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Recent announcements of capital raises to fuel overseas expansion point to international growth becoming more 

top of mind for businesses heading into 2015. An analysis of content on TechCrunch, the most widely read 

technology blog, revealed that 7% of news reported between July and August of 2014 covered international 

expansion at technology companies. Comparing this to 3% for the same time period in 2013, there does appear 

to be an increasing focus on overseas markets. 

 

The reasons behind the growing importance of international markets are well-documented, and are largely 

attributed to three factors: 

 

- Increasing international demand due to growing spending power in overseas markets 

- Faster global product discovery and adoption due to growing penetration of web, mobile and social 

- Continued lowering of barriers to e-commerce and global payments 

 

However, no comprehensive study exists today for C-level executives and marketing leaders to fully understand 

the extent of internationalization being executed by their peers, and to refine their own plans with confidence. 

Specifically, several questions must be answered: 

 

- Is overseas growth top of mind within a company’s vertical? 

- Should or does the geographical location of a company impact if it turns to overseas opportunities? 

- What countries are most coveted by a company's competitive set? 

- Is there a right or typical time in the lifecycle of a company to start considering overseas growth? 

 

To answer these questions, VerbalizeIt has conducted the world's most comprehensive review of 

internationalization efforts of web-enabled companies. This reports highlights the main findings of the study, 

and analyzes key factors driving these trends. 

 
 

 

 

Note: Similar detailed analyses are available for executives for their specific verticals. In order to request your industry report and a 

free consultation on your internationalization efforts, please contact research@verbalizeit.com. 

OVERVIEW 
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VerbalizeIt sourced forty six thousand companies from over sixty five industry verticals, and from across all 

inhabited continents and all stages of company growth. 

 

Businesses may be "international" to varying extents, and across myriad mediums of communication. In order 

to establish a standard definition of internationalization, the evidence of multilingual communication (content in 

a language other than the home country's common languages) on company websites was used as the qualifying 

factor. This closely reflects our own experiences in supporting internationalization of businesses of all sizes; 

translation of website communication is most frequently the first step taken by companies in overseas 

expansion.  

 

An automated process using a combination of content language detection, language/ region selector detection 

and URL structure analysis was used to categorize businesses as local versus international, as well as to identify 

specific regions/ languages targeted by the business. Manual analysis of 1% of the sample was used to confirm 

the absence of "false-positives" (businesses wrongly identified as international). It should be noted that roughly 

10% of the manual analysis returned "false negatives" (business wrongly identified as local). The overall extent 

of internationalization in this study should therefore be considered a conservative estimate of such trends.  

Distribution of Sample Companies by Vertical  Distribution of Sample Companies by Geography  

Distribution of Sample Companies by Total Funding 
(USD)  

RESEARCH METHODOLOGY 
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One in seven web-enabled companies are eyeing foreign markets today 

 

14% of the companies in this study were found to have international efforts 

underway. This number is notably higher than the “anecdotal" analysis of 

internationalization growth mentions introduced at the beginning of this 

study. 

 

 

Significant variation exists in international focus across industry verticals 

 

The degree of internationalization- percentage of 

companies that are international- shows high variation 

by vertical, in line with the inherent nature of the 

business, business models and customer profiles. An 

analysis of sixty-five verticals showed that as many as 

one in four companies are seeking a global audience 

in the most internationally active vertical, versus one 

in ten in the least. 

 

A few key outliers are highlighted below: 

 

Travel and Tourism: One in four companies in the 

travel and tourism space displayed international 

aspirations, putting this vertical at the top of our list. 

This should come as no surprise, as travel represents 

the most inherently international vertical, both in its 

offerings as well as its customer base. 

 

Lifestyle: One in four lifestyle companies- those supporting the enrichment of daily lives of consumers- are 

international. As goals ranging from personal well-being to fashionable dressing frequently cross cultural 

divides and find mass appeal, we found this result to be very intuitive. 

% of Companies Internationalizing in Vertical 

FINDINGS 
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Education: One in five online web-enabled education companies were speaking to an international audience in 

2014. Increased web and mobile adoption has created massive new opportunities for both traditional brick-and-

mortar institutions as well as web 2.0 platforms to monetize their educational assets on an international scale. 

We expect this trend to only accelerate in 2015. 

 

Recruiting and Career Management: In contrast to the most internationally focused verticals, recruiting and 

career management were found to be one of the least likely to make their communication multilingual. This can 

likely be attributed to two factors. First, with the exception of large platforms like LinkedIn, most recruiting 

platforms tend to focus on attracting job applicants in their native countries. Second, English continues to be the 

language of internal communication within most international firms, and therefore recruiting for most firms 

continues to happen in English. 

 

Data, Algorithms and Analytics: English continues to be the language of developers, and therefore most data, 

algorithm and analytics companies appear to be maintaining their communication in English, regardless of their 

international focus. 

 

Internationalization is no longer a strategy exclusive to large organizations 

 

Perhaps the most interesting finding of this study is 

that there is virtually no difference in the rate of 

internationalization based on the size/ stage of and 

resources/ capital available to a company.  

Companies with less than US $1MM in total 

funding were found to be just as likely to have an 

international bend as those with US $10-50MM in 

financing. The largest companies in the sample 

(greater than US $50MM in financing) are slightly 

more likely to invest in international growth. 

 

Internationalization has always been viewed as a 

resource-intensive exercise, reserved for large, 

established and well-capitalized companies.  

% of Companies Internationalizing by Stage of Financing 
(Total USD Raised) 
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However, two key trends are increasingly allowing smaller companies to consider overseas markets earlier in 

their lifecycle: 

 

- Early product discovery through web and mobile: Through app stores and online searches, international 

customers are discovering and interacting with web-enabled businesses sooner than ever before. This 

trend is best exemplified by Uber- the now ubiquitous taxi-hailing app. In 2014, Uber was rated as one 

of the top travel apps in Uganda, where the company currently has no operations. WhatsApp, a popular 

messaging app, was launched in the US, but quickly saw much more rapid adoption in foreign countries 

without any efforts in these regions. Product discovery and virality are transcending geographic 

boundaries, and businesses are taking note. 

 

- Reduced cost for overseas product marketing, distribution and engagement: As has been said famously, 

“Software is eating the world”. As every business turns into a web-enabled entity, marketing, 

distribution and engagement have also moved online. Online marketing and cloud-based support 

services have made finding and servicing overseas customers cheaper, lowering resource barriers and 

putting international markets within the reach of smaller companies. 

 

With international customers reaching out to companies sooner in their lifecycle, and the cost of servicing these 

customers going down, overseas growth is becoming increasingly top of mind for companies of all shapes and 

sizes. 

 

Geographic location is a strong driver of 

companies’ decision to internationalize 

 

Companies based in Europe, Asia or South America 

are two to three times more likely to be investing in 

overseas growth than those in North America and 

Oceania (Australia and surrounding islands).  

 

The US Small Business Association estimates that 

only one in a hundred US small businesses engage 

in overseas operations.  

% of Companies Internationalizing by Geography and 
Financing (Total USD Raised) 
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While our study reveals that this number is several orders of magnitude higher at 6%, the fact remains that 

American companies continue to remain behind the curve on internationalization compared to their foreign 

counterparts. 

 

A combination of necessity and “international sophistication” may drive businesses to expand overseas more 

frequently in regions where English is not the dominant language. In Europe, relatively small country sizes and 

populations quickly drive businesses to look to their neighbors for continued growth. A unified currency and 

ease of business within the EU facilitate such moves. Similarly, the ASR region in South East Asia, comprised 

of several countries, is considered a unified business region by most. 

 

Large local markets, geographic isolation from other markets, and the perception of English as the dominant 

language of business, are likely keeping companies in North America and Oceania from realizing the potential 

of internationalization. 

 

After English-speaking countries, Europe continues to be the next stop for international expansion 

 

A deeper look at companies engaged in international communication reveals that Western European languages- 

French, German, Spanish and Italian- appear far more frequently on company websites than Asian, Eastern 

European and African languages.  One in four international companies are communicating to German and 

French-speaking customers. In contrast, only one in ten, one in seventeen and one in fifty companies are 

translating their communication into Hindi, Chinese and Arabic, respectively. 

 

 

 

% of International Companies Translating Communication by Language 
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As highlighted earlier in this report, European companies tend to be highly international due to smaller sizes 

and extremely fluid business borders. Coupling this with the inherent bias in the data (Europe being the second 

most represented continent), it is no surprise that European languages are the most highly sought after in this 

data set. 

 

Somewhat surprisingly, this trend remains fairly consistent even after removing companies based in Europe. 

Regions like China, India, Russia and the Middle East, known to be experience massive economic growth, 

continue to be of secondary priority to international companies. A survey of VerbalizeIt customers revealed that 

a majority of executives, while recognizing the potential at play, perceive it to be extremely difficult to conduct 

business in these regions. 

 

 

One in seven companies are eyeing the potential of growth outside their local geographies today. This trend is 

in part driven by the growing ability of the international customer to find and pay for products once considered 

foreign and out of reach, and in part due to the improved ability of businesses to acquire and service these 

customers in a cost-effective manner. 

 

Foreign markets, once a game reserved for industry behemoths, are now available to the lean startup of today. 

One in seven early stage companies are making international expansion a part of their efforts to find product-

market fit. As the overseas success of companies like WhatsApp and Ignighter suggest, an early pivot from a 

geographically-focused to a more internationally-minded company can make the difference in achieving long-

term success. 

 

The focus on international growth as a strategy varies significantly by the vertical and geographic location of 

companies. With as many as one in four businesses communicating with overseas customers in certain verticals, 

staying local will lead to massive competitive disadvantages for certain companies. Similarly, if your company 

is located outside the English speaking regions of North America and Oceania, your top competitors are likely 

already exporting their goods and services.  

 

Companies in English-dominant regions are behind the curve on internationalization compared to their overseas 

peers. Savvy executives who can look past markets within physical proximity are poised for growth in 2015. 

SUMMARY 
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