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Abstract 

Small businesses play a crucial role in the global economy, and they often operate with limited resources. Social media can 
be a game changer, providing a cost-effective way to reach a wider audience. The objective of this study is to establish the 
most widely used social media in terms of its perceived value.  This study employed quantitative analysis. A self-designed 
survey questionnaire was used with a Cronbach’s alpha of 0.80. A total of 21 statements were included in the self-made 
questionnaire on social media factors (cost consumption, brand awareness, attractiveness and accessibility) and perceived 
value (revenue, customer satisfaction and customer retention). A total of 380 respondents who are small business owners 
in Metro Manila, Philippines participated in the study and were selected using simple random sampling. Descriptive 
statistics and Pearson’s chi-square tests were used to establish the results and hypotheses of the study. Among the three 
social media platforms used, Facebook was the most preferred for its perceived value and effectiveness. Social media use as 
a digital marketing tool was significantly correlated with perceived value in terms of revenue, customer satisfaction, and 
customer retention; however, the only meaningful correlation found was between attractiveness and business ownership. 
The results of this study will help small business operators create marketing strategies to attract more consumers, which 
will lead to an increase in sales and revenue in the future. In addition, the results can be used as a basis for small businesses 
to attract more customers by utilizing different social media platforms. 
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INTRODUCTION 
 The ubiquity of social media platforms in today’s digital environment has completely changed how 

companies interact with target markets. Using social media platforms has become a key tactic for small retail 

businesses seeking to increase sales income by increasing consumer engagement, brand visibility, and sales. 

Social media has become a crucial tool for online marketing events, enabling individuals and companies to 

create fan pages and explore business opportunities (Chen & Lin, 2019). According to Walsh (2024), the top 

3 social media platforms according to monthly active users are Facebook (3 billion), YouTube (2.5 billion), 

and Instagram (2 billion). Social media revolutionizes marketing and advertising by fostering customer-brand 

relationships, enhancing strategic marketing use, and gaining significant importance for both customers and 

marketers (Yang et al., 2020). 

 The pandemic has led to long lockdowns, affecting businesses worldwide, resulting in job losses and 

temporary unemployment, forcing people to spend most of their time indoors. It also paved the way to 

increase e-commerce transactions by 29.6% in 2020, enabling manufacturers to boost sales by leveraging 

internet networks for easier communication and marketing of their products (Chafidon et al., 2022). Small 

firms are often less well-known; thus, they tend to receive fewer new consumers. Digital marketing has started 

to show its true potential as a small business tool. A small business’ ability to grow its brand name in the 

marketplace depended on how well it used these marketing strategies. 

 The growing popularity of social media platforms has been an avenue for small businesses to achieve 

their objectives in terms of public engagement; however, they still face challenges when using different 

platforms (Hou & Lampe, 2015). Studies have shown that social media marketing directly impacts perceived 
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value and brand equity when it comes to customer satisfaction (Wahyudi & Parahiyanti, 2021). Social media 

usage and perceived business value significantly impact business performance, with perceived business value 

mediating the effect, which means that good social media usage enhances perceived business value, thereby 

enhancing business performance (Yasa et al., 2020). Additionally, social media networks give small firms the 

benefit of using data analytics to inform strategic choices. These systems use measures like engagement rates, 

reach, and conversion rates to offer insightful customer behavior, preferences, and trends. Small firms can 

find new market opportunities, improve their content to better suit customer wants, and improve their 

marketing strategies by studying these data. The capacity to obtain and analyze data endows small enterprises 

with the ability to make informed judgments that can profoundly influence their expansion and prosperity. 

 The purpose of this study is to investigate small retail businesses’ choices about social media platforms 

and their perceived ability to increase sales revenue. This study will further increase small businesses’ sales 

revenue using social media based on cost consumption, brand recognition, attractiveness, and accessibility, 

because most businesses are still trying to recover from the effects of the pandemic. Business owners will also 

benefit from being able to quickly decide which social media platform to use to market their goods and make 

them accessible to the public.  

The statistical testing of significant differences between social media characteristics and demographics will 

establish the association between perceived social media value and demographic characteristics. In addition, 

the relationship between perceived value and social media factors will be established.  

 This research will specifically answer the ff. questions: 1. What social media platform was preferred by 

the respondents? 2. Is there a significant relationship between the respondents’ profiles and social media as 

a digital marketing tool? 3. How do respondents assess the perceived value of social media? 

 Most of the studies published related to social media focused on its perceived value and how it impacts 

customer satisfaction; very few were focused on small and medium enterprises and how it helps increase 

profits in the Philippines setup. This study will specifically provide insights into the relationships among 

business profiles, perceived value on social media, and factors that may help increase the sales performance 

of MSMEs in the country. Furthermore, this study will also establish social media factors and how they were 

assessed by respondents, which include cost consumption, brand awareness, attractiveness, and accessibility. 

 

LITERATURE REVIEW 

          According to Preston (2023), digital media is a form of media that uses electronic means. It can be 

created on its own, viewed, modified, and distributed easily. People’s lives have become easier in the 21st 

century, all thanks to advanced technologies. These technologies are continuously improving and people can 

use them easily. People can easily gather a lot of information by browsing the internet. Digital marketing is a 

term used to describe a collection of online strategies created to influence consumers to purchase (Saura, 

2021). Information is represented in bits by digital technology, which reduces the cost of gathering, storing, 

and processing consumer data. As a result, it helps reduce costs search, replication, shipping, tracking, and 

verification expenditures (Goldfarb & Tucker, 2019).  

          The advent of technology has paved the way for the development of many business aspects. Social media 

has opened doors for businesses to communicate with millions of people about their products and services 

(Bala & Verma, 2018), paving the way for different marketing strategies to attract more customers. Many 

organizations have used the value of online marketing to advertise their products and services (Patimo & 

Rodolfo, 2021). Businesses are impacted by digitalization, which also affects brands and products using online 

services that include Gmail, Facebook, YouTube, and other entertainment-related websites and apps that 

change the way we communicate (Nuseir & Aljumah, 2020). Becherer and Helms (2016) state that marketing 

is a significant role for every organization to be successful. Arguably, marketing is even more important for 

small businesses, not only operations. The loss and gain of a customer in a small business are often used to 

determine the survival of the business. Additionally, according to Karadag (2015), factors such as limited 

resources and a lack of budget dedicated specifically to marketing ultimately contribute to the high failure rate 

of small businesses. Notably, small businesses often face uncertainty and competitiveness regardless of the 
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industry and the location where they conduct their operations (Qosasi et al., 2019; Upson & Green, 2017). 

Digital marketing is a crucial component the process of digital transformation, integrating cutting-edge 

information and communication technology-based marketing strategies (Veleva & Tsvetanova, 2020). 

 Technology is fundamentally changing the producer-consumer dynamic, and the importance of digital 

(online) marketing is growing. As a result, we are seeing changes in both how individuals and businesses 

connect with one another (Melović et al., 2020). To put it succinctly, digital marketing continuously employs 

evaluation, analysis, explanation, and promotion processes and contributes to the development of stronger 

brand-consumer interactions that recognize customer connections and draw interest. This marketing has had 

a significant impact on sales and base, at best shaping business trends (Bizhanova et al., 2019). Many 

customers now use social media, and digital marketing is shaping their purchase decisions, making it easier 

for them to transact electronically and shop for goods through digital channels (Mahalaxmi & Ranjith, 2016). 

Another important advantage that social media platforms provide to small businesses is a direct client 

connection. Social media makes it easier for businesses and their customers to communicate in both 

directions, in contrast to traditional marketing methods that frequently require one-way communication. 

Because it is interactive, small businesses may engage with their audience more deeply by answering 

questions, replying to comments, and offering real-time customer support. Direct customer interaction not 

only increases customer happiness and promotes brand loyalty and word-of-mouth recommendations. 

 Marketing has progressed since business owners recognized its potential to attract customers. With the 

rapid advancement of technology and the internet in the 21st century, businesses can promote their brands 

online using digital platforms such as social media. Digital marketing provides personalization with online 

advertising, and consumers can now acquire brand information online without geographic limitations. Social 

media plays a huge role in helping marketers fully use it in their digital marketing strategies. 

 This study is anchored to social media marketing theory, which focuses on how organizations use social 

media platforms to achieve marketing goals such as increased brand exposure, consumer engagement, and 

sales (Dahl, 2015). This notion holds that social media platforms offer unique opportunities for organizations 

to communicate with customers, disseminate information, and establish relationships. In relation to this 

theory, this study will focus to answer the ff. hypothesis: 

H1: There is a significant relationship between business profiles and ff: social media, a digital 

marketing tool, and social media’s perceived value. 

H2:  There is significant relationship between social media as a digital marketing tool and its perceived 

value. 

 

 

RESEARCH METHOD 

 This study employed a quantitative approach. The survey questionnaire was developed by the authors 

and was tested for reliability; the resulting Cronbach’s alpha was 0.80.  The criteria used for small retail 

business owners were based on their total assets, which were more than 53,332 USD but less than 266,660 

USD in total. Survey questionnaires were distributed online using Discord, Facebook Messenger, and Google 

Forms. A 5-point Likert scale was used to assess the perception of the respondents: strongly agree (5), agree 

(4), neutral (3), disagree (2), strongly disagree (1). A total of 21 statements developed by the researchers were 

used in the questionnaire (Table 1). The self-made survey questionnaire was divided into three parts to ensure 

clarity of the data: demographic profile of the respondents; assessment of the respondents’ perceived value of 

the social-media platform; and assessment of the respondents’ social-media factors considered in the study. 
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Table 1. Variables, subvariables, and total statement in survey questionnaire. 

Variables Sub Variables Total number of statements 

Social Media Factors 

Cost Consumption 2 

Brand Awareness 3 

Attractiveness 4 

Accessibility 3 

Perceived Value 

Revenue 3 

Customer Satisfaction 3 

Customer Retention 3 

Total 21 

  

 A total of 380 respondents answered the questionnaires distributed using a simple random sampling 

method. The top 3 social media platforms used for this study were Facebook, TikTok, and Instagram, according 

to the active users based on Statista 2023 (Dencheva, 2023). There are 2 main variables considered: social 

media factors include cost consumption, brand awareness, attractiveness, and accessibility; perceived values 

include revenue, customer satisfaction, and customer retention. To establish the social media used by 

consumers, ranking was used based on the mean ranking of respondents. The locale of this study is in Metro 

Manila, as the concentration of establishments, including small businesses, can be found when compared with 

other cities and provinces in the country. According to the website of the Department of Trade and Industry 

(DTI) last 2023, a survey done by Philippines Statistics Authority PSA) last 2022, 25.35% of the establishments 

in the country are small businesses, accounting for approximately 38.8% of the total jobs in the country (MSME 

Statistics | Department of Trade and Industry Philippines, 2023). 

 Means and percentages were used to establish the descriptive analysis of the data, whereas Pearson’s 

chi-square was employed to establish the hypotheses of the study. The business profiles considered in this 

study are business ownership and income categories. A mean ranking was used to establish which of the 

chosen social media platforms were ranked first. The percentage was used to establish the share of each social-

media platform and to show the highest preference of the respondents upon evaluation based on the criteria 

used. 

 

FINDINGS AND DISCUSSION 

 Before conducting the survey, a pre-test was conducted to ensure the reliability of the survey 

questionnaire. A total of 25 respondents participated in the pretest. Data obtained was used to obtain the 

Cronbach alpha of 0.80. The result showed reliability above the standard. The questionnaire was also checked 

by three experts from marketing and business owners to ensure the consistency of the statements and to 

ensure that it aligned with the objectives of the study. 

 

Table 2. Respondents’ evaluation of the use of social media as a digital marketing tool 

Social Media Factors TikTok Instagram Facebook Total Preference 

Cost Consumption 26.7% 28.6% 45.7% 100% Facebook 

Brand Awareness 32.8% 23.8% 43.4% 100% Facebook 

Attractiveness 36.1% 28.0% 35.9% 100% TikTok 

Accessibility 32.1% 21.7% 46.2% 100% Facebook 

  

When it comes to how respondents assessed the value of social media, Facebook was the most preferred for 

cost consumption (45.7%), brand awareness (43.4%), and accessibility (46.2%). Regarding brand awareness, 

TikTok is the most preferred social media platform (35.9%). According to Dencheva (2023), Facebook is the 

top tool used by marketers worldwide, with up to 2.9 billion users. It is not surprising because marketers 

consider it the number one tool, even in the B2C and B2B spectrums, for attracting customers. However, 
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Facebook is up against more competition as the social media landscape rapidly changes, and new players vie 

for users’ and marketers’ attention. Given the popularity of Instagram and TikTok, a lot of advertizers are 

preparing to scale back their Facebook presence soon (Dencheva, 2023). A study on the effectiveness of social 

media as a marketing tool showed that Facebook is the top social media network used by respondents (Bashar 

et al., 2012). However, the results may not always be the same. Factors such as user sentiments, motivations, 

and engagement in different types of posts that yield more meaningful results should be studied further 

(Poecze et al., 2018). Regarding attractiveness, TikTok stood out among the three selected social media sites. 

This can be attributed to the fact that TikTok’s content engine is based on an algorithm that understands user 

preferences, ensuring more engaging content rather than simply focusing on specific topics (Brandon, 2022). 

 The outcome can also be ascribed to a published article in Statista by Balita (2024), in which Facebook 

is perceived not just as a social networking site, but also as a vital source of news and a way for e-commerce 

businesses to reach out to potential clients. The app's dominance in the country's social media sector, as 

evidenced by the growing number of Filipino Facebook users, is perhaps unexpected. As a result, the 

consensus is that Facebook is the most popular social media site among Filipinos, not only for social 

networking and contact with friends and family, but also for conducting business with current and new clients 

that can help increase sales and revenue.   

 

Table 3. Perceived value of social media as assessed by respondents 

Perceived Value TikTok Instagram Facebook Total Preference 

Revenue 31.2% 22.0% 46.8% 100% Facebook 

Customer Satisfaction 32.6% 21.8% 45.6% 100% Facebook 

Customer Retention 33.1% 24.8% 44.1% 100% Facebook 

 

 Table 3 presents the assessment of the respondents regarding the perceived value of social media. 

Facebook was the most chosen social media platform by respondents in terms of revenue, customer 

satisfaction, and customer retention, with TikTok trailing behind and Instagram being the least considered 

among the three. Facebook shared success stories can be used to illustrate the value proposition (Agnihotri et 

al., 2016), which leads to customer satisfaction. People evaluate a website’s values more highly than their level 

of confidence in it; thus, users with varying levels of trust therefore do in fact have varying values (Maqableh 

et al., 2021) when it comes to customer satisfaction, in this case, they preferred Facebook for that reason. 

Facebook’s user base has changed in the last few years, but its impact on social media is still unmatched by 

different industries that use its service to engage more customers and increase brand awareness (Walsh, 

2024).  

 Social media’s importance for small businesses lies in its ability to humanize brands and create 

communities. By sharing their experiences, principles, and behind-the-scenes content on social media 

platforms, small businesses can become more relevant and genuine to their audiences. Small businesses can 

stand out from larger organizations by emphasizing their distinctive traits and promoting a sense of 

community through personal touch. Through the constant provision of relatable content, small businesses can 

foster a devoted consumer base that experiences a personal connection with the brand. Increased client 

retention, advocacy, and long-term business viability can result from this sense of community. 

 In the third quarter of 2023, internet users in the Philippines spent an average of 8.52 hours per day 

accessing the internet via various devices, with an average daily time spent on social media of 3.34 hours 

(Balita, 2024). According to Balita (2024), in an online Statista publication, Facebook is the most popular social 

networking app among Filipinos (94.5%), followed by Facebook Messenger. Because the country is divided 

into over seven thousand islands, Facebook (app and messenger) has been the driving force behind most 

enterprises, particularly small ones. Based on the results of this study, it is no surprise that Facebook is the 

most popular platform for small businesses in terms of perceived value.  
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Table 4: Relationship between business profiles and social media as digital marketing tools 

Business Profile 
 

Attractiveness 

Brand 

Awareness 

Cost 

Consumption 
Accessibility 

Business 

ownership 

Pearson Chi-

Square 
61.124 22.780 37.418 28.020 

p-value 0.040** 0.414 0.748 0.175 

Revenue 

bracket 

Pearson Chi-

Square 
19.106 5.995 11.547 8.660 

p-value 0.086 0.424 0.484 0.194 
        **p-value < 0.05, accept alternative hypothesis; significant 

 

 When demographics were considered, only business ownership yielded a significant relationship with 

attractiveness and did not have any significant relationship with the other social media factors. The revenue 

bracket did not have any significant relationship with the other variables when considered. The result where 

attractiveness is significantly correlated with business ownership can be explained in such a way that the use 

of social media can increase awareness, which in turn fosters attractiveness regardless of business ownership. 

Increased awareness and inquiries, improved customer relationships, a rise in the number of new customers, 

an improved capacity to reach customers globally, and co-promotion of local businesses that improve the 

reputation of small businesses in the area are all the advantages of using websites and social media sites (Jones 

et al., 2015).  

 

 

Table 5: Relationship between business profile and social media perceived value 

Business Profile Revenue 
Customer 

Satisfaction 
Customer Retention 

Business 

ownership 

Pearson Chi-Square 22.780 37.418 28.020 

p-value 0.414 0.748 0.175 

Revenue 

bracket 

Pearson Chi-Square 5.995 11.547 8.660 

p-value 0.424 0.484 0.194 
         **p-value < 0.05, accept alternative hypothesis; significant 

 

  

 Social media perceived value is not significant when a business profile is considered.  ownership and 

revenue bracket did not have any significant relationship with revenue, customer satisfaction, or customer 

retention. Business profiles, specifically revenue brackets and business ownership, are not relevant to the 

perceived value of social media. Although the results of the study did not yield any significant results, this is 

in contrast to the study published by Wang and Bowie (2009). According to them, revenue management 

positively impacts key account activities in the business; however, it has a serious drawback from the 

viewpoint of the major accounts, undermining commitment, long-term relationships, and trust. Jones et al. 

(2015) mentioned that social media can improve customer satisfaction; however, the result of this study did 

not yield any relationship between business profiles and customer satisfaction. 
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Table 6: Relationship between perceived value and social media as a digital marketing tool 

Variables Revenue 
Customer 

Satisfaction 
Customer Retention 

Cost 

Consumption 

Pearson Chi-

Square 
133.581 88.877 100.828 

p-value 0.000** 0.000** 0.000** 

Brand 

Awareness 

Pearson Chi-

Square 
12.493 111.217 97.149 

p-value 0.000** 0.000** 0.000** 

Attractiveness 

Pearson Chi-

Square 
130.619 137.287 174.586 

p-value 0.000** 0.000** 0.000** 

Accessibility 

Pearson Chi-

Square 
143.031 121.842 138.349 

p-value 0.000** 0.000** 0.000** 
            **p-value < 0.05, accept alternative hypothesis; significant 

  

 Table 6 presents the relationship between perceived value and social media factors. Using Pearson Chi-

Square analysis there is significant relationship between the variables considered. Cost consumption, brand 

awareness, attractiveness, and accessibility yielded a p-Value of less than 0.05 when revenue, customer 

satisfaction, and customer retention were considered. Thus, there is a significant relationship between all 

variables of perceived value and social media factors.  

 Published articles about social media impact customer satisfaction, in any event, it has a beneficial effect 

on the business, which explained why there is a significant relationship between customer satisfaction and the 

factors impacting social media (Ramanathan et al., 2017). The same study by Ramanathan et al. (2017) did not 

find any relationship between brand reputation and customer satisfaction; however, there is a positive 

outcome when there is an interaction between promotion and social media reviews. The study by Ramanthan 

et al. can be attributed to the result of this research, where there is a relationship between perceived value 

and social media factors, as shown by the result of the statistical analysis. Social mediates the relationship 

between customer purchase intention and customer satisfaction (Ramanathan et al., 2022). A study conducted 

by Bilgin (2018) about the effect of social media marketing on brand image, brand loyalty, and brand 

awareness showed that these three variables are significantly related to one another. Thus, it also supports 

the result of this study that brand awareness, attractiveness, and accessibility are directly correlated with the 

perceived value of social media. 

 The result of this study is unique in that it created a new ground for understanding social-media 

platform preferences among small businesses in a Philippines setting, with the result concentrating on 

Facebook dominance. While previous research has focused on the broad use of social media in business, this 

study provides novelty in such a way that it investigates the complex perceived worth of Facebook, Instagram, 

and TikTok, considering both financial and social media-specific aspects. This study goes beyond typical 

measures by evaluating the influence of social media platforms (Facebook, Tiktok, Instagram) on not only 

income generation but also customer happiness and retention, providing a comprehensive view of business 

success. The study investigated key social media attributes that drive platform preference and provided 

insights into why Facebook stands out in these areas. 

 

CONCLUSIONS 

 Social media platforms are crucial to the success of a business. Using it for the advantage of small 

businesses will increase their customer reach, which, in turn, will positively impact sales revenue. Facebook 

is the most popular social media platform used by business owners, compared to TikTok and Instagram. 

Therefore, it is important for business owners to use the maximum potential of Facebook to make their 
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businesses more successful. The study did not yield any significant relationship with regard to perceived value 

and social media factors when a business profile was considered. While this was the case, only business 

ownership yielded a significant relationship to social media factors, specifically attractiveness. A significant 

relationship was also established between perceived value variables and social media factors. Thus, it gives us 

a better picture of what small businesses need to consider when using social media. Cost consumption, brand 

awareness, attractiveness, and accessibility are all significantly related to revenue, customer satisfaction, and 

customer retention. Small firms see social media as having significant digital platform value. Social media is a 

vital tool for small businesses hoping to succeed in a cutthroat market because of its affordability, ability to 

directly contact customers, and data-driven decision-making capabilities. Effective social media use will likely 

continue to be essential to the success of small businesses as the digital landscape changes. 

 The results of this study can be used to further enhance the operation of small businesses to attract 

more customers, leading to higher revenue. With Facebook as the number one social media platform used by 

small businesses, it would be best for researchers to also check the impact of TikTok, Instagram, and other 

social media platforms when devising marketing strategies to attract more consumers. The government 

should also consider creating a program for small business owners on how to use the results of social media 

to support their business and improve its long-run success. 

 

LIMITATION & FURTHER RESEARCH 

 The study was conducted and was limited to business ownership and revenue brackets as the business 

profile was considered. This study focused mainly on identifying and comparing the perceived value of digital 

marketing on selected social media platforms, mainly TikTok, Facebook, and Instagram, for increasing the 

sales revenue of selected small businesses for both products and services in Metro Manila. The study did not 

cover any other forms of marketing strategies or social media platforms other than what was included. In 

future research, it would be best to assess the adaptability and ability of small businesses to use data on social 

media platforms. 

 Variables other than perceived value and social media factors should be considered in future research. 

It would be interesting to know what the results of this study will be if other demographic profiles are 

considered. Furthermore, this study can be improved by looking into the factors that contribute to why 

Facebook is the most widely used social media platform. In addition, it would be better if the study were not 

limited to the three social media platforms used. It would be interesting to know if the results will be similar 

if the study is conducted outside small businesses. A comparison of different types of small businesses, 

including micro and medium enterprises, can also be considered to produce a comprehensive result. 
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