process, develop personal relationships with the customers. Finally, developments in emails have allowed for businesses to be able to send automated responses to relevant recipients and create alerts for important messages (Natter, 2019). These technological advancements have revolutionized communications in businesses in the present world.
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