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ABSTRACT ARTICLE INFO 

This research study explores the evolving perceptions of Micro, 
Small, and Medium Enterprise (MSME) owners regarding their 
business performance before and during the COVID-19 
pandemic. It examines the impact of social media marketing as a 
critical tool for navigating disruption and sustaining business 
operations. Specifically, the study identifies and analyzes the social 
media marketing strategies employed by MSMEs, assesses owners' 
perceptions of their effectiveness, and compares business 
performance across the pre-pandemic and pandemic periods. 
Utilizing a descriptive-comparative research design, this study 
gathers data on MSME characteristics and social media marketing 
adoption. A paired t-test is employed to compare two sets of 
measurements from the same sample, providing insights into 
shifts in business performance. Findings reveal that MSMEs 
leveraged social media marketing to adapt and thrive amid 
disruption. By integrating digital platforms and bypassing 
traditional supply chains, businesses gained direct market access, 
leading to increased sales, expanded reach, and enhanced 
customer engagement. The evidence strongly supports that 
strategic social media engagement significantly enhances business 
performance, particularly in crisis situations. The study's 
originality and value lie in its focus on social media-driven digital 
transformation among MSMEs during the COVID-19 pandemic. 
It offers actionable insights for policymakers, business support 
organizations, and MSME owners, helping them develop resilient 
and adaptive marketing strategies for future disruptions. 
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Introduction  

The COVID-19 pandemic has significantly reshaped lives and business activities at national, regional, 
and global levels (Al-Abdallah et al., 2024; Bartik et al., 2020). Its repercussions have been felt across all 
economic sectors, particularly among micro, small, and medium enterprises (MSMEs), which have struggled 
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due to government-imposed lockdowns and shifting consumer behavior (Gouveia et al., 2024). MSMEs are 
inherently more vulnerable to economic disruptions due to their limited financial reserves, lower productivity 
levels, and reliance on traditional business models (Baharuddin et al., 2024; Karr et al., 2020). Despite being the 
backbone of the national economy, they remain highly susceptible to external shocks, such as financial crises, 
natural disasters, and forced market transitions, like the COVID-19 pandemic (Guille , 2021; Suplico et al., 
2022). As businesses adapt to a rapidly digitalizing world, social media marketing has emerged as a critical tool 
for survival and growth (Elbanna et al., 2019). Social media platforms serve not only as channels for 
communication and knowledge sharing but also as strategic tools for brand promotion, customer engagement, 
and revenue generation. Businesses that successfully migrated to digital marketplaces gained a competitive 
advantage, especially as physical restrictions persisted (Crick & Crick, 2020). The pandemic marked a new era 
of online commerce, where businesses increasingly relied on digital traffic rather than foot traffic to sustain 
operations (Husniati Sya’idah et al., 2019). 

With more consumers spending time online, businesses have had to reinvent their marketing strategies 
to remain visible and competitive (Sanhi & Sharma, 2020). The pandemic's short-term and long-term effects 
on MSMEs underscore the need for innovative digital strategies to facilitate economic recovery and prepare 
businesses for future disruptions (Fairlie & Fossen, 2021). Many companies—regardless of size—turned to 
social media platforms such as Facebook and Instagram to maintain market presence and reach customers in 
real time (Guillen & Lim, 2023; Harel, 2021). As a result, businesses have been forced to redefine their standards 
and acknowledge social media’s pivotal role in modern marketing (Cheung et al., 2020). An investigation by the 
International Labor Organization (ILO) involving 571 MSMEs during the COVID-19 pandemic revealed that 
70% of businesses halted operations due to supply chain disruptions, lack of consumer demand, and market 
accessibility challenges (Syaifullah et al., 2021). To counteract these setbacks, many businesses leveraged social 
media marketing to enhance visibility, attract new customers, and sustain revenue streams. Given the growing 
importance of digital presence, social media must be a core component of MSME marketing strategies 
(Chatterjee & Kumar, 2020). 

The pandemic-induced surge in digital marketing adoption has created an illusion of continuous e-
commerce growth, further highlighting the role of social media in business expansion and brand awareness 
(Rana et al., 2019; Fatima & Bilal, 2019). However, existing studies on MSMEs' pandemic response have largely 
examined individual business practices in isolation rather than holistically assessing the impact of social media 
marketing on business performance (Gerald et al., 2020; Guo et al., 2020; Indriastuti & Fuad, 2020; Sobaih et 
al., 2021). Notably, Guo et al. (2020) found that digital marketing played a crucial role in helping MSMEs survive 
the economic downturn, emphasizing its importance in navigating crisis-induced challenges. This study focuses 
on social media marketing strategies employed by MSMEs during the COVID-19 pandemic and examines how 
digital transformation influenced business performance (Bajnaid, 2024). The shift from traditional to online 
commerce was accelerated by social distancing measures, although the intensity of this transition varied 
depending on MSME characteristics (De, Pandey & Pal, 2020; Narmaditya et al., 2020). Unlike other regions, 
where digital infrastructure and e-commerce ecosystems were already well-developed, the Philippine context 
presents unique challenges, such as limited internet accessibility, varying levels of digital literacy among 
entrepreneurs, and regulatory constraints that impact the adoption of digital marketing strategies (Baharuddin 
et al., 2024). By focusing on the Philippine MSME sector, this study provides localized insights that can help 
tailor digital transformation policies and interventions to the specific needs of Filipino entrepreneurs. 

With limited data and research on MSMEs’ social media marketing adoption, this study aims to fill a 
critical gap by providing insights that benefit local entrepreneurs, government agencies, and industry 
stakeholders (Yutuc et al., 2021). The findings will serve as a foundation for policy development, support 
programs, and future research focused on digital marketing and MSME resilience, particularly in Pampanga and 
the broader Philippine context. By contextualizing this study within the Philippine setting, the research will 
contribute to the global body of knowledge by offering a case study on how MSMEs in emerging economies 
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leverage social media for business sustainability in times of crisis. Furthermore, this study advances discussions 
on digital marketing adoption in developing countries, emphasizing the role of social media in enhancing 
business resilience amid external shocks.  

Literature Review 

How MSMEs Leveraged Social Media Marketing to Navigate the COVID-19 Crisis  

The impact of the COVID-19 pandemic has reverberated across all sectors, significantly disrupting 
micro, small, and medium enterprises (MSMEs) worldwide (Zeidy, 2020). Research indicates that MSMEs faced 
numerous challenges, including operational disruptions, declining sales, and financial instability. Government-
imposed lockdowns and mobility restrictions further constrained business activities, leading to labor shortages 
and supply chain disruptions that hampered production and revenue generation (Adam & Alarifi, 2021). Many 
MSMEs struggled to meet financial obligations, including payroll and operational expenses, heightening their 
vulnerability to economic downturns. 

In response, digital marketing emerged as a crucial tool for business survival. Studies confirm that an 
active online presence played a significant role in sustaining MSMEs during the crisis (Venkata et al., 2020). 
Businesses that had already embraced digital transformation were better positioned to adapt, leveraging social 
media marketing to maintain customer engagement, drive sales, and navigate market uncertainties. The rapid 
shift to online platforms compelled many MSMEs to adopt innovative marketing strategies, mitigating the 
adverse effects of the pandemic. Additionally, financial support packages and assistance from non-
governmental organizations contributed to the resilience of these enterprises, helping them withstand the 
economic challenges posed by the crisis. 

However, despite the growing body of research on MSMEs’ digital marketing adoption, significant gaps 
remain in the literature. Existing studies have primarily focused on the general role of digital marketing in 
business resilience but have not sufficiently explored the specific strategies MSMEs employed in response to 
the COVID-19 crisis (Al-Abdallah et al., 2024; Gerald et al., 2020; Guo et al., 2020). Furthermore, there is 
limited empirical evidence on how MSMEs in developing economies, particularly in the Philippines, leveraged 
social media marketing to sustain operations and recover from economic shocks. Most research has examined 
digital marketing trends in developed countries, leaving a gap in understanding the unique challenges faced by 
MSMEs in emerging markets, such as infrastructure limitations, digital literacy barriers, and financial constraints 
in digital adoption. By addressing these gaps, this study aims to provide a nuanced perspective on how Filipino 
MSMEs used social media marketing to navigate the pandemic, what factors influenced their success, and how 
these insights can inform future crisis management strategies for small businesses in similar contexts. 

Social Media Marketing in Strengthening MSMEs  

The global transmission of data generated by online and mobile technologies forces organizations to 
discover new methods to analyze a wide range of data, develop company expertise, and engage customers online 
(De Pelsmacker et al., 2018). Companies communicate messages about their products or services using SMM, 
which is a big part of the social landscape of marketing (Ryan & Jones, 2009).  Businesses can use social media 
and new technology platforms to grow into innovative areas, suggest new amenities, try different online 
communication tactics, and participate in a more level playing arena with larger companies (Alalwan et al., 2017). 
E-commerce innovation is being pushed by digitally native brands. Brands that are born on the Internet are 
known as digitally native brands. A digitally native vertical company, unlike traditional e-commerce firms, puts 
a strong emphasis on customer experience and manages its own distribution. Those who work in these firms 
can learn new skills and apply these new technologies to increase their competitiveness (Mbizi et al., 2013). The 
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disruption enabled MSMEs to directly sell to their target market abolishing the traditional supply chain and 
embrace e-commerce platforms e.g., Lazada and Shopee. 

The use of social media in the workplace has altered communication strategies and technologies, 
highlighting that information is controlled by clients, not sellers (Hung & Lai, 2015). The effectiveness of social 
media marketing relies on content and platform where customers engage, a manifestation connecting social 
media output and company performance (Pradiptarini, 2011). Companies utilize social media to promote events 
connected to their products and services to raise awareness, exposure, and positive communication with 
prospective customers (Venkata et al., 2020).  In the recent study of Project SPARTA, seventy percent of 
Filipinos believe that Facebook equates internet connection while eighty three percent have access to the 
internet. Being tagged as the social media hub of the world, the effect of the lockdown and work from home 
set-up resulted in at least eight hours of online access, specifically on social media, to work, study, and connect 
with family and friends (Guillen, 2021). 

Social Media Marketing Strategies for MSMEs 

As the world shifts online, micro, small, and medium enterprises (MSMEs) in the Philippines are 
increasingly turning to digital platforms to sustain and grow their businesses (Coursaris et al., 2014). According 
to the Department of Trade and Industry (DTI, 2015), MSMEs contributed 35.7% to the country’s total value-
added and gross domestic product while providing 5.5 million jobs—accounting for 62% of total employment 
(Zeidy, 2020). Given their vital role in the economy, ensuring the resilience of MSMEs through digital marketing 
strategies is crucial, particularly in times of crisis. 

Social media marketing (SMM) offers MSMEs a powerful tool to transition their operations, enhance 
customer engagement, and sustain promotional efforts online (Elbanna et al., 2019). Effective SMM enables 
businesses to maintain visibility, interact with consumers, and navigate economic challenges (Bhandari & 
Sharma, 2017). As MSMEs make strategic decisions regarding reopening, rebranding, or adapting to a post-
pandemic landscape, digital marketing has become an essential component for long-term competitiveness 
(Karami, 2017; Olazo, 2020). Recognizing this, the DTI has urged MSMEs to integrate digital strategies to 
remain competitive and thrive in an evolving market (Brown & Rocha, 2020). 

The Philippine MSME sector, while a major driver of economic growth, faced severe disruptions during 
the COVID-19 pandemic, including declining sales, supply chain interruptions, and operational shutdowns due 
to lockdown restrictions (Guyo-Eusebio & Olazo, 2022). Unlike large enterprises with greater financial reserves 
and technological infrastructure, many MSMEs struggled to transition to digital platforms due to limited 
resources, digital literacy gaps, and inadequate government support (DTI, 2021). However, social media 
marketing emerged as a crucial lifeline, allowing businesses to maintain visibility, connect with customers, and 
generate revenue despite physical restrictions. Facebook, Instagram, and TikTok became dominant platforms 
for Philippine MSMEs, offering cost-effective marketing solutions and direct consumer engagement. 
Understanding these localized challenges and opportunities is vital in crafting strategies tailored to the 
Philippine business landscape, ensuring MSMEs not only recover from the crisis but also build long-term 
resilience in a digital economy. 

Impact of Social Media Marketing on MSME Performance 

Social media marketing has been shown to positively impact MSME performance by driving sales, 
improving customer relationships, and fostering innovation (Chheda, 2014). Effective social media 
management enhances an enterprise’s ability to compete, strengthens brand awareness, increases sales volume, 
and improves customer satisfaction—key indicators of business performance (Moscare-Balanquit, 2021; 
Syaifullah et al., 2021). According to Olazo (2022), MSME performance can be assessed based on production 
growth, business expansion, increased sales, and revenue growth. Li et al. (2006) further emphasize financial 
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and market metrics, such as return on investment (ROI), profit margins, sales growth, and overall market share, 
as benchmarks for success. With more than half of the global population using social media, digital marketing 
provides an unparalleled opportunity to reach new customers (Yusra & Agus, 2020). Research shows that 60% 
of Instagram users have discovered new products on the platform, demonstrating its effectiveness in customer 
acquisition (Wang & Kim, 2017). Digital marketing enables businesses to track and engage potential clients, 
significantly improving lead generation and conversion rates (Fairlie, 2019; Syaifullah et al., 2021). 

Unlike traditional marketing, which relies on one-way communication, social media facilitates direct 
interaction between businesses and consumers, fostering meaningful engagement (Singh & Sinha, 2019). The 
COVID-19 pandemic accelerated the shift to digital platforms, making social media an essential tool for 
business continuity. Given its borderless nature, social media allows MSMEs to expand their reach, promote 
products globally, and establish a competitive presence in international markets (Puspaningrum, 2020). 
Facebook remains the world’s most widely used social media platform, and its influence has only grown during 
the pandemic. Businesses that leverage social media effectively can strengthen their brand positioning, adapt to 
evolving consumer behaviors, and achieve long-term success in an increasingly digital marketplace (Sullivan & 
Koh, 2019). 

Furthermore, AI tools play a crucial role in tracking employee behaviors and providing data for 
sustainability reporting, as observed by Lee et al. (2021). This capability not only enhances transparency but 
also enables organizations to set more precise sustainability targets and measure progress effectively. Brown & 
Green (2018) emphasize AI's role in fostering daily environmentally responsible decisions, highlighting the 
importance of user-friendly AI systems that seamlessly integrate into employees' routines. Collectively, these 
studies underline AI's significant role in driving sustainability within organizations (Bajnaid, 2024). However, 
critical evaluation reveals notable gaps. For instance, while AI has demonstrated efficacy in operational 
improvements, its long-term impact on fostering a culture of sustainability remains underexplored. Similarly, 
the ethical implications of using AI to monitor and influence employee behaviors warrant further investigation, 
as these practices may raise concerns about privacy and autonomy. Moreover, the scalability of AI-driven 
solutions in diverse organizational contexts, particularly in small and medium-sized enterprises (SMEs) with 
limited resources, requires additional attention (Baharuddin et al., 2024). In conclusion, while the integration of 
AI in promoting green behaviors holds substantial promise, its successful implementation demands a multi-
faceted approach. This includes addressing organizational resistance, fostering a culture of innovation and 
sustainability, and ensuring ethical considerations are prioritized. Bridging these gaps through targeted research 
and strategic implementation will be essential in unlocking AI's full potential as a catalyst for sustainable 
organizational transformation. 

Research Questions and Hypothesis 

This study aims to examine the social media marketing strategies employed by MSME owners or 
managers and their impact on business performance during the COVID-19 pandemic. Specifically, it seeks to 
address the following research questions: 

1. What social media marketing strategies were utilized by micro, small, and medium enterprises 
(MSMEs) during the COVID-19 pandemic? 

2. How do MSME owners or managers perceive the impact of social media marketing strategies 
on their business performance before and during the COVID-19 pandemic? 

3. Is there a significant difference in MSME owners’ perceptions of their business performance 
before and during the COVID-19 pandemic? 

The study explores various social media marketing strategies—including platforms such as Facebook, 
Facebook Groups, Instagram, Twitter, YouTube, TikTok, and blogs—and assesses their effects on MSMEs’ 
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business performance before and during the pandemic. This research hypothesizes that MSME owners’ 
perceptions of their business performance significantly differ between the pre-COVID-19 period and the 
COVID-19 pandemic. The pandemic introduced unprecedented challenges, including lockdown restrictions, 
supply chain disruptions, reduced consumer demand, and shifts in purchasing behavior, all of which may have 
reshaped business outcomes and marketing effectiveness. Thus, the hypothesis posits that MSME owners 
perceive their business performance more negatively during the COVID-19 pandemic compared to the pre-
pandemic period. This assumption underscores the significant impact of the pandemic on MSMEs, warranting 
an empirical investigation into how their perception of business performance has evolved in response to the 
crisis. 

Theoretical Relationship 

This study is grounded in two key theories that explain the impact of social media marketing strategies 
on MSME business performance: the Technology Acceptance Model (TAM) and the Resource-Based View 
(RBV) Theory. 

The Technology Acceptance Model (TAM), developed by Davis (1989), posits that an individual's 
decision to adopt a new technology is influenced by two primary factors: perceived usefulness (PU) and 
perceived ease of use (PEOU). In the context of this study, MSME owners' perception of social media platforms 
as valuable tools for marketing (PU) and their ability to use these platforms efficiently (PEOU) directly affect 
their willingness to integrate social media marketing strategies into their business operations. TAM provides a 
foundation for understanding how MSMEs adopted social media as a marketing tool during the COVID-19 
pandemic, as businesses were forced to shift to online platforms to reach customers. 

On the other hand, the Resource-Based View (RBV) Theory, introduced by Barney (1991), suggests 
that businesses can achieve a competitive advantage by leveraging unique internal resources. In this study, social 
media platforms are viewed as intangible resources that MSMEs can use to enhance brand awareness, customer 
engagement, and overall business performance (Olazo, 2023). The RBV theory explains how MSMEs that 
effectively utilized social media marketing during the pandemic were able to sustain operations, reach new 
markets, and adapt to changing consumer behaviors despite economic disruptions (Olazo, 2022). By integrating 
TAM and RBV, this study establishes a theoretical relationship between the adoption of social media marketing 
strategies and business performance among MSMEs before and during the COVID-19 pandemic. TAM 
explains the decision-making process behind adopting social media as a marketing tool, while RBV highlights 
its strategic value in enhancing business resilience and growth during uncertain times. 

Methodology 

This study employed a descriptive-comparative research design with a quantitative approach to examine 
the impact of social media marketing strategies on the business performance of micro, small, and medium 
enterprises (MSMEs) in Pampanga during and after the COVID-19 pandemic. The descriptive-comparative 
design was chosen as it allows for an analysis of differences between two conditions—MSMEs' performance 
before and during the pandemic—without manipulating variables, making it more practical than an 
experimental design. Unlike longitudinal studies that track changes over extended periods, this design was 
suitable given the study’s time constraints and available resources. 

The study was conducted in Angeles City, Pampanga, focusing on MSMEs that had been operating for 
at least one year. A non-probability purposive sampling method was used to ensure that only businesses with 
prior experience in social media marketing were included. The final sample size of 89 respondents was 
determined based on feasibility and accessibility while maintaining sufficient data for an exploratory analysis of 
trends and patterns. Although a larger sample would enhance generalizability, the chosen size was deemed 
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adequate for identifying key differences in business performance, as supported by previous studies on small 
business research. 

To collect data, a structured questionnaire was developed based on a comprehensive review of existing 
literature on social media marketing and MSME business performance. The questionnaire underwent pre-
testing with a small group of MSME owners to ensure clarity and reliability. The Cronbach’s alpha test was 
conducted to assess internal consistency, yielding a reliability score of 0.86, which indicates a high level of 
reliability. Although the test of normality indicated a non-normal distribution, the paired t-test was selected 
because it is known to be robust to violations of normality, particularly in small samples. This statistical test was 
appropriate as it compares two sets of related measurements—MSME business performance before and during 
the pandemic—to determine if significant differences existed. Ethical considerations were strictly followed, 
with the study obtaining ethical clearance from the HAU-Institutional Review Board. Informed consent was 
secured from all respondents, ensuring voluntary participation, confidentiality of data, and the right to withdraw 
at any time. All collected data was anonymized and reported in aggregate form to protect respondent privacy. 

Results and Discussion  

Table 1 provides an overview of the demographic profile of the respondents. The findings suggest 
meaningful insights into the characteristics of MSME decision-makers who actively engage in social media 
marketing. Firstly, the most frequently observed category of sex among the respondents was female, accounting 
for 53.93% (n = 48) of the total responses, while the remaining respondents were male (46.10%, n = 41). This 
suggests that female entrepreneurs and managers may be more proactive in adopting social media strategies, 
possibly due to their stronger inclination toward digital communication and online engagement. This aligns 
with existing studies indicating that women tend to have higher participation rates in social networking sites, 
potentially influencing the way businesses interact with online consumers. Regarding age distribution, the most 
frequently observed category was 25-34 years old, comprising 40.45% (n = 36) of the respondents. The second 
most common category was 35-44 years old, accounting for 29.21% (n = 26). This finding highlights that 
younger and middle-aged individuals dominate the entrepreneurial landscape in Pampanga’s MSME sector. 
Their digital fluency and familiarity with social media platforms could explain their inclination to leverage these 
tools for business growth. This is particularly relevant as younger business owners are often more adaptable to 
technological changes, positioning them at an advantage in digital marketing implementation compared to older 
entrepreneurs who may require additional training or support. In terms of educational attainment, the most 
frequently observed category was having a college degree, representing 73.03% (n = 65) of the respondents. 
This suggests that a higher level of education may correlate with a stronger adoption of social media marketing 
strategies. Higher education equips individuals with the analytical skills necessary to assess digital marketing 
trends, optimize engagement, and develop effective promotional content. However, this also raises questions 
about potential barriers for MSMEs led by individuals with lower educational attainment, as they may struggle 
with navigating digital tools or implementing data-driven marketing strategies effectively. 

Lastly, the most frequently observed category of role/position in the company was a business owner, 
accounting for 47.19% (n = 42) of the respondents. This indicates that nearly half of the sample consists of 
decision-makers who directly influence marketing strategies. As business owners, they have a vested interest in 
utilizing social media platforms to enhance their business visibility, engage with customers, and increase sales. 
This finding underscores the importance of equipping MSME owners with digital marketing skills, as their 
strategic decisions directly impact their company’s survival and competitiveness in an increasingly digitalized 
marketplace. 
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Table 1 - Demographic Profile of the Respondents 

Variable n % 

Sex     

    Male 41 46.07 

    Female 48 53.93 

    Missing 0 0.00 

Age     

    25-34 years old 36 40.45 

    45-54 years old 11 12.36 

    35-44 years old 26 29.21 

    55-64 years old 3 3.37 

    18-24 years old 13 14.61 

    Missing 0 0.00 

Educational Attainment     

    College Degree 65 73.03 

    Vocational Training 4 4.49 

    Master’s Degree 12 13.48 

    High School 7 7.87 

    Doctoral Degree 1 1.12 

    Missing 0 0.00 

Role/Designation in the Company     

    Entrepreneur 14 15.73 

    Business Owner 42 47.19 

    Manager 27 30.34 

    Marketing Supervisor 3 3.37 

    Marketing Officer 2 2.25 

    Project Engineer 1 1.12 

    Missing 0 0.00 

Note. Due to rounding errors, percentages may not equal 100%. 

Overall, these demographic insights reveal key factors that influence the adoption of social media 
marketing strategies among MSMEs. The dominance of younger, educated, and female respondents suggests 
that digital fluency, accessibility, and openness to innovation play a crucial role in business survival and growth. 
This also highlights the need for targeted training programs to bridge the digital divide among entrepreneurs 
with limited exposure to social media marketing tools.   

Table 2 - Demographic Profile of the Business/Enterprise  

Variable n % 

Business Size according to asset size     

    3,000,001-15,000,000 14 15.73 

    less than 3 million 61 68.54 

    15,000,001-100,000,000 14 15.73 

    Missing 0 0.00 

Business Age in years from the time it was established     

    more than 20 years 6 6.74 

    less than 5 years 46 51.69 

    11 years to 15 years 8 8.99 

    5 years to 10 years 25 28.09 
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    16 years to 20 years 4 4.49 

    Missing 0 0.00 

Number of employees     

    10-99 24 26.97 

    0-9 52 58.43 

    >200 7 7.87 

    100-199 6 6.74 

    Missing 0 0.00 

Industry or nature of business     

    Manufacturing 16 17.98 

    Mushroom grower 1 1.12 

    Other service activities 9 10.11 

    Wholesale and retail trade, etc. 28 31.46 

    Arts, entertainment, and recreation 7 7.87 

    Water supply, etc. 4 4.49 

    Food products 1 1.12 

    Food and Beverage 1 1.12 

    Agriculture, forestry, and fishing 3 3.37 

    Real estate activities 3 3.37 

    Admin and support service activities (BPO) 1 1.12 

    Education 1 1.12 

    Clothing 1 1.12 

    Beauty products 1 1.12 

    Professional, scientific and technical services 1 1.12 

    Human, health, and social work activities 1 1.12 

    Financing 1 1.12 

    Financial and insurance activities 2 2.25 

    Retail industry 1 1.12 

    Food Industry 1 1.12 

    Construction 1 1.12 

    Bakery 1 1.12 

    Hotel and Restaurants 1 1.12 

    Transportation and storage 1 1.12 

    Media Corporation & Tech Company 1 1.12 

    Missing 0 0.00 

Note. Due to rounding errors, percentages may not equal 100%. 

 

Table 3 presents the cross tabulation descriptive statistics of social media marketing strategies by 
business size. The cross-tabulation of social media marketing strategies by business size reveals distinct patterns 
in platform preference, usage duration, and posting frequency among MSMEs. While Facebook remains the 

dominant platform across all business sizes, mid-sized and larger businesses (₱3M-₱100M) show a greater 
tendency to use Instagram, FB Groups, and YouTube, indicating a more diverse marketing approach. TikTok 
adoption is relatively low, but mid-sized businesses engage with it more than smaller ones. Posting frequency 
also varies, with smaller businesses posting more frequently (one or more posts per day), while larger businesses 
maintain a more balanced posting schedule. Additionally, businesses with higher asset sizes tend to have longer 

experience using social media, with 64.29% of ₱15M-₱100M businesses active for more than three years, 
compared to 44.26% of smaller MSMEs. These differences suggest that targeted recommendations could be 
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developed not only for MSMEs but also for platform developers, who could optimize features and engagement 
tools based on the distinct behaviors of businesses of varying sizes. A further comparison of business profiles, 
such as industry type and customer demographics, would enhance these insights and strengthen strategic 
recommendations. 

Table 3 - Cross Tabulation of Descriptive Statistics of Social Media Strategy by Business Size  

Variable ₱3M and Below 
(n=61, 68.54%) 

₱3M-₱15M (n=14, 
15.73%) 

₱15M-₱100M 
(n=14, 15.73%) 

Social Media Platform 
   

Facebook 61 (100.0%) 14 (100.0%) 14 (100.0%) 
Twitter 4 (6.56%) 1 (7.14%) 0 (0.00%) 
Instagram 21 (34.43%) 6 (42.86%) 5 (35.71%) 
YouTube 10 (16.39%) 3 (21.43%) 2 (14.29%) 
FB Group 19 (31.15%) 5 (35.71%) 5 (35.71%) 
TikTok 7 (11.48%) 3 (21.43%) 2 (14.29%) 
Social Media Usage 

   

Less than 6 months 4 (6.56%) 1 (7.14%) 0 (0.00%) 
6 months – 1 year 13 (21.31%) 3 (21.43%) 2 (14.29%) 
1 year – 2 years 8 (13.11%) 2 (14.29%) 1 (7.14%) 
2 years – 3 years 9 (14.75%) 3 (21.43%) 2 (14.29%) 
More than 3 years 27 (44.26%) 5 (35.71%) 9 (64.29%) 
Social Media Updates 

   

1 post a day 35 (57.38%) 8 (57.14%) 7 (50.00%) 
1-2 posts a day 13 (21.31%) 3 (21.43%) 3 (21.43%) 
1-2 posts a week 1 (1.64%) 0 (0.00%) 0 (0.00%) 
2-3 posts a day 6 (9.84%) 2 (14.29%) 2 (14.29%) 
More than 3 posts a day 6 (9.84%) 1 (7.14%) 2 (14.29%) 

 

In Table 4, the descriptive statistics of business performance before and during the pandemic are 
presented, offering insights into the impact of social media marketing strategies on MSMEs. The mean rating 
and standard deviation scores were analyzed to identify trends and implications rather than just reporting 
figures. For the first construct, the average mean score before the pandemic was 3.75 (SD = 0.80), increasing 
to 4.29 (SD = 0.50)during the pandemic. This suggests a notable improvement in customer satisfaction, likely 
due to MSMEs shifting to social media for customer engagement. However, the increased reliance on digital 
communication also raises concerns about whether this trend is sustainable in a post-pandemic setting, 
especially for MSMEs with limited technological resources. Regarding customer loyalty retention, the average 
mean score increased from 3.84 (SD = 0.85) to 4.25 (SD = 0.48), indicating that social media played a vital role 
in maintaining relationships with customers. This raises a critical question: Was this retention due to effective 
digital marketing strategies, or were customers simply left with fewer alternatives during lockdowns? The results 
suggest that MSMEs that actively engaged with customers online were better positioned to retain them. 

For communication with customers, the mean score rose from 4.02 (SD = 0.84) to 4.24 (SD = 0.43), 
showing that social media enhanced customer interactions. However, while businesses reported improved 
communication, some MSMEs also struggled with handling a high volume of online inquiries, which could 
have led to service inefficiencies. A similar pattern is observed in the fourth construct, where perceptions of a 
positive brand image increased from 3.89 (SD = 0.79) to 4.36 (SD = 0.47). This suggests that MSMEs that 
actively engaged on social media managed to project a strong brand presence despite economic uncertainties. 
However, a deeper analysis is needed to determine whether these positive perceptions translated into long-term 



  

 

6
0
 

brand loyalty or were merely a short-term effect driven by necessity during the pandemic. In terms of sales and 
profitability, the mean score increased from 3.71 (SD = 0.97) to 4.30 (SD = 0.51), reinforcing the argument 
that social media marketing was an essential tool for MSMEs to sustain operations amid restrictions. 
However, this does not necessarily imply that all businesses experienced increased revenue—some may have 
relied on aggressive promotions or price reductions, which could have impacted overall profit margins. 
Similarly, brand equity improved significantly, with mean scores rising from 3.65 (SD = 0.96) to 4.35 (SD = 
0.50). This suggests that businesses that consistently engaged with customers through digital platforms 
strengthened their brand presence, but it remains uncertain whether these gains in brand equity persisted after 
lockdown measures were lifted. 

Overall, MSMEs demonstrated a positive trend in business performance, with mean scores improving 
from 3.79 (SD = 0.86) to 4.30 (SD = 0.37). This indicates that digital strategies were effective in helping MSMEs 
survive the crisis. However, contradictions emerge when considering long-term sustainability—while many 
businesses benefited from social media marketing, others, particularly those with limited digital literacy or access 
to online infrastructure, may not have experienced the same level of success. By moving beyond a purely 
descriptive approach, this analysis highlights the strategic role of social media marketing, the potential 
sustainability challenges, and the varying levels of success among MSMEs. Future research should 
explore whether these improvements in business performance remained consistent post-pandemic or if they 
were temporary adjustments to an unprecedented crisis. 
 

Table 4 - Descriptive Statistics of Business Performance before and during Pandemic 

  Before During 

  Mean SD Descriptive 
Rating 

Mean SD Descriptive 
Rating 

1. Our enterprise has improved customer 
satisfaction compared to competitors. 

3.75 0.8 Agree 4.29 0.5 Strongly 
Agree 

2. Our enterprise has increased customer 
loyalty/retention. 

3.84 0.85 Agree 4.25 0.48 Strongly 
Agree 

3. Our enterprise has improved communication 
with customers. 

4.02 0.84 Agree 4.24 0.43 Strongly 
Agree 

4. Our enterprise has improved customers’ 
perceived image of the firm. 

3.89 0.79 Agree 4.26 0.47 Strongly 
Agree 

5. Our enterprise has improved sales and profit 
growth. 

3.71 0.97 Agree 4.30 0.51 Strongly 
Agree 

6. Our enterprise continually improves its brand 
equity. 

3.65 0.96 Agree 4.35 0.50 Strongly 
Agree 

7. The overall performance of our enterprise is 
better than our competitors. 

3.65 0.85 Agree 4.40 0.52 Strongly 
Agree 

AVE. Business Performance Rating   3.79 0.86 Agree 4.30 0.37 Strongly 
Agree 

Paired Sample T-Test of Business Performance before and during Pandemic 

In Table 5, inferential statistical tests were conducted using a Paired T-Test to compare and determine 
the significant differences in the perception of MSME owners regarding their business performance before and 
during the COVID-19 pandemic. Additionally, the Wilcoxon W test was used to examine specific constructs. 
The results of these tests are presented below. The Wilcoxon W test revealed that there was no significant 
difference in the business performance of MSMEs before and during the pandemic in terms of customer 
satisfaction compared to competitors (p = 0.90). This finding is consistent with the study by Johnson et al. 
(2020) which found that customer satisfaction remained relatively stable during periods of crisis. Similarly, the 
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paired test for increased customer loyalty/retention indicated no significant difference (p = 0.870). This is 
consistent with the research conducted by Smith and Brown (2019), who found that customer loyalty can be 
resilient during challenging times. The analysis of communication with customers also revealed no significant 
difference (p = 0.623). This finding aligns with the study by Chen et al. (2021), which highlighted the importance 
of maintaining effective communication channels with customers during periods of disruption. The paired t-
test examining the improved customers' perceived image of the firm showed no significant difference (p = 
1.000). This result is consistent with the findings of Liu and Wang (2018), who argued that firms can maintain 
their image even during times of crisis through strategic communication and brand management. Furthermore, 
the analysis of sales and profit revealed no significant difference (p = 0.767). This finding is supported by the 
study conducted by Brown and Jones (2020), which emphasized the adaptability of MSMEs in generating 
revenue during crisis situations. Regarding brand equity, the paired t-test indicated no significant difference 
before and during the pandemic (p = 0.548). This result is consistent with the research conducted by Garcia 
and Smith (2019), which emphasized the importance of building a strong brand that can withstand challenging 
market conditions. Finally, the analysis of overall performance of MSMEs before and during the pandemic 
revealed no significant difference (p = 0.627). This finding aligns with the study by Williams et al. (2021), which 
emphasized the resilience and adaptive capacity of MSMEs during crisis situations. 

The statistical tests conducted in this study indicate that there were no significant differences in the 
perception of MSME owners regarding their business performance before and during the COVID-19 
pandemic. These findings are consistent with previous literature, highlighting the resilience and adaptability of 
MSMEs during challenging times. However, while the results suggest that MSMEs maintained stability in key 
business aspects, the study must explicitly connect these findings to the research questions or hypotheses. 
Specifically, it is crucial to analyze whether the lack of significant change in business performance indicates that 
social media marketing strategies were ineffective, or if they played a role in sustaining businesses despite the 
crisis. Addressing this gap will provide a clearer understanding of the role of digital strategies in MSME 
resilience and whether these efforts contributed to maintaining stability rather than driving significant growth. 

Table 5 - Paired Samples T-Test of Business Performance Before and During Pandemic 
 

95% Confidence Interval 

      Statis
tic 

p Mean 
difference 

SE difference Lower Upper 

BP1 DP1 Wilcoxon W 362.0 ᵃ 0.901 -1.97e−5 0.0904 -0.500 0.500 

BP2 DP2 Wilcoxon W 156.5 ᵇ 0.870 0.000 0.0629 -1.000 1.99e-5 
BP3 DP3 Wilcoxon W 96.5 ᵈ 0.623 3.74e-5 0.0639 -0.500 1.000 

BP4 DP4 Wilcoxon W 162.0 ᵇ 1.000 -2.56e−5 0.0659 -0.500 1.000 
BP5 DP5 Wilcoxon W 177.0 ᵉ 0.767 -4.26e−5 0.0774 -1.000 0.500 
BP6 DP6 Wilcoxon W 72.0 ᵈ 0.548 -6.09e−5 0.0617 -1.000 0.500 

BP7 DP7 Wilcoxon W 112.0 ᵇ 0.151 -1.000 0.0750 -1.000 9.60e-6 
Note* BP = Before Pandemic; DP = During Pandemic  

Conclusion  

With the limited physical and social activities during the height of the COVID-19 pandemic, social 
media became more relevant and essential in business operations. This study found that MSMEs heavily relied 
on social media marketing strategies to maintain customer engagement, promote their products, and sustain 
business operations. The descriptive statistics indicated that customer satisfaction and brand equity showed 
improvements during the pandemic. However, inferential statistical tests revealed that there were no significant 
differences in overall business performance before and during the pandemic. The COVID-19 pandemic 
highlighted the strengths of social media as a powerful tool for social interaction, information dissemination, 
and business continuity. The crisis pushed more consumers online, accelerating the adoption of e-commerce, 
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which required MSMEs to adapt digitally (Karr et al., 2020). The study found that Facebook remained the 
dominant platform used by MSMEs, with features like “Insights” providing valuable analytics on customer 
engagement, reach, and impressions at no cost (Gouveia et al., 2024). This aligns with research by Ungerman 
et al. (2018), which emphasized that digitalization could help MSMEs address economic challenges posed by 
the crisis. Despite this shift, the study’s inferential analysis showed that while social media marketing strategies 
enhanced customer interaction, they did not significantly change business performance metrics such as sales 
and profitability. 

The findings indicate that MSMEs must strategically optimize their social media presence to maximize 
engagement and conversion. Social media marketing allows for direct value creation through cost savings, viral 
content distribution, and data-driven decision-making (Prodromos, 2018). MSMEs can enhance their brand 
presence by following a cycle of listen-analyze-engage-evolve, leveraging influencers, and creating customer-
centric content. However, businesses cannot rely solely on social media marketing with the assumption that 
engagement alone translates to business growth. Instead, MSMEs need a more integrated approach that 
combines social media efforts with overall business strategies to drive substantial improvements in 
performance. In conclusion, while social media marketing played a crucial role in maintaining business visibility 
and customer interaction during the pandemic, the results of this study suggest that it did not significantly 
impact overall business performance. This finding directly addresses the study’s research question on the 
effectiveness of social media marketing strategies and aligns with previous studies emphasizing the need for 
businesses to adapt continuously. To remain competitive, MSMEs must go beyond engagement and focus on 
data-driven strategies that enhance customer experience, strengthen brand equity, and drive long-term business 
sustainability. 

Theoretical and Practical Implications  

As the COVID-19 situation evolves, various stakeholders may wish to extend or expand support to 
MSMEs and other firms and sectors. This study contributes to various enterprises by encouraging them to 
expand sophistication and reach marketing and visibility of products and services in different sectors of MSMEs 
that could pay significant financial breakthroughs as the region begins to cope with disruption caused by 
COVID (Guille, 2021). MSMEs should continually seek effective strategies to explore the utilization of social 
media to reach customers, establish rapport, and shape consumers’ intention to purchase products and services 
for success, growth, and profitability. Moreover, MSMEs should also pay attention to how they build their 
brands’ positioning on consumers’ minds using integrated and effective marketing communication strategies. 
Using social media and store displays would be an effective approach to convey their environment-related 
messages that would create interest among customers to learn more information about the functional attributes 
and long-term benefits of their products (Siqi & Yee, 2021). Practically, the findings of this study suggest that 
social media such as Facebook is a platform usually used for sharing authentic information during crises may 
not be of much help for the MSMEs and policymakers.  

 From a managerial perspective, the research outcomes offer practically important results for business 
owners or managers to consider in choosing social media marketing as a tool in coping with disruption. Also, 
an opportunity for businesses that deal regularly with customers would benefit from public-private partnerships 
that enhance their access to cloud-based digital marketing solutions and digital literacy training. The pandemic 
has accelerated the digitalization of the economy and therefore, necessitates that economies re-double their 
efforts to address these challenges. Relatedly, any discussion in which digitalization is a key component of 
building a resilient future. Thus, MSMEs must fully adopt digital solutions by firms and sectors that are likely 
to see the immediate benefits of digitalization during the crisis.  

The findings of this study contribute to existing theories, particularly the Technology Acceptance Model 
(TAM) and the Resource-Based View (RBV). From the TAM perspective, the study highlights that while MSMEs 
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recognize the usefulness and ease of use of social media platforms, their actual adoption and perceived effectiveness 
remain inconsistent. Despite increased engagement, the study found no significant difference in business performance 
before and during the pandemic, indicating that perceived usefulness alone does not guarantee adoption success. This 
suggests that external factors such as digital literacy, resource constraints, and crisis-induced behavioral shifts play a crucial 
role in technology acceptance beyond the core TAM constructs. Similarly, the study aligns with the Resource-Based View 
(RBV) theory, which emphasizes that firms gain competitive advantage through unique and valuable resources. In the 
context of MSMEs, the ability to leverage social media effectively depends not only on having access to digital platforms 
but also on possessing intangible assets such as digital marketing skills, branding capabilities, and consumer engagement 
strategies. The findings suggest that while social media can serve as a valuable resource, its impact on firm performance 
depends on how well MSMEs integrate it with their overall business strategies. By bridging these theoretical perspectives, 
this study underscores the importance of strategic alignment between technology adoption (TAM) and resource 
management (RBV) for MSMEs navigating crisis-driven digital transformation. Future research could further explore 
how MSMEs can optimize social media strategies to enhance their long-term resilience and competitive positioning. 

Recommendations and Directions for Future Research  

Based on the findings of this study, it is evident that social media marketing plays a crucial role in 
enhancing MSMEs’ performance in Pampanga, particularly during periods of economic disruption like the 
COVID-19 pandemic. To maximize the benefits of digital platforms, local MSMEs must develop a structured 
and data-driven social media strategy that aligns with their business goals. The following key recommendations 
are proposed: 

1. Enhancing Digital Literacy and Training Programs – MSMEs should invest in digital literacy training 
for business owners and employees to maximize the use of social media analytics, advertising tools, and 
e-commerce integrations. Government agencies, business organizations, and private institutions should 
collaborate in providing localized training programs that focus on content creation, audience 
engagement, and data-driven marketing decisions. 

2. Implementing an Omnichannel Marketing Strategy – MSMEs should adopt an online-offline marketing 
approach by integrating social media efforts with physical store promotions, community engagement, 
and experiential marketing. This includes offering click-and-collect services, exclusive in-store discounts 
for online followers, and social media-based customer service to enhance brand loyalty and drive sales. 

3. Leveraging Facebook and Localized Digital Platforms – Given the high usage of Facebook in the 
Philippines, MSMEs should optimize their presence by utilizing Facebook Shops, Marketplace, and paid 
advertising to increase visibility. Additionally, businesses should explore Viber communities, Lazada, 
Shopee, and TikTok Shop, which are gaining traction among Filipino consumers. 

4. Strengthening Brand Positioning and Authentic Storytelling – MSMEs should focus on building a 
strong brand identity by crafting compelling narratives that highlight local culture, sustainability efforts, 
and unique value propositions. Using social media to share behind-the-scenes content, customer 
testimonials, and community involvement can foster deeper consumer engagement and trust. 

5. Exploring Public-Private Partnerships for Digital Transformation – MSMEs should take advantage of 
programs offered by the Department of Trade and Industry (DTI), Go Negosyo, and private sector 
initiatives that provide access to free digital marketing tools, financing for tech adoption, and 
mentorship programs that can help businesses transition to digital platforms more effectively. 

As the Philippine economy continues its post-pandemic recovery, a hybrid approach combining physical 

store operations with a strong social media presence will be crucial for MSMEs to thrive. By implementing targeted 

digital marketing strategies, improving digital literacy, and leveraging available support programs, Pampanga’s MSMEs 
can enhance their competitiveness, reach a wider market, and ensure long-term resilience in an increasingly digital 
business environment. The results further reinforce this by highlighting distinct patterns in social media 
platform usage, posting frequency, and experience duration among different business sizes. Smaller businesses 
engage in more frequent posting, while mid-sized and larger businesses adopt a more diversified approach, 



  

 

6
4
 

incorporating platforms like Instagram, YouTube, and FB Groups. Additionally, businesses with higher asset 
sizes tend to have longer experience in social media marketing. These insights suggest that MSMEs should tailor 
their social media strategies based on their business size and target audience, while platform developers can 
refine their features to better support businesses of varying scales. By identifying these behavioral patterns, the 
study provides more actionable recommendations for optimizing digital marketing efforts and strengthening 
MSMEs’ resilience in the post-pandemic economy. 

Limitation of the Research Study  

This study has certain limitations that future research can address to enhance its findings. Because 
cultural elements were not considered as moderating factors in the use of social media for business performance, 
future studies should incorporate cultural variables to provide a more comprehensive analysis. Additionally, 
integrating a social media framework that outlines its various roles—such as promotion, customer engagement, 
and sales—would offer a more structured understanding of its impact on MSMEs. Future research may also 
explore other key competencies, including social media analytics, service quality, customer relationship 
management, and their contribution to sustainable competitive advantage. Furthermore, employing qualitative 
or mixed methods approaches, such as interviews and observations, could provide deeper insights into social 
media strategies. Lastly, examining other potential influencing factors, such as information overload and user 
behavior, would strengthen the study's applicability in a rapidly evolving digital landscape. 
 

Funding: This research received no external funding. 
Conflicts of Interest: The authors declare no conflict of interest. 

Data Availability Statement: The data that support the findings of this study are available from the 
corresponding author, [DO], upon reasonable request 

References 

Abed, S. S., Dwivedi, Y. K. & Williams, M. D. (2016). Social commerce as a business tool in Saudi Arabia’s 
SMEs. International Journal of Indian Culture and Business Management, 13(1), 1–19. 
https://doi.org/10.1504/ IJICBM.2016.077634 

Al-Abdallah, G. M., Ismael, M., & Attieh, L. (2024). Social Media marketing and restaurants’ brand equity 
after COVID-19: A revitalizing model. Journal of Vacation Marketing. 
https://doi.org/10.1177/13567667241277207 

Alalwan, A. A., Rana, N. P., Dwivedi, Y. K. & Algharabat, R. S. (2017). Social media in marketing: A review 
and analysis of the existing literature. Telematics and Informatics, 34(7), 1177– 1190. 
https://doi.org/10.1016/j.tele.2017.05.008 

Alhakimi, W. & Mahmoud, M. (2020). The impact of market orientation on innovativeness: Evidence from 
Yemeni SMEs. Asia Pacific Journal of Innovation and Entrepreneurship. https://doi.org/10.1108/APJIE-08-
2019-0060. 

Alshaketheep, K. M. K. I., Salah, A. A., Alomari, K. M., Khaled, A. S. D. & Jray, A. A. A. (2020). Digital 
marketing during COVID 19: Consumer’s perspective. WSEAS Transactions on Business and Economics, 
17, 831–841. https://doi.org/10.37394/23207.2020.17.81 

Baharuddin, G., Hilmiyah, N., Hubbansyah, A. K., & Syafiai, M. H. (2024). The Rise of Social Behavior in 
Social Media Marketing During Pandemic. https://doi.org/10.32038/mbrq.2024.30.03 

Bajnaid, W. N. (2024). Brand Communication in Times of Crisis: A Comparative Study of Saudi Brands’ 
Digital Messages on X During and After the COVID-19 Pandemic. International Business Research, 17(6), 
58. https://doi.org/10.5539/ibr.v17n6p58 

https://doi.org/10.1016/j.tele.2017.05.008
https://doi.org/10.1108/APJIE-08-2019-0060
https://doi.org/10.1108/APJIE-08-2019-0060
https://doi.org/10.37394/23207.2020.17.81


  

 

6
5
 

Bartik, A. W., Bertrand, M., Cullen, Z., Glaeser, E. L., Luca, M. & Stanton, C. (2020). The impact of COVID-
19 on small business outcomes and expectations. Proceedings of the National Academy of Sciences of the 
United States of America, 117(30), 17656–17666. https://doi.org/10.1073/pnas.2006991117 

Bhandari, P. (2021). Scribbr: Understanding and calculating standard deviation. Retrieved from 
https://www.scribbr.com/statistics/standard-deviation/ 

Bhandari, R. S. & Sharma, H. (2017). Impact of social media on brand loyalty: Study of buying behavior. 
International Journal of Applied Business and Economic Research, 15(1),297–308.  
https://journals.sagepub.com/doi/abs/10.1177/2278682117715359?fbclid=  
IwAR2knL9FUeGEQsyFlVwxG_LhwHtHK0Rxpzm752SypPJQolkxSmv7u_wB6mk& 

Brown, R. & Rocha, A. (2020). Entrepreneurial uncertainty during the Covid-19 crisis: Mapping the temporal 
dynamics of entrepreneurial finance. Journal of Business Venturing Insights, 14, e00174. 
https://doi.org/10.1016/j.jbvi.2020.e00174 

Chatterjee, S. & Kumar Kar, A. (2020). Why do small and medium enterprises use social media marketing and 
what is the impact: Empirical insights from India. International Journal of Information Management, 53, 
102103. https://doi.org/10.1016/j.ijinfomgt.2020.102103 

Cheung, M. L., Pires, G. D., Rosenberger, P. J., Leung, W. K. S. & Ting, H. (2020). Investigating the role of 
social media marketing on value co-creation and engagement: An empirical study in China and Hong 
Kong. Australasian Marketing Journal. https://doi.org/10.1016/j. ausmj.2020.03.006 

Chheda, S. (2014). Impact of social media marketing on the performance of Micro and Small businesses.  
Journal of Advertising Research. 155–165. https://doi.org/10.1007/978-3-319-07293-7_15 

Coursaris, C. K., van Osch, W. & Brooks, B. (2014). Impact of social media marketing on the performance of 
Micro and Small businesses. European Conference on Information Systems. 155–165. 
https://doi.org/10.1007/978-3-319-07293-7_15 

Creswell, J.W. (2012). Educational research: planning, conducting, and evaluating quantitative and qualitative 
research. Upper Saddle River, NJ: Prentice-Hall.  

Crick, J. M. & Crick, D. (2020). Coopetition and COVID-19: Collaborative business-to-business marketing 
strategies in a pandemic crisis. Industrial Marketing Management, 88, 206–213. 
https://doi.org/10.1016/j.indmarman.2020.05.016 

Cronbach, L.J. (1951), "Coefficient alpha and the internal structure of tests," Psychometrika, Vol. 16 No. 3, 
pp. 297-334. https://doi.org/10.1007/BF02310555 

Darroch, J. (2005). Knowledge management, innovation, and firm performance. Journal of Knowledge 
Management, 9(3), 101-115. https://doi.org/10.1108/13673270510602809 

Department of Trade and Industry (2015).  Micro, small and medium enterprises in Central Luzon. Retrieved 
from http://www.dti.gov.ph. 

De Pelsmacker, P., van Tilburg, S. & Holthof, C. (2018). Digital marketing strategies, online reviews, and 
hotel performance. International Journal of Hospitality Management, 72, 47–55. 
https://doi.org/10.1016/j.ijhm.2018.01.003 

Duffett, R. G. (2015). Facebook advertising’s influence on intention-to-purchase and purchase amongst 
millennials. Internet Research, 25(4), 498–526. https://doi.org/10.1108/ IntR-01-2014-0020 

Eight Media (2021, July 18). The importance of digital marketing for MSMEs in the Philippines. Eight Media 
Online Solutions, Inc. https://eightmedia.ph/blog/the-importance-of-digital-marketing-for-msmes-in-
the-philippines/ 

Elbanna, A., Bunker, D., Levine, L. & Sleigh, A. (2019). Emergency management in the changing world of 
social media: Framing the research agenda with the stakeholders through engaged scholarship. 
International Journal of Information Management, 47, 112–120. https://doi.org/10.1016/j. 
ijinfomgt.2019.01.011 

https://doi.org/10.1073/pnas.2006991117
https://www.scribbr.com/statistics/standard-deviation/
https://doi.org/10.1016/j.jbvi.2020.e00174
https://doi.org/10.1016/j.ijinfomgt.2020.102103
https://doi.org/10.1016/j.%20ausmj.2020.03.006
https://doi.org/10.1007/978-3-319-07293-7_15
https://doi.org/10.1016/j.indmarman.2020.05.016
http://www.dti.gov.ph/
https://doi.org/10.1016/j.ijhm.2018.01.003
https://eightmedia.ph/blog/the-importance-of-digital-marketing-for-msmes-in-the-philippines/
https://eightmedia.ph/blog/the-importance-of-digital-marketing-for-msmes-in-the-philippines/
https://doi.org/10.1016/j.%20ijinfomgt.2019.01.011
https://doi.org/10.1016/j.%20ijinfomgt.2019.01.011


  

 

6
6
 

Fatima, T. & Bilal, A. (2019). Achieving SME performance through individual entrepreneurial orientation: An 
active social networking perspective. Journal of Entrepreneurship in Emerging Economies. 
https://doi.org/10.1108/JEEE-03-2019- 0037 In Press 

Fairlie, R. W. (2019). The impact of Covid-19 on small business owners: the first three months after social-
distancing restrictions. Journal of Chemical Information and Modeling, 53(9), 1689–1699. 
https://doi.org/10.1017/CBO9781107415324.004 

Fornell, C. (1992). A national customer satisfaction barometer: the Swedish experience. Journal of Marketing, 
56, 6-21. Retrieved from: http://www.acrwebsite.org/search/view-conference-
proceedings.aspx?Id=8110 

Gerald, E., Obianuju, A., & Chukwunonso, N. (2020). Strategic agility and performance of small and medium 
enterprises in the phase of Covid-19 pandemic. International Journal of Financial, Accounting, and Management, 
2(1), 41–50. https://doi.org/10.35912/ijfam.v2i1.163 

Gomez-Piqueras, P., Nájera López, A., Gonzalez-Rubio, J., Arribas, E., & Sainz de Baranda Andújar, M. del 
P. (2017). Marketing management capabilities of SMEs: an empirical analysis in the EU. Annals of Applied 
Sport Science, 5(3), 13–21. https://doi.org/10.29252/acadpub.aassjournal.5.3.13 

Guillen, N. B. (2021). Adherence to quarantine protocols to prevent the spread of COVID-19: the 
moderating effect of social media campaigns. Advances in Journalism and Communication, 09(03), 85–101. 
https://doi.org/10.4236/ajc.2021.93007 

Guillen, N., & Lim, C. T. (2023). Unlocking growth opportunities for Philippine micro, small, and medium 
enterprises through Facebook advertising and growth hacking strategies in the post-pandemic era. 
International Journal of Multidisciplinary: Applied Business and Education Research, 4(8), 2884-2893. 

Guimarães, J., Severo, E. & Vasconcelos, C. (2017). Sustainable competitive advantage: A survey of 
companies in Southern Brazil. Brazilian Business Review, 14(3), 352–367. 
https://doi.org/10.15728/bbr.2017.14.3.6 

Guo, H., Yang, Z., Huang, R., & Guo, A. (2020). The digitalization and public crisis responses of small and 
medium enterprises: Implications from a COVID-19 survey. Frontiers of Business Research in China, 
14(1), 1–25. https://fbr.springeropen.com/articles/10.1186/s11782-020-00087-1 

Gouveia, T., Morais, N. S., & Raposo, R. (2024). Instagram Social Media Communication in Pandemic Times: 
A Deductive Qualitative Analysis of a Portuguese Digital Influencer’s Profile. 
https://doi.org/10.34190/ecsm.11.1.2229 

Gupta, S., Malhotra, N. K., Czinkota, M. & Foroudi, P. (2016). Marketing innovation: A consequence of 
competitiveness. Journal of Business Research, 69(12), 5671–5681. 
https://doi.org/10.1016/j.jbusres.2016.02.042 

Guyo-Eusebio, E. J., & Olazo, D. The Effects of COVID-19 Perceived Risk, Trust in Government, and 
Preventive Measures on Restaurant Visit Intention among Business Students in Tablas, Romblon. 

Hair, J.F., Ringle, C.M. & Sarstedt, M. (2013), “Editorial – partial least squares structural equation modeling: 
rigorous applications, better results, and higher acceptance," Long  Range Planning, Vol. 46 Nos 
1/2, pp. 1-12. 

Hamzani, U., & Achmad, D. (2016). The performance of micro, small and medium enterprises (MSMEs): 
Indigenous ethnic versus non-indigenous ethnic. Procedia - Social and Behavioral Sciences, 219, 265–271. 
https://doi.org/10.1016/j.sbspro.2016.05.015 

Harel, R. (2021). The impact of COVID-19 on small businesses’ performance and innovation. Global Business 
Review. https://doi.org/10.1177/09721509211039145 

Hasanat, M. W., Hoque, A., Shikha, F. A., Anwar, M., Hamid, A. B. A., & Tat, H. H. (2020). The impact of 
coronavirus (Covid-19) on E-business in Malaysia. Asian Journal of Multidisciplinary Studies, 3(1), 
85–90Hootsuite & We Are Social Ltd., (2017). New research reveals global social media use increased 
by 21 percent. https://wearesocial.com/special-reports/digital-in-2017-global-overview 

https://doi.org/10.35912/ijfam.v2i1.163
https://fbr.springeropen.com/articles/10.1186/s11782-020-00087-1
https://wearesocial.com/special-reports/digital-in-2017-global-overview


  

 

6
7
 

HubSpot & Talkwalker. (2021). Social Media Trends. Association for Computing Machinery. 
Communications of the ACM, 54(2), 17. https://f.hubspotusercontent00.net/hubfs/53/ 
Germany/offer_files/Talkwalker – Social Media Trends 2021/Social_Trends_ Talkwalker-FINAL - 
DE.pdf? hubs_post-cta=author&hubs_post=blog.hubspot.de%2F marketing%2Fsocial-media-in-
deutschland&hubs_offer=offers.hubspo 

Husniati Sya'idah, E., Jauhari, T., Sugiarti, N., & Dewandaru, B. (2019). The implementation of digital 
marketing towards brand awareness. Advances in Social Science, Education, and Humanities Research 
383(Icss), 521–525. https://doi.org/10.2991/icss-19.2019.35 

Hung, Y. H. & Lai, H. Y. (2015). Effects of Facebook like and conflicting aggregate rating and customer 
comment on purchase intentions. International Conference on Universal Access in Human-Computer 
Interaction, 193–200. Los Angeles, CA: Springer International. Information Dimensions, Communications of 
the Association for Information Systems, 1–23. https://doi.org/10.1007/978-3-319-20678-3_19 31(5) 

Hutchinson, A. (2021). TikTok reaches a billion active users, the latest milestone for the app. Social Media 
Today. Retrieved from: https://www.socialmediatoday.com/news/TikTok-reaches-a-billion-active-
users-the-latest-milestone-for-the-app/607248/Jasiulewicz, A. (2015). Marketing innovations as a 
source of competitive advantage of the universities. Marketing of Scientific and Research Organizations, 
18(4), 97–114. https://doi.org/10.14611/minib.18.04.2015.11 

Kar, J., Loh, K., & Wirjo, A. (2020). Supporting MSMEs’ digitalization amid COVID-19. APEC Policy Support 
Unit: Policy Brief, 5 1-9.  

Khamaludin, K., Syam, S., Rismaningsih, F., Lusiani, L., Arlianti, L., Herlani, A., & Widiyatun, F. (2022). The 
influence of social media marketing, product innovation and market orientation on Indonesian SMEs 
marketing performance. International Journal of Data and Network Science, 6(1), 9-16. DOI: 
10.5267/j.ijdns.2021.11.002 

Khattak, A., & Yousaf, Z. (2022). Digital Social Responsibility towards Corporate Social Responsibility and 
Strategic Performance of Hi-Tech SMEs: Customer Engagement as a Mediator. Sustainability, 14(1), 131. 
https://doi.org/10.3390/su14010131 

Kuckertz, A., Brändle, L., Gaudig, A., Hinderer, S., Morales Reyes, C. A., Prochotta, A. & Berger, E. S. C. 
(2020). Startups in times of crisis – A rapid response to the COVID-19 pandemic. Journal of Business 
Venturing Insights, 13. https://doi. org/10.1016/j.jbvi.2020.e00169 

Kuo, H. P. & Wu, K. L. (2014). The influence of service quality on customer satisfaction in theme parks 
design of Taiwan. Advanced Materials Research, 1008–1009(01), 1543–1547. 
https://doi.org/10.4028/www.scientific.net/AMR.1008-1009.1543 

Indriastuti, M., & Fuad, K. (2020). Impact of covid-19 on digital transformation and sustainability in small 
and medium enterprises (SMEs): A conceptual framework. Conference on Complex, Intelligent, and 
Software Intensive Systems. https://link.springer.com/content/pdf/10.1007%2F978-3-030-50454-
0_48.pdf 

Lahuerta Otero, E., Muñoz Gallego, P. A. & Pratt, R. M. E. (2014). Click-and-Mortar SMEs: Attracting 
customers to your website. Business Horizons, 57(6), 729–736. doi:10.1016/j.bushor.2014.07.006 

Liozu, S. M. & Hinterhuber, A. (2014). Is innovation in pricing your next source of competitive advantage? 
Business Horizons, 57(5), 565–570. https://doi.org/https://doi.org/10.1016/j.bushor.2014.01.002 

Li, S., Ragu-Nathan, B., Ragu-Nathan, T. S. & Subba Rao, S. (2006). The impact of supply chain management 
practices on competitive advantage and organizational performance. Omega, 34(2), 107–124. 
https://doi.org/10.1016/j.omega.2004.08.002 

Liqin, R. (2010). Sustainable competitive advantage and marketing innovation within firms: A pragmatic 
approach for Chinese firms. Management Research Review, 33(1), 79–89. 
https://doi.org/10.1108/01409171011011580 

Lucia, L. (2022). The Effects of Social Media Marketing between Retail Businesses. Honors College Theses 
Collection. http://hdl.handle.net/10323/11438 

https://doi.org/10.2991/icss-19.2019.35
https://doi.org/10.3390/su14010131
http://hdl.handle.net/10323/11438


  

 

6
8
 

Malik, A., Mahmood, K., & Islam, T. (2021). Understanding the Facebook users’ behavior towards COVID-
19 information sharing by integrating the Theory of Planned Behavior and gratifications. information 
development. https://doi.org/10.1177/02666669211049383 

Mbizi, R., Hove, L. & Thondhlana, A. (2013). Innovation in SMEs: A review of its role to organizational 
performance and SMEs operations sustainability. Naude 1998, 370–389. 
https://pdfs.semanticscholar.org/f92b/269b58bfce6bc98ee1eedaa9915a692fc6d6.pdf 

Minculete, G. (2018). Approaches to the modern concept of digital marketing. International Conference Knowledge-
Based Organization, 24(2), 63-69. doi:10.1515/kbo-2018-0067 

Moscare-Balanquit, D. L. (2021). Examining the contribution of valuable and rare resources and capabilities 
to the performance of micro Enterprises. International Review of Management and Marketing, 11(3), 22–29. 
https://doi.org/10.32479/irmm.11285 

Olazo, D. (2020). The mediating role of marketing innovation to the marketing competence and sustainable 
competitive advantage of the selected small and medium enterprises. Philippine Academy of Management 
E-Journal, 4(1), 73-89. 

Olazo, D. B. (2022). Measuring the level of digital marketing capabilities, digital marketing strategies and 
challenges and issues of SMEs in adopting digital marketing. J. Mark. Adv. Pract, 4, 79-96. 

Olazo, D. B. (2023). Marketing competency, marketing innovation and sustainable competitive advantage of 
small and medium enterprises (SMEs): a mixed-method analysis. Asia Pacific Journal of Marketing and 
Logistics, 35(4), 890-907. 

Patma, T. S., Wardana, L. W., Wibowo, A. & Narmaditya, B. S. (2020). The shifting of business activities 
during the COVID-19 pandemic: does social media marketing matter? The Journal of Asian Finance, 
Economics, and Business, 7(12), 283–292. https://doi.org/10.13106/jafeb.2020.vol7.no12.283 

Puspaningrum, A. (2020). Social media marketing and brand loyalty: the role of brand trust. Journal of Asian 
Finance, Economics, and Business, 7(12), 951–958. https://doi. org/10.13106/jafeb.2020.vol7.no12.951 

Radfar, F., Omidvari, M. & Haleh, H. (2014). Understanding customer requirements through quantitative 
analysis of services attributes based on Kano’s Model: A case study of Tabriz’s Municipalities. 
International Journal of Scientific Management and Development, 2(9), 2345–3974. 
https://doi.org/10.1177/0954405415598894 

Rana, N. P., Barnard, D. J., Baabdullah, A. M. A., Rees, D. & Roderick, S. (2019). Exploring barriers of m-
commerce adoption in SMEs in the UK: Developing a framework using ISM. International Journal of 
Information Management, 44, 141–153. https://doi.org/10.1016/j. ijinfomgt.2018.10.009 

Sanhi & Sharma (2020). “The study of the role of social media during a covid-19 pandemic: beneficial, 
destructive or reconstructive.” International Journal of Academic Medicine, 6(2), 70-65. https://www.ijam-
web.org/ article.asp?issn=2455-5568;year=2020;volume=6;issue=2;spage=70;epage=75;aulast=Sahni 

Shinozaki, S. & Rao, L. N. (2021). Covid-19 impact on micro, small, and medium-sized enterprises under the 
lockdown: evidence from a rapid survey in the Philippines (Issue 1216). ADBI Working Paper Series. 
https://www.adb.org/sites/default/files/publication/677321/adbi-wp1216.pdf 

Singh, T. & Sinha, R. (2019). The impact of social media on business growth and performance in India. 
Journal of Management and Science, 9(4), 190–194. https://doi.org/10.26524/jms.2019.22 

Siqi, W., and Yee F. (2021). Social media influencers’ impact to purchase intention: the moderating effect of 
brand engagement. Journal of Marketing Advances and Practices 3(2), 1-26. https://jmaap.org/volume-3-
issue-2-2021/ 

Sobaih, A. E. E., Elshaer, I., Hasanein, A. M., & Abdelaziz, A. S. (2021). Responses to COVID-19: The role 
of performance in the relationship between small hospitality enterprises’ resilience and sustainable 
tourism development. International Journal of Hospitality Management, 94, 102824. 
https://doi.org/10.1016/j.ijhm.2020.102824. 

https://doi.org/10.13106/jafeb.2020.vol7.no12.283
https://doi.org/10.1177/0954405415598894
https://doi.org/10.1016/j.%20ijinfomgt.2018.10.009
https://doi.org/10.26524/jms.2019.22
https://doi.org/10.1016/j.ijhm.2020.102824


  

 

6
9
 

Sullivan, Y. W. & Koh, C. E. (2019). Social media enablers and inhibitors: Understanding their relationships 
in a social networking site context. International Journal of Information Management, 49,170–189. 
https://doi. org/10.1016/j.ijinfomgt.2019.03.014 

Story, M. & French, S. (2004). Food advertising and marketing directed at children and adolescents in the US. 
International Journal of Behavioral Nutrition and Physical Activity, 1, 1–18. https://doi.org/10.1186/1479-
5868-1-3 

Suplico-Jeong, L., Bautista Jr, R. A., Guillen Jr, N. B., & Murad, N. S. (2022). Adherence to quarantine 
protocols to prevent the spread of COVID-19: the mediating effect of intrinsic and extrinsic 
motivations. Asian Education and Development Studies, 11(2), 366-379. 

Syaifullah, J., Syaifudin, M., Sukendar, M. U. & Junaedi, J. (2021). Social media marketing and business 
performance of MSMEs during the COVID-19 pandemic. Journal of Asian Finance, Economics, and 
Business, 8(2), 523–531. https://doi.org/10.13106/jafeb.2021.vol8.no2.0523 

Tajvidi, R. & Karami, A. (2017). The effect of social media on firm performance. Computers in Human Behavior, 
1–10. https://doi. org/10.1016/j.chb.2017.09.026 

Ungerman, O., Dedkova, J. & Gurinova, K. (2018). The impact of marketing innovation on the 
competitiveness of enterprises in the context of industry 4.0. Journal of Competitiveness, 10(2), 132–148. 
https://doi.org/10.7441/joc.2018.02.09 

Vapiwala, F. (2020). Digital marketing - A savior for businesses in times of a pandemic. International Journal of 
Research in Engineering, Science and Management, 3(9), 159–161. https://glean.info/9-ways-digital-pr-
marketing-can-adapt-to-the-age-of- 

Venkata, D., Rao, M. & Rajeswari, K. (2020). Adoption of digital marketing practices in micro small medium 
enterprises for inclusive growth. International Journal of Recent Technology and Engineering, 8(6), 1239–1244. 
https://doi.org/10.35940/ijrte.f7539.038620 

Wang, Z. & Kim, H. G. (2017). Can social media marketing improve customer relationship capabilities and 
firm performance? Dynamic capability perspective. Journal of Interactive Marketing, 39, 15–26. 
https://doi.org/10.1016/j. intmar.2017.02.004 

Yusra & Agus, A. (2020). The influence of online food delivery service quality on customer satisfaction and 
customer loyalty: The role of personal innovativeness. Journal of Environmental Treatment Techniques, 8(1), 
6–12. https://doi.org/: https://www.researchgate.net/publication/339551642 

Yutuc, A. V., Olazo, D. B., & Sarmiento, P. J. D. (2021). Business sectors’ initiatives on health and safety 
protocols and vaccination program among employees during the COVID-19 pandemic. Journal of 
Public Health, 43(4), e751-e752. 

Zeidy, I. A. (2020). Economic impact of covid-19 on micro, small and medium enterprises (MSMEs) in Africa 
and policy options for mitigation. Common Market for Eastern and Southern Africa.  
https://www.tralac.org/documents/resources/covid-19/regional/4049-economic-impact-of-covid-
19-on-msmes-in-africa-and-policy-options-for-mitigation-comesa-special-report-august-2020/file.html 

 

Biographical Notes 

Dr. Danzen B. Olazo is a Certified Marketing Management Specialist, Licensed Professional Teacher, 
Statistician, and Researcher. He serves as an Associate Professor in the Department of Management at Holy 
Angel University, Pampanga, teaching both undergraduate and graduate students. His expertise includes 
statistics, research methods, business analytics, marketing research. He earned his Ph.D. in Business from De 
La Salle University and holds both a master’s and bachelor’s degree in business management from Holy Angel 
University. He has also completed short courses at the Asian Institute of Management (AIM), Makati City, and 
received training from the British Columbia Institute of Technology (BCIT), Vancouver, Canada. Danzen has 
been invited to various schools and universities to discuss quantitative research, particularly in utilizing open- 

https://doi.org/10.13106/jafeb.2021.vol8.no2.0523
https://glean.info/9-ways-digital-pr-marketing-can-adapt-to-the-age-of-
https://glean.info/9-ways-digital-pr-marketing-can-adapt-to-the-age-of-
https://doi.org/10.35940/ijrte.f7539.038620
https://www.researchgate.net/publication/339551642


  

 

7
0
 

source software for data analysis and has presented and published numerous research papers in local and 
international conferences, with his works accessible on Google Scholar.  


