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Executive Summary  

 

Unlike developed markets, which are held together through a series of physical and 

institutional infrastructures that facilitate and foment economic operations, emerging 

markets as constituted by markets where buyers and sellers are not able to come 

together efficiently. (Khanna and Palepu, 2010) That is to say, where the institutions 

that facilitate economic activity, as well as the absence of an associated set of rewards 

and sanctions to enforce those rules, norms and belief systems are absent, resulting 

in institutional voids. Through a descriptive study, this thesis considers Facebook as 

an intermediary, the entity that inserts itself between sellers and buyers to abridge the 

gap created by institutional voids, limiting itself to small and medium businesses within 

the Argentine market. Through the analysis of the case study of En Orden (Argentine 

SMB), Facebook has shown to act as an intermediary through the company’s function 

as a credibility enhancer, a transaction facilitator and an adjudicator.  
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1. Introduction  

1.1. Problematic  

 

This paper will indicate the characteristics that define an emerging market and, in 

effect, describe the constraints entrepreneurial operations face - delimiting itself to the 

argentine market. Deficient institutional foundations have created precarious market 

structures in which intermediaries are often necessary to successfully execute 

business operations. Through an inductive study, the work intends to demonstrate 

how Facebook may act as a market intermediary for small and medium businesses 

and by doing do, help firms be more efficient. 

 

As Khanna and Palepu (1997) assert, in order to become successful and sustainable 

over time, a company must adapt its strategy to fit the institutional context in which it 

operates. That is to say, “every strategy is a work in progress that is subject to revision 

in light of ongoing interactions between the organization and its shifting environment” 

(Sull, 2007). An understanding of the underlying market structure of emerging 

economies, grants companies the opportunity to tailor their strategies and execution 

to emerging markets to gain a competitive advantage (Khanna and Palepu, 2010).  

 

Market structures are the outcome of idiosyncratic historical, political, legal, economic 

and cultural forces within any country (Khanna and Palepu, 2010). It is not a binary 

approach, it is the product of a continuum of levels of institutionalization and 

associated mechanisms of self-reinforcement (Phillips et al., 2009). Institutions act as 

a double-edged sword: they simultaneously enable and constrain the behavior of 

actors in an organizational field (Tracey and Phillips, 2011).  

 

In an ideal market, the economy would have a range of institutions to aid the 

functioning of said market, but developing markets fall short in numerous ways. 

Emerging markets “reflect those transactional arenas where buyers and sellers are 

not easily or efficiently able, to come together” (Khanna and Palepu, 2010, p. 10). 

According to Khanna and Palepu (2010), the absence of these institutions that 

facilitate economic activity - as well as the absence of an associated set of rewards 
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and sanctions to enforce these rules, norms and beliefs - is what construes an 

institutional void.  

 

The incorporation of institutions that reduce uncertainty plays a pivotal role in the 

operation of markets in emerging markets. These markets are emerging as its players 

work to find ways to abridge the transaction costs, caused by the institutional voids, 

by means of intermediaries (Khanna and Palepu, 2010). The authors “...refer to the 

lacunae created by the absence of market intermediaries that provide the requisite 

information and contract enforcement needed to consummate transactions” (Khanna 

and Palepu, 2010, p. 14). In other words, intermediaries are economic entities that 

insert themselves in the market to abridge the gap between buyers and sellers due to 

institutional voids. 

 

Namely, emerging markets are constituted by institutional voids that increase friction, 

transaction costs and operating challenges. The precarious nature of emerging 

markets hinders the success of businesses, particularly SMEs (Tracey and Phillips, 

2011). In consequence, the nature of institutional voids inclines the outcome of 

entrepreneurship in emerging markets to be highly uncertain (Zahra, 1993).  On the 

other hand, large business groups tend to be successful in emerging markets. Their 

size and diversification allows them to act as intermediary and, therefore, assimilate 

erratic market structures and absorb institutional voids (Friel, 2011).  

 

These inadequate market institutions play a defining role in shaping the capital, 

product, and labor markets and creates a considerable setback for SMEs. In account 

of the array of institutions that influence a market structure, Khanna and Palepu have 

classified said institutions in accordance to their functional perspective. Such analysis 

has been denominate the taxonomy of market intermediaries:  

1. Credibility enhancers 

2. Information analyzers and advertisers  

3. Aggregators and distributors 

4. Transaction facilitators 

5. Adjudicators and regulators  

6. Policy makers   
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Most of which, must demonstrate credibility in order to properly function as an 

intermediary (Khanna and Palepu, 2010). That is to say, intermediaries also work as 

mechanisms to provide credibility in a context in which it is not provided by institutions.  

 

This thesis considers Facebook - an American international for-profit corporation, 

social media and social networking service - as an intermediary. In allowing SME’s to 

leverage themselves through its world-wide platform, Facebook curtails the 

institutional void.  

      1.2 Objectives 

 

General Objectives  

 

To analyze the ways of an emerging market and how small and medium businesses 

can survive the institutional context in Argentina by leveraging a business strategy 

through Facebook. 

 

Specific Objectives 

 

● Facebook as a credibility enhancer. 

● Facebook as an information analyzer and advertiser. 

● Facebook as an aggregator and distributer 

● Facebook as an adjudicator  

● Facebook as a transaction facilitator. 

 

1.2  Investigation questions 

 

Central question 

How does Facebook act as intermediary for SME’s in emerging markets? 

 

Sub-questions 

 

● Why do emerging markets have a stronger presence of intermediaries?  

● Why larger firms in emerging markets don’t need Facebook as an intermediary? 

● Why small firms need Facebook as an intermediary? 
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1.3  Justification for the study 

 

During my studies in San Andrés I took the course Non-Market Strategies in Emerging 

Markets, where the focus was predominantly put on the influence of institutions and 

the effects these cause on market structures and, therefore, an organization's strategy 

and execution. Additionally, I have spent the last few years working for Facebook in 

Argentina and through my experience perceived great amount of added value and 

opportunity for SMEs with the company as an intermediary. Furthermore, the 

argentine government has emphasized the need to foment an SME market culture 

due to the growth engine they have proven to be for the economy.     

2 Methodology  

 

In this section, reference will be made to the type of study carried out, the units of 

analysis and the data collection techniques used to carry out this work’s research. 

      2.1Type of study  

 

A descriptive study has been carried out construct this paper given that the main 

objective is to evaluate the ways of an emerging market and how to survive this sort 

of institutional context by leveraging a strategy in Facebook.  

 

According to authors Vaismoradi, Turunen and Bondas “when using content analysis, 

the primary aim is to describe the phenomenon in a conceptual form” (2013, p. 401). 

This is the case in investigating emerging markets, their intermediaries, and the 

institutional voids they beset as the research is based on previous studies.  

2.2  Units of analysis  

 

This work will evaluate Facebook as a market intermediary through the business 

solutions the company has to offer. Given its influence as a social media platform, the 

network proves to be a powerful force that could create added value and competitive 

advantages to enterprises – especially to those in emerging markets.  
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Facebook’s role as an intermediary will be illustrated through the analysis of En Orden, 

an Argentine company founded under the category of a small and medium business.  

2.3  Information sources  

 

The research will use information from secondary and primary sources. The 

secondary sources will be sustained by public reports conducted by entities such as 

Deloitte, Global Entrepreneurship Monitor (GEM), The Future of Business Monitor and 

Facebook. The primary sources will be carried out by means of interviews on 

managerial candidates such as Patrick Hurby (VP of LATAM SMB), Joao Adao (Head 

of South Cone), Pablo Nicolls (Lead, SMB Account Management) and Agustina 

Tavella (founder of En Orden).  
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1. Theoretical Framework 

1.1.  Emerging Markets 

 

There are many variants as to how one could define emerging markets, a coined term 

of the past decades. For instance, Ahlstrom and Burton (2006, p. 299) argue that 

“[e]merging economies are characterized by fundamental and comprehensive 

institutional transformations as their economies begin to mature.” In this case, some 

examples would be Brazil, China, India or Russia by virtue of their rapid economic 

growth in comparison to more evolved and stables markets in the last few decades. 

Others may argue that emerging markets are those that pose a competitive threat to 

the G-6 economies (United States, United Kingdom, Germany, France, Japan, and 

Italy). A considerably broad definition due to the need to define comparable indicators 

of competitive risk. Contrarily to the definitions mentioned above, this paper builds on 

Khanna and Palepu’s (2010, p. 6) definition of emerging markets as “markets [that] 

reflect those transactional arenas where buyers and sellers are not easily or efficiently 

able to come together.” 

 

In contrast, developed markets are held together through a series of physical and 

institutional infrastructures that facilitate and foment economic operations. Arnold and 

Quelch (1998) depict that most developed-country companies take for granted basic 

market infrastructure that supports their business activity. The institutions that make 

up this foundation are largely absent in emerging markets. H. Ernst et al (2015) cite 

Peng (2000) in distinguishing “between formal institutional constraints in emerging 

markets such as the lack of credible legal frameworks, the lack of stable political 

structures and the lack of strategic factor markets, and informal institutional constraints 

such as the prominence of deeply embedded networks and personalized exchanges.” 

Additionally, Cavusgil et al. (2002) argue that high levels of corruption and the 

inadequacy of physical infrastructure (e.g. telecommunications and roads) present 

major setbacks for entrepreneurs in emerging markets. Khanna and Palepu (2010) 

identify three main sources for market failure  

1. Absent or unreliable sources of market information (information asymmetry) 

2. Uncertain regulatory environment and  

3. Inefficient judicial systems.  
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In effect, these markets are emerging as specialized intermediaries are absent or 

poorly functioning deterring business activity.  

1.1.1. Market Information  

 

A dearth of information largely affects product, capital and labor markets within 

emerging markets. The buyer - be it the consumer in a product market, the investor in 

a capital market or the employer in a labor market – is gravely hindered by the lack of 

information institutions. 

 

In first regard, the consumer begins at a setback considering that the communications 

infrastructure is often underdeveloped (Khanna and Palepu, 1997) Telephones are a 

contemporary commodity, yet the signals that feed wireless communications are often 

tampered with in developing markets. Therefore, although this has changed 

significantly in the last few years, a buyer in an emerging market is at a disadvantage 

whilst assessing the goods, services, employments or investments they would like to 

acquire.  

 

In second regard, Khanna and Palepu state that even when information is circulated 

in a capital, labor or product market “there are no mechanisms to corroborate…[and] 

no redress mechanisms” (1997, pg 4). In other words, if there is access to information 

there are scarce ways of ensuring its accuracy. Especially because these markets are 

also lacking efficient regulatory institutions.  

 

In the case of consumers in product markets, they are reluctant to buy products from 

unfamiliar brands putting SMEs at a disadvantage against their more established 

competitors. Furthermore, “As a result, of this lack of information companies in 

emerging markets face much higher costs in building credible brands than their 

counterparts in advanced economies. In turn, established brands yield tremendous 

power” (Khanna and Palepu, 1997, pg 4).  In consequence, SMEs in emerging 

markets are thwarted due to large entry barriers that otherwise large businesses can 

absorb.  
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In the case of venture capitalists in capital markets, they are unwilling to invest in 

unknown ventures. According to the authors Khanna and Palepu, developed markets 

such as the U.S. mitigate with these issues through “institutional mechanisms such as 

reliable financial reporting, a dynamic community of analysts and an aggressive, 

independent financial press” (1997, pg, 5). Subsequently, investors have a access to 

ample amounts of accurate information about companies - including SMEs - 

incentivizing investments and, therefore, equal access to financial and capital gains.  

1.1.2. Regulations  

 

The way in which government entities intervene in capital and labor markets varies 

significantly from country to country. In emerging markets “not only does the state 

intervene much more extensively in business operations, but companies also have a 

hard time predicting the action of regulatory bodies” (Khanna and Palepu, 1997, pg 6). 

In markets where there are unstable market conditions, governments will intervene in 

order to look for social stability or even to overcome market failures, making the 

context even more uncertain for business operations. An example of this is when 

companies have restrictions to lay-off workers. Furthermore, as Khanna and Palepu 

mention “when regulators place political goals over economic efficiency, they can 

distort the functioning of markets” (Khanna and Palepu, 1997, pg 4) resulting in a 

restriction of potential opportunities that a business in a more developed market has 

access to. This is especially pertinent in emerging markets where oftentimes bribes 

and corrupt practices are prevalent resulting in market inefficiencies. Antithetically, 

although most - if not all - developing countries suffer from considerable government 

involvement they lack mechanisms to enforce contracts.  

  

1.1.3. Judicial Systems  

Ineffective or, otherwise, untrustworthy judicial systems interfere not only with capital 

markets but with product markets as well. On one hand, “companies are reluctant to 

do business without ways of ensuring that their partners will hold up their end of the 

bargain” (Khanna and Palepu, 1997, pg 4). On the other hand, a reliable judicial 

system gives way to those brands or companies that aren’t as well known in product 

and capital markets due to the safeguard of predictable contract enforcement.  
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2. Institutional voids  

 

An institutional void refers to the absence of the institutions that facilitate economic 

activity, as well as the absence of an associated set of rewards and sanctions to 

enforce those rules, norms and belief systems (Khanna and Palepu, 2006). That being 

said, business strategies and their executions are subject to the market structure in 

which they operate in. In other words, “Institutional voids have real and first order effect 

on business strategy” and are critical sources of operating challenges (Khanna and 

Palepu, 2010).  

 

The precarious nature of emerging markets hinders the success of commerce, 

particularly SMEs (Tracey and Phillips, 2011), and calls for businesses to perform 

basic functions that in a more evolved economies are taken care of by their institutional 

framework. In consequence, the nature of institutional voids inclines the outcome of 

entrepreneurship in emerging markets to be highly uncertain (Zahra, 1993) due to their 

incompetence to absorb the costs of covering the gaps. Furthermore, authors Tracey 

and Phillips mention how entrepreneurships in emerging markets are likely to evolve 

a different set of skills than those associated with institutional entrepreneurship in 

established markets due to the relatively weakly institutionalized organizational fields 

in which they operate in. That is to say, in order to operate in the context of an 

emerging market, companies tend to diversify their business in aims to abridge the 

institutional disparity.  

 

Khanna and Palepu (2010) propose that in the context of an emerging market, 

business groups and conglomerates create palpable business opportunities by filling 

these institutional voids. Their size and diversification allows for them to act as an 

intermediary and, therefore, assimilate erratic market structures and apprehend 

institutional voids (Friel, 2011). 

3. Intermediaries  

Intermediaries are the economic entities that insert themselves between a potential 

buyer and seller to bring these actors together and reduce transaction costs (Khanna 

and Palepu, 2010). Otherwise irrelevant in developed markets where operations are 
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held in a context where institutions foment commerce. The authors go a step further 

in defining the types of existing intermediaries from a functional perspective 

• Credibility enhancers: Provide independent assessments to support or validate 

business claims. 

• Information analyzers and advertisers: find and generate business decisions 

typically by providing data mining, number crunching and consulting services  

• Aggregators and distributers: are the matchmaker in market intermediation, 

providing low cost matching and other value-added services for suppliers and 

customers through expertise and economies of scale  

• Transaction facilitators: provide transaction platform and facilitate buying and 

selling in markets  

• Adjudicators: help market participants resolve disputes  

• Regulators and policy makers: create and enforce the underlying rules that 

determine business engagement and industry direction 

 

Through a growing body of research, authors Mair and Marti (2009) assert that when 

“the government fails to assume its role in creating and strengthening those social 

institutions needed for markets to exist and to function properly, business groups step 

in to fill the void” (p. 422). Khanna and Palepu (1997) maintain that the access to 

resources and competence of these business groups enables affiliate firms to operate 

more efficiently, and to access and exploit opportunities that are not available to 

solitary organizations.  

 

This paper suggests a different type of intermediary that doesn’t involve vertical 

integration and is beneficial for all economic players in the market, proving to be a 

strong ally for SMEs in emerging markets. 
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1. Facebook 

 

In order to be able to consider Facebook as an intermediary, it’s important to 

understand their current status and, therefore, their provenance as a social media 

platform. The following section, will focus on the company: it’s evolution and where 

they presently stand as a platform and family of apps, focusing on their business 

solutions for enterprises.  

1.1. Facebook as a network  

 

Facebook launched in February 2004 when Mark Zuckerberg, Dustin Moskovitz, Chris 

Hughes and Eduardo Saverin founded the site from their dorm room at Harvard. 

Initially intended for college students, the social platform remained limited to 

educational domains and reached over one million users by December 2004. In 2005 

`The Facebook´ began expanding to over eight-hundred college and school networks 

and by October began broadening their reach overseas. In due course, by the end of 

the year the company found themselves serving over six million users. It isn’t until 

September 2006 that the social media platform expands registration so that anyone 

could join. In December of that year, the company doubled its user base comparatively 

to the previous year. Four years after the company is founded, Facebook launches 

the site in Spanish followed by German and French – giving way to an increase in 

userbase. In July 2010, the company reached five hundred million active users across 

the globe and eight years later the company currently serves two billion monthly active 

users. Currently, 2.23 billion users access Facebook every month and there are more 

than two billion people using Facebook, WhatsApp, Instagram or Messenger each 

day.  

 

In order to highlight the gravity of the cause that users have on social platforms, I make 

reference to Metcalf’s Law that states that the value of a networks exponentially 

increases as the number of those using it rises. That is to say that, that the value of a 

network is proportional to the square of the number of connected users of the system. 

In other words, before acknowledging Facebook as a platform and business, and its 

evolution since its founding, it is essential to understand the power it achieved as a 
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platform in order to understand the impact it can and has generated. Any network 

without users is impotent.  

1.2. Facebook as a platform  

 

The company has founded itself upon the mission to “to give people the power to build 

share and make the world more open and connected” and, additionally, has five core 

values that prevail in any decision-making process:  

• Focus on impact 

• Move fast  

• Be bold  

• Be open  

• Build social value 

This is essential to the company’s withstanding and evolution as a platform when 

viewing the volatile, uncertain, complex and ambiguous (VUCA) global context and 

having in mind particularly the disruptive nature of technological industry.  

 

Albeit having changed its mission in 2017 to: “Give people the power to build 

community and bring the world closer together.” Facebook as a company has invested 

countless resources in their platform in order to foment the sense of community it has 

reached up to date.  

 

The development of Facebook as a social media platform began in 2004 when the 

founders launched “the wall” giving “people the place to post messages to their 

friends.” Shortly after, the firm launches Facebook Photos in 2005 and Facebook 

Video in 2007 to further develop the social aspect of the network. In addition to the 

video launch in 2007, a few months later the company launches Facebook Pages and 

a self-service Ads Platform – a pivotal moment for the company as it takes its first 

steps into its current business model. Beginning of 2008, Facebook chat is launched 

which will later evolve to become messenger in 2015, fundamental in the company’s 

family of apps as now millions of businesses rely upon this medium to communicate 

with their customers. In 2012, the company announces the acquisition of Instagram 

another essential application with a large current revenue base and exponential user 
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base. Two years later, the company purchases WhatsApp a yet unexploited revenue 

opportunity with important user bases in Latin America and India.  

 

As Facebook began expanding its platform beyond social media, businesses started 

to take presence and by 2015 there was forty million active small business pages. 

Shortly after, in 2016, Facebook Marketplace was introduced giving users and 

businesses the opportunity to buy and sell goods through the platform. Furthermore, 

In the past years, the company has launched Messenger Payments but with large 

holdouts throughout the globe its potential hasn’t been exploited.  

 

As Facebook evolved it is evident that the platform began shifting towards businesses, 

giving them a space to reach their customers and make themselves visible. Moreover, 

a space to connect with their client base and potential customers through messaging. 

This is no surprise when considering the company’s business model.  

1.3. Facebooks Business Model  

 

In order to grasp the magnitude of Facebook’s business model it is important to 

understand the acquisitions the company has made over the years. Since its founding, 

the company has acquired 66 different companies due to their technology and teams 

the compose the enterprise:  

• AboutFace, August 2005 – $200 K 

• Parakey, July 19, 2007 

• ConnectU, June 23, 2008 – $31 Million 

• FriendFeed, August 10, 2009 – $47.5 Million 

• Octazen, February 19, 2010 

• Divvyshot, March 2, 2010 

• Friendster, May 13, 2010 – $40 Million 

• ShareGrove, May 26, 2010 

• Nextstop, July 8, 2010 – $2.5 Million 

• Chai Labs, August 15, 2010 – $10 Million 

• Hot Potato, August 20, 2010 – $10 Million 

• Drop.io, October 29, 2010 – $10 Million 

• FB.com domain name, November 15, 2010 – $8.5 Million 
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• Rel8tion, January 25, 2011 – Undisclosed 

• BELUGA, March 2, 2011 – Undisclosed 

• snaptu, March 20, 2011 – $70 Million 

• RecRec, March 24, 2011 – Undisclosed 

• DayTum, April 27, 2011 

• Sofa, June 9, 2011 

• MailRank, June 9, 2011 

• Push Pop Press, August 2, 2011 – Undisclosed 

• Friend.ly, October 10, 2011 – Undisclosed 

• Strobe, November 8, 2011 – Undisclosed 

• Gowalla, December 2, 2011 

• Instagram, April 9, 2012 – $1 Billion 

• Tagtile, April 13, 2012 – Undisclosed 

• Glancee, May 5, 2012 – Undisclosed 

• Lightbox.com, May 15, 2012 – Undisclosed 

• Karma, May 21, 2012 – Undisclosed 

• Face.com, June 18, 2012 – $100 Million 

• Spool, July 14, 2012 – Undisclosed 

• Acrylic Software, July 20, 2012 – Undisclosed 

• Threadsy, August 24, 2012 – Undisclosed 

• Atlas, February 28, 2013 – Less than $100 Million 

• Osmeta, March 2013 

• Hot Studio, March 14, 2013 

• Spaceport, April 23, 2013 

• Parse, April 25, 2013 – $85 Million 

• Monoidics, July 18, 2013 

• Jibbigo, August 12, 2013 

• Onavo, October 13, 2013 

• SportStream, December 17, 2013 

• Little Eye Labs, January 8, 2014 – $15 Million 

• Branch, January 13, 2014 – $15 Million 

• WhatsApp, February 19, 2014 – $19 Billion 

• Oculus VR, March 25, 2014 – $2 Billion 

• Ascenta, March 27, 2014 – $20 Million 
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• Liverail, August 14, 2014 – $500 Million 

• ProtoGeo Oy, April 24, 2014 – Undisclosed 

• Pryte, June 2014 – Undisclosed 

• PrivateCore, August 7, 2014 – Undisclosed 

• WaveGroup Sound, August 26, 2014 – Undisclosed 

• Wit.ai, January 6, 2015 – Undisclosed 

• Quickfire, January 8, 2015 – Undisclosed 

• TheFind, March 14, 2015 – Undisclosed 

• Surreal Vision, May 26, 2015 – Undisclosed 

• Pebbles, July 16, 2015 – $60 Million 

• Masquerade, March 9, 2016 – Undisclosed 

• Two Big Ears, March 23, 2016 – Undisclosed 

• Nascent Objects, September 19, 2016 – Undisclosed 

• Infiniled, October 10, 2016 – Undisclosed 

• CrowdTangle, November 11, 2016 – Undisclosed 

• Faciometrics, November 16, 2016 – Undisclosed 

• Ozlo, July 31, 2017 – Undisclosed 

• tbh(app) October 16, 2017 – Undisclosed 

• Fayteq , August 2017 – Undisclosed 

 

Facebook’s acquisitions are essential to how their business model has evolved. The 

enhancement of the platform and the access those have to it around the globe are 

paramount to the sustainability of their business strategy – given that without users, 

the model is deprecated. The company’s purchases where executed in order to 

consolidate and improve its core offerings and website, develop the Facebook app 

and mobile technology, close the gap in its advertising revenue model and even to 

venture in uncharted waters in purchases like those of WhatsApp and Oculus (Hayes, 

2018). That being said, Facebook’s revenue model (advertising) constitutes the 

following acquired companies (Pahwa, 2018): 

▪ Facebook Payments Inc.: to let Facebook generate revenue through payment 

business. 

▪ Atlas: ad-serving and measurement platform, offering services to advertisers 

and agencies. 

▪ Instagram: Media Sharing Platform. 

https://www.facebook.com/payments_terms/privacy
http://venturebeat.com/2011/03/21/facebook-payments/
http://venturebeat.com/2011/03/21/facebook-payments/
http://atlassolutions.com/
https://instagram.com/
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▪ Onavo: Mobile utility application. 

▪ Parse: back end infrastructure provider for mobile applications. 

▪ Moves: Exercise (steps) tracking application. 

▪ Oculus: Virtual reality technology. 

▪ LiveRail: Publisher Monetization Platform. 

▪ WhatsApp: Instant Messaging Client. 

▪ Masquerade: Visual Filters mobile application 

 

As article author Aashish Pahwa mentions:   

“While most of the services provided by Facebook aim at generating 

revenue, many of them are used to generate data. This data range 

from user account information to his behavior over the internet and his 

phone. This strategy has helped Facebook in suppressing most of its 

competitors till now.” (2018) 

 
In addition, Len Sherman, author in Forbes magazine, states:  
 

“By now, it’s widely understood that Facebook’s voracious appetite for user 

data is driven by their business model which charges advertisers for access 

to precisely targeted segments of their massive consumer database. No one 

knows more about more consumers than Facebook.” (2018) 

 
Furthermore, Sherman goes on to argue whether Facebook has potentially built the 

best business model in the worlds due to “achieving the trifecta of high scale, high 

growth and high profit margins unmatched by any high tech company, including 

Google, Amazon, Apple, and Netflix” (2018). According to the author, it is due to this 

that the company has been able to sustain a fifty billion revenue run rate, growing at 

50% yearly rates and operating with a 50% income margin.  

 

http://www.onavo.com/
http://parseplatform.org/
http://moves-app.com/
http://www.oculus.com/
http://www.liverail.com/
https://www.whatsapp.com/
https://play.google.com/store/apps/details?id=me.msqrd.android&hl=en_IN
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The company’s unique user target-based advertisements has been the primary source 

of earnings accounting for more than 90% of their revenue. Instead of selling the user 

data Facebook leverages their business model on collecting and processing data of 

their user base in order to provide specific target audiences for its advertisers, resulting 

in effective, cost-efficient and cross device (mobile, desktop, etc.) marketing. In other 

words, their user-base isn’t only responsible for Facebook’s success as a social media 

platform but for the achievements in their revenue model. Moreover, the steady 

increase in user acquisition and time spent generated further revenue per user for the 

company.  

 

Facebook has recently announced that they are up to six million active advertisers, 

most of which are small and medium businesses. That being said, more than 90% of 

the active business on Facebook and Instagram aren’t advertising – an immense 

opportunity for the company. 
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2. En Orden 

In order to be able to consider the possibility of Facebook as an intermediary this paper 

evaluates the case study of En Orden – an Argentina SME founded in 2007 that sells 

products to organize closet spaces (See appendage 1) 

2.1. History and Context  

En Orden was founded under the premise of wanting to bring order into people’s 

everyday life. According to Agustina Tavilla, founder of En Orden, by organizing small 

details, great victories con be achieved – this is the company’s mission. The idea 

began with a single product: a box to put shoes in.  

Tavilla mentions that the product sounds redundant, given that shoes already come in 

boxes. Yet, the product contains a clear, see-through, side with a flap on-top, 

permitting the boxes to be opened whilst compiled on each other – as shown in the 

images below. 

  

 

 

 

 

 

 

 

 

 

En Orden began as a mono-product company and 

as the product became successful amongst its target audience, their product offerings 

evolved to include furniture and accessories – all centered around the company’s 

vision of bringing order to people’s homes.  
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As the company’s products evolved, so did its operations, structure and framework. 

What started as Tavilla’s at-home start up, with occasional events to showcase her 

products, became a structured small business with infrastructure to withhold 

exportation and affiliates in Chile, Perú and Uruguay. In 2013, En Orden grew to 

acquire nine employees and found itself at its highest growth rates. Nonetheless in 

2015 the company began to undergo a reengineering of processes in order to become 

leaner, diminish fixed costs and grant Tavilla more flexibility – something she mentions 

as key to being able to survive in a market of the likes of Argentina:   

“Being able to enlarge or shrink for an SME is essential. That flexibility is 

what allows you survive in bad times and redeem the good times. Today, 

with the structure that I have, I am able to sell 10 packs per day or a 

thousand because nowadays I am able to hire third party entities that has 

people to do the job, but I cannot stand the structure. To vary the costs for 

an SME is fundamental, to minimize the fixed costs as far as possible. I think 

that is something that one has to have in their head at good times and in 

bad times, it is a way of doing business - especially in Argentina. For if you 

are in a market a bit more stable where the rules of the game are more or 

less the same…you have the possibility to estimate what your income is to 

be able to have a high fixed cost. But, here? For me, I do not know, or it is 

not the moment or maybe it is not possible for En Orden.” (Tavilla, personal 

interview)  
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Founded more than 10 years ago, En Orden has surpassed large changes - not only 

in the Argentine market but in social structures and movements - in order to adapt and 

survive as SME based in Argentina. Nowadays En Orden relies on a large array of 

third parties or intermediaries such as Mercado Pago, Mercado Libre, and Tienda 

Nube to operate and give way the lean and  flexible structure Tavilla was looking for.  

2.2. En Orden and Facebook 

“…Nowadays many things have been democratized to be within everyone’s 

reach…with zero pesos you can start and later see if it’s successful or not. 

With zero pesos you can open an Instagram or Facebook page to show your 

products.” (Tavilla, personal interview) 

 

When En Orden was founded in 2007, Tavilla didn’t have many options to make her 

company and its product offerings known – this was a frustrating situation she had to 

deal with as a SME trying to start-up in an emerging market. After many failed and 

successful attempts of marketing, yet none sustainable, Tavilla recurred to opening a 

Facebook Page in 2009, a feature that had just started to penetrate the Argentine 

market. This moment was pivotal in En Orden’s trajectory.  

 

The company first started using Facebook Pages as a means to be able to present 

her products to her potential target audience base. Furthermore, they used Messenger 

as tool to send mass-messages to their customers. Tavilla also mentions how 

Facebook acted as a feedback source on behalf of their clients. If the same questions 

were being asked repeatedly, Tavilla knew she had to reconsider her communication 

or creatives. Additionally, En Orden began creating content on Facebook through their 

customers because they were engaged enough to want to upload a photo of the 

product once installed in their homes.  

 

Nowadays, En Orden uses Facebook, Instagram and WhatsApp to leverage its 

business operations through self-service ads and customer service tools the platform 

offers. 

3. Analysis  
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According to Malone at all., 1987 advances in information technology are widely 

acknowledged as causing fundamental changes in organizational and market 

structures. Currently, organizations globally are turning to third party intermediaries to 

leverage their businesses and make them more efficient. This is especially true for 

intermediaries that rely upon information technologies, such as Facebook, allowing for 

consumers and sellers to “bi-pass traditional market intermediaries and interact 

directly” (Giaglis, Klein, O’Keefe, 2002, p. 232). This advent of this opportunity has 

given producers and consumers the possibility to lower transactions costs, calling for 

a much more dynamic transactional arena. This is especially true for SMBs:  

“Future of Business Survey” by Facebook 

 

 

 

In order to manage a clear articulation of the theoretical framework and Facebook 

through the case study of En Orden, I have chosen to systematize this section through 

the three types of intermediaries that this thesis considers Facebook to fall under: 

1. Facebook as a credibility enhancer  
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2. Facebook as an adjudicator  

3. Facebook as an information analyzer and advertiser 

4. Facebook as an aggregator and distributer  

5. Facebook as a transaction facilitator 

 

3.1. Facebook as a Credibility Enhancer  

 

According to authors Khanna and Palepu an intermediary that acts as a credibility 

enhancer is one that provides independent assessments to support or validate 

business claims. In emerging markets, where there are uncertain regulatory judicial 

systems, this is especially necessary to be able to operate within the product market. 

Due to the void of regulatory institutions, there a coherent need of reliable sources of 

information to mitigate with opportunistic actors and allow for a functional marketplace. 

Different to large consumer brands known world-wide, it is much more difficult for 

SMEs to make themselves known within these kinds of markets composed of 

institutional voids. Nowadays, these businesses can rely on Facebook in order to 

make themselves known and have their clients validate the product or service 

offerings. In a 2016 interview with Forbes Magazine Sheryl Sandberg, COO of 

Facebook, notes that “while 60 million businesses around the world are 

active Facebook Page users and the majority of Facebook advertisers are small- and 

medium-sized businesses” (Chaykowski, 2017). 

In the case of En Orden, Tavilla mentions how creating a Facebook Page was a 

breakthrough for the company. Through the case study it is clear that creating a 

Facebook Page resulted in a “feasible” and “simple” way to start interacting and 

engaging with the businesses’ target audience. Especially given since traditional 

media engagement seemed too expensive or inefficient in order to reach the 

company’s segment. This tool that Facebook offers through its Pages product is 

paramount for SMEs due to the resources it provides in certifying a businesses’ 

validity. Below are a few examples of how a SMEs can choose to do so through 

creating a Page:  
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Retrieved from: https://www.facebook.com/iq/articles/how-local-businesses-forge-connections-

that-build-brands  

For Tavilla, creating a presence in the market was imperative in order to have the 

possibility to reach the company’s potential audience. Given the structure of En Orden 

and the market in which it operated, it was challenging to do so at a low cost and 

through an intermediate that would be considered trustworthy. Tavilla was able to 

abridge this adversity through creating relations with known local newspapers and 

magazines. Furthermore, she admitted creating a very costly website at the time in 

order to have an online presence in the market as well. Yet, this solution was 

temporary and it wasn’t until she created a Facebook Page that she was able to 

sustain and develop a presence in the Argentine market in a cost efficient way. 

Additionally, the scale that Facebook provided the company habilitated the possibility 

to have affiliates in Chile, Peru and Uruguay. 

Another scalable and low-cost tool resource that Facebook provides businesses whilst 

entering a new market, particularly an emerging one, is Messenger. According to a 

Facebook-commissioned survey in February of 2018 “people surveyed in emerging 

markets are 2.4x more likely than those in mature…markets to say that they message 

businesses” (Facebook IQ, 2018). When Tavilla mentions En Orden’s adoption of a 

Facebook Page, it is followed directly by the possibility of being able to mass-message 

the Facebook users that have liked her fan page. This was the only option the 

company had at the time unless someone had contacted the business wanting to buy 

the product, in which case, Tavilla could therefore use their email for email marketing. 

Yet, once Facebook was adopted for En Orden, their communications became much 

more fluid and direct with their consumers. Business messaging, engagement or 

interaction is now gaining a measurable edge over more traditional communication 

methods and it is no surprise that small businesses are the first to adopt due to its low 

https://www.facebook.com/iq/articles/how-local-businesses-forge-connections-that-build-brands
https://www.facebook.com/iq/articles/how-local-businesses-forge-connections-that-build-brands
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cost and scalability. Not only is Messenger much more convenient for consumers and 

brands nowadays but it is considered that it may give consumers the confidence to 

convert. In a Facebook survey among people who message businesses, an average 

of 72% of consumers say that being able to message a business helps them feel more 

confident about the brand. This must be especially true given that in its third quarter 

of 2018 earnings conference call, Facebook mentioned that there are already 20 

million businesses communicating with customers through Messenger across all 

stages of the customer journey – from seeking product information to sharing product 

feedback.  

3.2. Facebook as an adjudicator 

Facebook has created a platform through which buyers and sellers are able to come 

closer together curtailing information voids and therefore business illegitimacy. 

Furthermore, this work looks to analyze Facebook as adjudicator: an intermediary that 

helps market participants resolve disputes.  

Facebook and Instagram Pages has made it plausible to be present online through 

the opportunity to add reliable and easy-to-use business information - a large stepping 

stone for SMEs who are getting started and looking to make themselves known in a 

market. Another feature provided by Pages is being able to rate and comment 

businesses:  
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Retrieved from: En Orden’s Facebook and Instagram Pages 

 

 

 

 

 

 

 

 

 

 

In a market where the regulatory body is often unreliable and judicial systems are 

inefficient, this feature has given consumers much more bargaining power and 

compels businesses to uphold their commitments and service level agreements.  

In Tavilla’s case, she mentions how her customers provided her with feedback through 

En Orden’s Facebook and Instagram Pages and posts – as you can see in the images 

above. This is incredibly valuable, given that through this feedback Tavilla is able to 

improve her product and communications in order to become a more competent and 

reliable seller.  

3.3.  Facebook as an Information Analyzer and Advertiser 

 

As mentioned in the theoretical framework, an information analyzer and advertiser 

finds and generates business decisions - typically by providing data mining, number 

crunching and consulting services (Khanna and Palepu, 2010). Different to being a 

credibility enhancer or an adjudicator, it isn’t as clear how Facebook may act as an 



 32 

information analyzer and advertiser. That is to say, businesses can use their Facebook 

and Instagram pages as communication hubs, and brands can strengthen these 

connections further through messaging, but how can companies leverage themselves 

through Facebook’s family of apps as an information analyzer and advertiser? 

Additionally, how is this different for SMEs in emerging markets?  

 

In first regard, authors Khanna and Palepu mention unreliable information sources as 

one of the causes of a market failure in an emerging market – such as Argentina. 

Moreover, it is well known that a decision is only as good as the information that has 

been used to take that decision. Therefore, intermediaries that act as information 

analyzers and advertisers are meant to provide processed information loads through 

data mining in order to be able to make responsible business decisions.  

 

Whilst investigating for this thesis, I considered that Facebook could act as information 

analyzer and advertiser through the information it has provided business through their 

online advertising. Unlike traditional means of advertising, digital advertising has the 

advantage of being able to measure the impact. Additionally, Facebook goes a step 

further in its competitive advantage through the usage of a measurement tool 

denominated “Pixel”. Similar to cookie-based targeting from the competitor Google, 

Facebook used pixel based targeting that is linked to Facebook and Instagram profiles. 

This has given Facebook the power to be able to measure cross device attribution 

unlike any mediums in the digital realm, feeding itself of signals one gives to the 

platform of themselves whilst navigating – making the company’s targeting and 

measurement incredibly precise. Furthermore, through the Facebook Pixel a business 

can create its own audiences of those who have bought a product in their online store 

or visited their website in order to create retargeting or cross-selling marketing 

campaigns. Not only that, but one can create a “lookalike audience” based on the 

original audience of those who have already brought a product, allowing for a much 

more relevant target base within the Facebook platforms.  

 

Why is this relevant for SMEs in emerging markets? Sherly Sandberg states “We’re 

working hard to give small businesses the same opportunities to create, share and 

target that large businesses have.” (Chaykowski, 2017). Additionally, emerging 

markets are notorious for having low financial support, especially for SMEs looking to 
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access credit loans – therefore, they can’t afford to have mass-publicity in traditional 

channels such as television. As Tavilla mentions in her interview, television and radio 

weren’t an option for her because it was either to expense or its reach among her 

target audience was too low. She needed a tool that could provide her with targeted 

audience marketing in order to make the best of the precarious marketing budget she 

had at the time. Facebook sees the opportunity it has among small businesses and 

has spilled resources into gathering feedback from them to create better tools targeted 

for these kinds of these kind of ad consumers. Sandberg mentions “We’ve worked 

hard to make our ads very easy to use, very simple, low cost and high ROI” 

(Chaykowski, 2017). This is exactly what SMB owners need, and Facebook also 

provides them with metrics to measure the efficiency of their ads through A/B testing, 

click through rates, ROAS, average ticket costs, etc.  

  

 

Example of metrics shown by Ads Managers, Facebook’s marketing platform. 

 

It is evident that Facebook ads provide SMEs a valuable tool and resource for their 

marketing campaigns. Yet, I pose the question of this being any different for SMEs in 

developed or emerging markets. In both cases, small businesses require larger 
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financial funds. These funds may be more acquirable in developed markets but in both 

cases the SMBs would most likely want to opt for the cheapest and most effective 

marketing method – be it Facebook or not. In other words, through the research carried 

out in this work and in relations to the definitions posed by authors Khanna and Palepu, 

Facebook cannot be considered as an intermediary that analyzes and advertises 

information.  

3.4.  Facebook as an Aggregators and Distributer  

 

Although Facebook’s role as an information analyzer and advertiser is questionable, 

there is less dispute whilst contemplating the company as an aggregator and 

distributer. Khanna and Palepu define this type of intermediary as “the matchmaker in 

market intermediation, providing low cost matching and other value-added services 

for suppliers and customers through expertise and economies of scale” (2010).  

 

A feature of Facebooks self-service ads platform are catalogue sales campaigns, 

better known as: Dynamic Ads. These types of ads work through a transmission 

between Ads Manager, the Facebook Pixel and a product catalogue that is uploaded 

within the platform. As mentioned earlier, the Pixel allows advertisers to measure their 

websites traffic and create audiences based on what products they have shown 
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interest in, be it by having viewed the product or having added it to their cart. Dynamic 

ads allow advertisers to create personalized ads for each consumer based on the 

products they have seen. Establishing a dynamic “one-to-one marketing” through 

strategies of cross-selling or remarketing, accounting for an increased personalization 

and customization of offerings in a cost-efficient way.  

 

Retrieved from: https://www.facebook.com/business/ads/dynamic-ads?ref=ens_rdr 

 

This feature is especially relevant for industries such as travel (shown above) or 

ecommerce where a consumer may be searching for several products or services at 

the same time. This is especially relevant for SMEs that are constantly competing 

against larger and more established brands, for them, it is imperative to be present at 

the right time along the consume path-to-purchase in order for their product or service 

to be considered. In the case of En Orden, this feature wasn’t contemplated in their 

interview since the company currently isn’t making use of these kind of campaigns. 

Furthermore, it might not be relevant to the company considering that their business 

model contains one product.  

 

Albeit being a feature shown to be of extreme utility and high in return profits for 

advertisers, there is no empirical evident that manifests the competitive advantage it 

poses for SMEs in emerging markets over evolved markets. That is to say, although 

Facebook creates a competitive advantage for businesses through Dynamic Ads there 

is no evidence contemplated within this work in order to demonstrate that this feature 

is ample enough to confirm Facebook as an aggregator and distributer intermediary 

for SMEs within the framkework of an emerging market.  

3.5. Facebook as a Transaction Facilitator 

 

Lastly, according to the authors cited previously, intermediaries that are considered 

transaction facilitators are those that provide a transaction platform and facilitate 

buying and selling in markets (Khanna and Palepu, 2010). In order to consider 

Facebook as a transaction facilitator it is necessary to mention the companies 

“Marketplace” feature launched in 2016 that allows for product discovery, selling and 

buying for companies and individuals alike.  

https://www.facebook.com/business/ads/dynamic-ads?ref=ens_rdr
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Facebook Marketplace 

 

According to Malone et all. (1987), electronic marketplaces rely on advanced uses of 

IT to perform essentially the same functions as traditional markets with increased 

efficiency and reduced transaction costs. This is especially true in emerging markets 

where transaction costs are high due to inadequate institutional frameworks for capital 

and product markets. Moreover, compared to traditional channels, people surveyed 

who engage with businesses through Facebook’s family of apps say that they receive 

over 59% faster response times, 50% better advice and care and 49% more truthful 

responses (Facebook, IQ 2018) – allowing for an abbreviation in the informational void 

created in emerging markets.  Through Facebook, consumers are not only able to 

explore, recommend and communicate with brand they are also able to directly look 

at their product offerings through Facebook. The cost of locating prospective buyers 

and pooling them together has been drastically reduced in electronic marketplaces.  

 

Tavilla mentions in her interview the present democratization of tools provided by 

intermediaries in order to start up a business with little to no costs, creating a much 

different level of entry barrier for start-ups. The founder of En Orden mentions 
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Facebook Pages, Instagram Pages and Marketplace and Messenger as a few of these 

democratized tools provided by Facebook.  
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PART IV 

Conclusions 
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Conclusions  

Internet based electronic marketplaces are beginning to impact the structure of 

markets and, in turn, its actors’ behaviors. It is clear that these marketplaces will 

promote greater economic efficiency and help sustain economic growth.  Therefore, 

there are large opportunities for intermediaries to compete by adding value for buyers 

and sellers instead of exploiting information asymmetries. Yet, a solid trust foundation 

with these intermediaries is necessary in order to fully take advantage of the 

opportunity – be it by a provision of a legal and regulatory framework on these digital 

marketplaces or a closer relation between the intermediary and its users.  

 

In my opinion, if Facebook manages to create enough trust with its user-base (a 

sensitive topic for the company at the time) there will be much more opportunity for 

the company in being able to monetize the mass amounts information they receive. 

Furthermore, I believe the company should look into exploiting the opportunities within 

Messenger Payments or possibly creating a solution for payments through WhatsApp 

in LATAM. The company could pay a huge intermediary role as a financial facilitator 

and possibly as an financial entity for these emerging markets.  

1. Answers to the Investigation Questions 

 

To conclude the work, the research question and sub-questions will be answered in 

the following section. 

 

Central Question 

 

How does Facebook act as intermediary for SME’s in emerging markets? 

 

In order to answer the following question, it is necessary to retake authors Khanna 

and Palepu’s definition of an intermediary in an emerging market as the economic 

entities that insert themselves between a potential buyer and seller to bring these 

actors together and reduce transaction costs (2010). As mentioned in the theoretical 

framework, the institutions that make up the foundation of a developed market are 

widely absent in emerging markets hindering business operations. The authors 

identify three main sources to this market failure: absent or unreliable sources of 
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information, uncertain regulatory environments and inefficient judicial systems. All 

which affect entrepreneurial operations within capital, labor, and product markets.   

 

 

The authors have defined the types of intermediaries that may be present in an 

emerging market from on a functional perspective as:  

1. Credibility enhancers 

2. Information analyzers and advertisers  

3. Aggregators and distributers  

4. Transaction facilitators  

5. Adjudicators  

6. Regulators and policy makers 

 

This investigation has analyzed Facebook through several types of intermediaries, as 

defined by the authors, and considers there to be sufficient information to acknowledge 

Facebook as a credibility enhancer, a transaction facilitator and an adjudicator.  

 

Sub-questions  

 

Why do emerging markets have a stronger presence of intermediaries?  

 

As Khanna and Palepu (2010) state, developed markets are held together through a 

series of physical and institutional infrastructures that facilitate economic operations. 

An institutional void refers to the absence of these institutions that facilitate economic 

activity. Therefore, institutional voids have a real and first order of effect on how 

businesses develop themselves within a market. By definition, an emerging market is 

composed of institutional voids. It is for that reason that there is a stronger presence 

of intermediaries in emerging markets, as there is a need to abridge institutional gaps.  

 

Why larger firms in emerging markets don’t need Facebook as an intermediary? 

 

As mentioned, institutional voids are critical sources of operating challenges or market 

failures. In order for a market to function with these voids present, there is a need of 

an intermediary to be present. Nonetheless, large enterprises and established brands 
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are able to absorb the hindrances within emerging markets by diversifying or having 

vertical integrations. Furthermore, well - established brands have greater bargaining 

powers within a market. Accordingly, entrepreneurship in emerging markets relies 

heavily on the existence of intermediaries. Subsequently, larger firms aren’t as reliable 

as SMBs are of Facebook as an intermediary within an emerging market.  

 

Why small firms need Facebook as an intermediary? 

 

In turn, small firms are heavily dependent on intermediaries as their operations rely 

heavily upon these actors - given that institutional voids incline the outcome of 

entrepreneurial behavior to be highly uncertain. In Argentina, an country with large 

deficiencies in its capital, labor and product markets, small and medium businesses 

have a necessity of intermediaries in order to start-up or maintain their business 

operations healthy. In the case of En Orden, we see how Facebook acts as a credibility 

enhancer, an adjudicator and a transaction facilitator.  

2. Suggestion for Future Investigations 

 

My suggestion for further investigations is to deepen the analysis done in this paper’s 

analysis through the inclusion of several case studies. Possibly, across several 

industries to depict differences in the voids each one faces and how Facebook’s role 

changes in each one. It would also be curious to see the same analysis for large and 

established brands.  

 

Lastly, I believe this analysis across different regions such as India or Europe will have 

varied results according to how each market uses the family of apps – another 

interesting point of view. 

 

 

 

 

 

 

 



 42 

 

 

 

 

 

 

 

 

 

 

 

PART V 

Works Cited and Appendage  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 43 

Works Cited 

 

3 Ways Messaging Is Transforming the Path to Purchase. (n.d.). Retrieved from 

https://www.facebook.com/iq/articles/3-ways-messaging-is-transforming-the-

path-to-purchase 

Ahlstrom, D., & Bruton, G. D. (2006). Venture capital in emerging economies: 

Networks and institutional change. Entrepreneurship: Theory and Practice, 

30(2), 299–320.  

Arnold, D. J., & Quelch, J. A. (1998). New strategies in emerging markets. Sloan 

Management Review, 40(1), 7–20. 

Cavusgil, T., Ghauri, P., & Agarwal, M. (2002). Doing business in emerging markets: 

Entry and negotiation strategies. Thousand Oaks: Sage.Ernst, H., Kahle, H. 

N., Dubiel, A., Prabhu, J., $Subramaniam, M. (2015). The Antecedent and 

Consequences of Affordable Value Innovation for Emerging Markets. Journal 

Of Product Innovation Management, 31(1), 65-79.doi:10.1111/jpim.12171 

Chaykowski, K. (2017, April 10). Sheryl Sandberg: Facebook Hit 5 Million 

Advertisers By Turning Users Into Marketers. Retrieved from 

https://www.forbes.com/sites/kathleenchaykowski/2017/04/10/sheryl-

sandberg-facebook-hit-5-million-advertisers-by-turning-users-into-

marketers/#d93caaae99df 

Facebook Business Model | How does Facebook Make Money? (n.d.). Retrieved 

from https://www.feedough.com/facebook-business-model-makes-money/ 

Facebook Q3 2018 Earnings. (n.d.). Retrieved from https://investor.fb.com/investor-

events/event-details/2018/Facebook-Q3-2018-Earnings/default.aspx 

Friel, D. (2011). Forging a comparative institutional advantage in Argentina: 

Implications for theory and praxis. Human Relations, 64(4), 5553-572. 

doi:10.1177/0018726710396244. 

 Hamilton, E. (2018, December 17). What to know about Facebook Messenger's 

payment system. Retrieved from https://www.finder.com/facebook-



 44 

messenger-payments 

Hayes, A. (2018, November 18). Facebook's Most Important Acquisitions. Retrieved 

from https://www.investopedia.com/articles/investing/021115/facebooks-most-

important-acquisitions.asp 

How Local Businesses Forge Connections that Build Brands. (2018, August 15). 

Retrieved from https://www.facebook.com/business/news/insights/how-local-

businesses-forge-connections-that-build-brands 

How Mobile-first Shoppers are Changing Retail Across Latin America. (2018, 

September 05). Retrieved from 

https://www.facebook.com/business/news/insights/how-mobile-first-shoppers-

are-changing-retail-across-latin-america 

Información de la empresa. (n.d.). Retrieved from 

https://ltam.newsroom.fb.com/company-info/ 

Jared. (2012, February 02). The 5 Values Mark Zuckerberg Built Facebook On. 

Retrieved from https://under30ceo.com/the-5-values-mark-zuckerberg-built-

facebook-on/ 

Pahwa, A. (2018, August 1). Facebook Business Model | How does Facebook Make 

Money? Retrieved from https://www.feedough.com/facebook-business-

model-makes-money/ 

 

Sherman, L. (2018, May 23). Why Facebook Will Never Change Its Business Model. 

Retrieved from https://www.forbes.com/sites/lensherman/2018/04/16/why-

facebook-will-never-change-its-business-model/#372f1ba764a7 

Khanna, T., Palepu, K. G., & Bullock, R. J. (2010). Winning in emerging markets: a 

road map for strategy and execution. Boston: Harvard Business Press. 

Khanna, T., & Palepu, K. (1997). Why Focused Strategies May Be Wrong for 

Emerging Markets. Harvard Business Review, 75(4).  

Mair, J., & Marti, I. (2009). Entrepreneurship in and around institutional voids: A case 

study from bangladesh. Journal of Business Venturing, 24(5), 419. Retrieved 

https://under30ceo.com/the-5-values-mark-zuckerberg-built-facebook-on/
https://under30ceo.com/the-5-values-mark-zuckerberg-built-facebook-on/
https://www.feedough.com/facebook-business-model-makes-money/
https://www.feedough.com/facebook-business-model-makes-money/


 45 

from https://search.proquest.com/docview/195837954?accountid=28034 

Social Network Theory and Metcalfe's Law. (n.d.). Retrieved from 

https://ondigitalmarketing.com/learn/odm/foundations/social-network-theory-

and-metcalfes-law/ 

Sull, D. N. (2007). Closing the gap between strategy and execution. MIT Sloan 

Management Review, 48(4), 30-38. Retrieved from 

https://search.proquest.com/docview/224968563?accountid=28034 

Tavilla, A. (2018, 10). Personal interview.  

Tracey, P., & Phillips, N. (2011). Entrepreneurship in emerging markets: Strategies 

for new venture creation in uncertain institutional contexts. Management 

International Review, 51(1), 23-39. Retrieved from 

https://search.proquest.com/docview/851504628?accountid=28034 

Vaismoradi, M., Turunen, H., & Bondas, T. (2013, March 11). Content analysis and 

thematic analysis: Implications for conducting a qualitative descriptive study. 

Retrieved from https://onlinelibrary.wiley.com/doi/epdf/10.1111/nhs.12048 

 

Why Messaging Businesses Is the New Normal. (2018, June 14). Retrieved from 

https://www.facebook.com/business/news/insights/why-messaging-

businesses-is-the-new-normal 

Zahra, S. A. (1993). A conceptual model of entrepreneurship as firm behavior: A 

critique and extension. Entrepreneurship: Theory and Practice, 17(4), 5–21.  

 

 

 

 

 

 

https://search.proquest.com/docview/195837954?accountid=28034
https://search.proquest.com/docview/224968563?accountid=28034
https://search.proquest.com/docview/851504628?accountid=28034


 46 

 

Appendage  

 

1. Product sold by En Orden  

 

 



 47 

 

 

 

 


	1. Introduction
	1.1. Problematic
	1.2 Objectives

	2 Methodology
	2.1Type of study
	2.2  Units of analysis
	2.3  Information sources

	1. Theoretical Framework
	1.1.  Emerging Markets
	1.1.1. Market Information
	1.1.2. Regulations

	2. Institutional voids
	3. Intermediaries

	1. Facebook
	1.1. Facebook as a network
	1.2. Facebook as a platform
	1.3. Facebooks Business Model

	2. En Orden
	2.1. History and Context
	2.2. En Orden and Facebook

	3. Analysis
	3.1. Facebook as a Credibility Enhancer
	3.2. Facebook as an adjudicator
	3.3.  Facebook as an Information Analyzer and Advertiser
	3.4.  Facebook as an Aggregators and Distributer
	3.5. Facebook as a Transaction Facilitator

	Conclusions
	1. Answers to the Investigation Questions
	2. Suggestion for Future Investigations


