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Abstract

In the context of evolving global trade dynamics, the Strategic Trade Management Act (STMA)
of the Philippines plays a critical role in regulating the trade of strategic goods to prevent the
proliferation of weapons of mass destruction (WMD) and their delivery systems. This legislation
requires businesses to obtain licenses for cross-border trade activities, with the Department of
Trade and Industry’s Strategic Trade Management Office (DTI-STMO) overseeing compliance
and promoting responsible trading practices. The DTI-STMO'’s outreach initiatives are vital
for educating businesses about STMA requirements and fostering industry participation in
national security efforts. By leveraging social media platforms like LinkedIn and Facebook,
the DTI-STMO aims to enhance stakeholder engagement, disseminate crucial information, and
encourage proactive collaboration within industry. This article emphasizes the importance of
building a community around strategic trade management, utilizing innovative communication
strategies to strengthen compliance and promote awareness of the shared responsibilities in
preventing the illicit spread of sensitive technologies.
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Introduction

The Philippines’ Strategic Trade Management Act (STMA) has a crucial purpose: it requires
businesses to secure licenses before participating in the cross-border trade of strategic
items, including exports, transshipments, and brokering activities. The Department of Trade
and Industry - Strategic Trade Management Office (DTI-STMO) plays an integral role in
implementing this legislation, overseeing compliance, and issuing necessary permits. This
office is essential to guaranteeing that trade practices align with regulations to prevent the
misuse of sensitive technologies.

Fulfilling STMA requirements is not merely an administrative task; it reflects a commitment
to national and international security. By adhering to licensing protocols and reporting
obligations, businesses can play a pivotal role in safeguarding against the spread of WMD-
related technologies.?

In addition to regulatory functions, the DTI-STMO also engages in outreach efforts to educate
businesses about the STMA and its implications. These initiatives aim to raise awareness
of compliance requirements, provide guidance on best practices, and encourage proactive
participation in trade security measures.

The Importance of Industry Outreach

Strategic trade controls (STCs) are essential for preventing the illicit spread of sensitive
technologies that could fuel WMD programs. While national authorities establish these controls,
industry participation is crucial for compliance. In the Philippines, initiatives like the Strategic
Trade Management Awareness Forum help ensure companies grasp their STC obligations.

To boost awareness, leveraging social media platforms—such as LinkedIn, Twitter, and
Facebook—can effectively engage stakeholders and disseminate important information.
Regular posts and interactive sessions can strengthen communication between the government
and the private sector.

Businesses are vital partners in maintaining national security. Therefore, it is critical for industry
stakeholders to be informed about their responsibilities, including meticulous record-keeping
and robust compliance systems.

Leveraging Social Media for Enhanced Engagement
In the Philippines, where social media is deeply integrated into daily life, the potential for

enhanced stakeholder engagement in strategic trade management is significant.’ Research
has indicated that platforms like Facebook and LinkedIn are widely used by Filipinos,

2 International Committee of Red Cross, International Humanitarian Law Databases, 2016, <https://
ihl-databases.icrc.org/en/national-practice/strategic-trade-management-act-2015#:~:text=Republic%20
Act%20No.,Services%2C%20and%20for%200ther%20Purposes.>

3 Jenny L. Davis, “Social Media.” The International Encyclopedia of Political Communication, November
1-8, 2015, <https://doi.org/10.1002/9781118541555.wbiepc004.>
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revolutionizing how organizations share information and connect with each other.* The DTI-
STMO is positioned as a leader in leveraging social media effectively, demonstrating a keen
awareness of its potential to foster collaboration and communication within the industry.

Understanding the activities of regional neighbors, such as Singapore and Malaysia,
provides insights into varying approaches.” While Singapore has invested heavily in digital
communications and social media strategies across various sectors, Malaysia’s efforts are still
evolving, suggesting that the Philippines can take a progressive stance in the region. The DTI-
STMO’s proactive engagement through social media can set a standard for its counterparts in
leveraging these platforms to communicate vital regulatory updates, compliance requirements,
and best practices in export controls.

Harnessing the power of social media can revolutionize industry outreach efforts by fostering
a more informed and proactive community committed to preventing the spread of sensitive
technologies. The DTI-STMO is working towards implementing a comprehensive social media
strategy to engage with its target audience effectively. A detailed analysis of stakeholders on
key platforms like Facebook and LinkedIn will reveal demographics, interests, and behaviors,
enabling the creation of targeted campaigns that resonate with specific audience segments.

Moreover, embracing interactive content—such as polls and discussions—will foster active
participation and feedback essential to building a sense of community around strategic trade
management topics. Establishing dedicated forums and groups on social media will facilitate
knowledge-sharing and engagement among stakeholders, serving as invaluable resources for
informed dialogue. Such partnerships can amplify messages and enhance credibility while
providing valuable feedback from industry insiders.

Social Media and Strategic Trade Controls

Social media has revolutionized the way people communicate and connect with each other, both
on a personal and professional level.® With the emergence of popular platforms like Facebook,
Twitter, Instagram, and LinkedIn, individuals and organizations have been able to create and
consume vast amounts of content, share information and ideas, and engage with others at an
unprecedented scale. This has had a significant impact on various aspects of life, including
strategic trade controls.

However, while social media has made it easier for people to access and disseminate

4 Clarissa David, Social Media Use by Frontline Government Agencies: Review and Recommendations. CIDS
UP. University of the Philippines, 2016, <https://cids.up.edu.ph/wp-content/uploads/2022/03/Social-
Media-Use-by-Frontline-vol.15-n0.2-2016-3.pdf.>

5 Ross Tapsell, Deepening the Understanding of Social Medias Impact in Southeast Asia, 2020,
doi:10.1355/9789814881647, <https://doi.org/10.1355/9789814881647.>

6 B.L Song, K.L. Lee, C.Y Liew, M. Subramaniam, “The Role of Social Media Engagement in Building
Relationship Quality and Brand Performance in Higher Education Marketing,” International Journal of
Educational Management, 37(2), 2023, pp. 417-430, <https://doi.org/10.1108/ijem-08-2022-0315.>
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information related to trade controls, it has also posed some risks. For instance, the ease of
sharing information can lead to the dissemination of sensitive data, which could be used to
circumvent trade controls or promote illegal activities.

To mitigate these risks, organizations involved in strategic trade controls should be aware of
the potential dangers of social media use. They should implement policies and procedures to
monitor social media platforms for information related to trade controls and take appropriate
action to address any potential threats. Additionally, they should educate their personnel on
the responsible use of social media and the risks associated with sharing sensitive information
online.

Communication Gaps

Effective communication and collaboration between micro and diverse-owned businesses and
government agencies is crucial for enforcing strategic trade controls regulations.” Without such
collaboration, it is challenging for government agencies to ensure that businesses comply with
regulations, which could have significant implications on strategic trade controls. To address
this issue, it a separate body of the government could be created to reduce communication
barriers and create collaborative policy measures. This body could help build the confidence
of micro and diverse-owned businesses by understanding their challenges and promoting
compliance with strategic trade control regulations.

Awareness among stakeholders is also essential for the effective implementation of strategic
trade controls. It is crucial for micro and diverse-owned businesses to be aware of regulatory
requirements for compliance with strategic trade controls. This can be achieved through
effective communication and collaboration between government agencies and businesses. By
educating and training stakeholders about strategic trade controls regulations, the government
can help build their confidence and ensure their compliance. This, in turn, promotes a culture
of compliance and ensures the effective enforcement of strategic trade controls, creating a level
playing field for all businesses.

Methodology

The research for this article used a mixed-method approach to derive meaningful insights
that can inform communication strategies and facilitate service improvements.® The research
aimed to gather valuable perspectives and preferences from various stakeholders, including
government agencies and multinational corporations.

7 Anna Steinfest, “Different Types of Barriers and Communication Gaps between the Microbusinesses and
the Government Agencies,” July, 22, 2022, <https://www.linkedin.com/pulse/different-types-barriers-
communication-gaps-between-micro-steinfest>.

8 Lian, Song, Lee, Kim, Liew, Chee, Subramaniam, Muthaloo, “The Role of Social Media Engagement in
Building Relationship Quality and Brand Performance in Higher Education Marketing,” International
Journal of Educational Management, Vol. 37, Issue 1 (2024), <https://www.researchgate.net/
publication/368339154 The role of social media engagement in building relationship quality and
brand performance in higher education marketing>.
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To achieve this, the author conducted a series of structured interviews and surveys to collect
both qualitative and quantitative data. This included customer satisfaction metrics, social media
engagement levels, and stakeholder awareness of services on Facebook and LinkedIn. Such
comprehensive data collection enabled the author to better understand stakeholder preferences
and track engagement metrics across social media platforms and the DTI-STMO website.

The integration and analysis of this data demonstrates the need for informed, data-driven
adjustments to DTI-STMO’s communication strategies, for monitoring progress over time,

and for identifying emerging trends. Ultimately, this methodology is designed to enhance
engagement with stakeholders and improve the effectiveness of DTI-STMO’s services.

Results
A. Client Satisfaction Feedback on STMO Services

During the last quarter of 2023, a total of 88 responses were gathered from 88 of the clients
served. The breakdown per process is as follows:

Table 1. Breakdown for process in terms of frontline services

. . No. of valid No. of clients | Retrieval
Process (Frontline Services) responses
. served Rate
claimed
Consultation Session 18 18 100%
Registration and Authorization 22 22 100%
Audit 6 6 100%
Table 2. Breakdown for process in activity-based services
No. of valid No. of Retrieval
Process (Activity-based Services) responses participants
. Rate
claimed served
Conduct of Awareness Forum 48 48 100%

The Awareness Forum is an outreach initiative by the STMO where stakeholders are invited to
participate either in person or online to learn about compliance with the STMA.

Table 3. Sex distribution

. . No of respondents
Process (Frontline Services) Male Female TOTAL
Consultation Session 13 5 18
Registration and Authorization 8 14 22
Audit 1 5 6
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This shows almost sex distribution among the STMO stakeholders. The table depicts that in
terms of consultation, there are more males compared during the registration and authorization
process.

No of respondents
Process (Activity-based Services) TOTAL
Male Female
Conduct of Awareness Forum 20 28 48

For the conduct of Awareness Forum, the table shows an equal distribution of respondents
between male and female.

Table 4. Age distribution

Age D.IStrlbutl.OH Count %o Distribution
(Frontline Services)
18-25 2 4.3%
26-33 11 23.9%
34-41 9 19.5%
42-49 23 50%
50-57 1 2.17%
58-65 -
66 and above -
TOTAL 46 100%
Age Distribution 0/ O bt lenngs
(Activity-based Services) Count % Distribution
18-25 3 6.25%
26-33 24 50%
34-41 21 43.75%
42-49 - -
50-57 - -
58-65 - -
66 and above - -
TOTAL 48 100%

This table reflects that the majority of the participants, 50% and 43.75%, belong to the
34-41-year-old group.
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Table 5. Client satisfaction results
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OVERALL
AVERAGE
Process (Frontline Services) (Service OVERALL ADJECTIVAL RATING
) RATING
Quality

Dimension)
Consultation Session 3.67 3.67 Very Satisfied
Registration and Authorization 3.67 3.67 Very Satisfied
Audit 3.50 3.50 Satisfied

Overall, STMO showed promising performance in terms of its frontline services with a rating
of “Very Satisfied.” Meanwhile a “Satisfied” rating was given for conducting audits.

B. Social Media Metrics

Table 6. Summary of STMO’s microsite performance

Metric Volume

Views 2,743
Users 1,157
Bounce Rate 32.92%
Event counts* 7,090

*Events indicates user interactions on the website or app; for example,
you can measure when someone loads a page, clicks a link, etc.

In May and June 2024, the Strategic Trade microsite received a total of 2,743 page views,
with approximately 1,157 users visiting the site. The microsite’s bounce rate was 32.92%,
indicating that users engaged with its content by navigating to various sections. The average
BR is 60%, so the lower BR suggests higher user engagement. Regarding Event Counts,
255 occurred on the Issuances pages, while 6,502 were on the STMO landing page. The

remaining 333 events took place on other pages.

Current Industry Stakeholder STM Social Media Awareness Map

The provided results pertain to the survey focusing on the engagement of industry stakeholders
with the DTI-Strategic Trade Management Office, particularly in the context of export control
awareness through social media. The respondents represent a diverse range of business sectors,
including electronics, professional services, and manufacturing.
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Figure 1. STMA/export control awareness

STMA AWARENESS
[ No [ Yes

87%

This figure presents stakeholder awareness of strategic trade management. 87% are aware of
export controls, while 13% of those who consulted us were not aware.

Figure 2. Access to social media for work purposes

ACCESS TO PLATFORMS FOR WORK

I No [ Yes
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Conclusion and Recommendations

To take proactive steps in developing and implementing a comprehensive social media strategy,
STMO can start by conducting a thorough analysis of our target audience across platforms such
as Facebook and LinkedIn. This involves identifying key demographics, understanding their
interests and behaviors, and pinpointing the most effective ways to engage them.

Interactive content such as polls, journals, and discussions can also be utilized to encourage
active participation and feedback from STMO’s stakeholders. This engagement helps build a
sense of community and foster meaningful discussions around strategic trade management.

Furthermore, STMO should consider establishing dedicated forums or groups on social media
where stakeholders can come together to share knowledge, ask questions, and stay updated on
latest developments. These forums can serve as invaluable resources for building a community
of well-informed and engaged stakeholders.

In addition to the outlined steps, it is crucial to plan outreach to more industry associations
in the future. Industry associations serve as key partners in disseminating information and
fostering dialogue among their members. Establishing partnerships with industry associations
can expand STMO’s outreach messages and lend credibility to its communication efforts.

On the other hand, there are factors that could pose challenges to the implementation of these
activities. One factor is the budget constraints. As a result, there may not be a priority to provide
training for social media marketing and basic graphic design. Another factor is the lack of
knowledgeable staff in the areas of creative work and marketing. Currently, the Strategic Trade
Management Office has only two personnel capable of maintaining its social media accounts
and website. Third, limited access to social media within companies restricts the ability of
compliance officers to provide real-time updates for the STMO.

Notwithstanding these challenges, the work of the DTI-STMO in enhancing stakeholder
engagement through social media is not only essential for the Philippines but also serves as a
model for other countries developing their strategic trade controls (STC) initiatives. As nations
worldwide explore outreach strategies to industry, particularly those early in their journey of
developing STC frameworks, the Philippines’ innovative approaches can offer valuable lessons.
By engaging effectively with stakeholders through social media, the DTI-STMO is paving the
way for a more secure future in global trade, demonstrating the importance of collaboration
across borders in the pursuit of enhanced security and compliance.




