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Introduction

Social media has been increasingly utilized
in small and medium business enterprises as a
means of communicating with customers and
providing support for internal collaboration
and communication (Meske & Stieglitz, 2013).
In addition, technologies associated with social
media applications are making their way into
business organizations, as these technologies
improve employee collaboration, knowledge
management, and the establishment of net-
works with business partners. Furthermore,
they facilitate the performance of human re-
source functions and marketing efforts (Par-
veen, 2012). Given these benefits, small and
medium enterprises can leverage social media
applications due to their user-friendly nature,
cost-effectiveness, and simplicity, which have
been made possible by technological advances
and widespread diffusion (Kim et al, 2011).
Thus, there is a compelling need for small and
medium enterprises to embrace social media
technologies and redesign core business pro-
cesses aimed at maximizing efficiency in oper-
ations.

Moreover, social media technologies sup-
port a wide range of job activities in business
organizations, including the dissemination of
information, team collaboration, idea genera-
tion, technical support, e-learning, resource
management, and customer relationship man-
agement (Stieglitz & Dang-Xuan, 2011). Specif-
ically, social media refers to the utilization of
websites and platforms for promoting products
or services, as well as providing support and as-
sistance in accessing previously unavailable re-
sources (Jagongo et al.,, 2013). Consequently,
with the power of social media and the internet,
bringing products and services to the public
has become easier for business owners. As a re-
sult, the creation of websites and the use of so-
cial media strategies have been developed to
effectively communicate with customers online
(Kit, 2017). Today, social media is increasingly
important to small and medium businesses, as
it facilitates the dissemination of a vast range of
information to customers, despite the risks of
unsecured online transactions and fraud.

Furthermore, while the general benefits of
social media for small and medium enterprises
are well-documented, the specific impact of

social media practices on industry competitive-
ness within the context of Masbate province re-
mains underexplored. This oversight presents
a significant research gap, as understanding
how local SMEs adapt and leverage social me-
dia can provide valuable insights into enhanc-
ing their competitiveness in a unique socio-
economic environment. By addressing this gap,
the current study aims to investigate the social
media practices of small and medium enter-
prises in Masbate province and their implica-
tions for industry competitiveness.

In addition, social media is effective in dif-
ferentiating businesses from their competitors,
as it plays a crucial role in building communi-
ties around brands and maintaining customer
relationships (Soininen, 2015). This shift in
business strategy has transformed towards a
customer-centric approach, emphasizing cus-
tomer loyalty, which positively impacts indus-
try competitiveness (Taneja & Toombs, 2014).
In fact, social media marketing reveals a strong
statistical relationship with business competi-
tiveness, particularly around customer orienta-
tion (Rambe, 2017). Notably, social media has a
positive and significant relationship with a
firm’s competitiveness, enabling improve-
ments in service provision and sales volume,
which ultimately enhances competitiveness
through aggressive marketing strategies and
counter-marketing against competitors.

In the Philippine context, the small and me-
dium enterprise sector is dominated by the
wholesale and retail industry, followed by food
processing, materials and manufacturing, arts
and culture, and agriculture, with women rep-
resenting 88% in the top SMEs industry (Asian
Pacific Foundation of Canada, 2018). This suc-
cess can be attributed to entrepreneurial skills
taught in the education system, leading the
country to excel in entrepreneurship initia-
tives, particularly in small and medium enter-
prises (Global Entrepreneurship Monitor,
2017). Thus, an entrepreneur’s knowledge of
the market context is vital for achieving success
in the business landscape. To support this, gov-
ernment intervention should focus on provid-
ing assistance to aspiring entrepreneurs in
strategic market thinking, leveraging trade
shows, utilizing social media technologies, and
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accessing online market information in the
economy.

Moreover, compelling reasons for the use of
social media in Philippine businesses include
the country’s record of 33 million internet us-
ers, making the Philippines the second highest-
ranking nation for internet usage in Asia. Nota-
bly, social media accounts for 83% of social
messages exchanged among friends and ac-
quaintances, with 81% of users regularly up-
dating their social media status (Digital Mar-
keting Philippines, 2013). As a result of recent
technological advancements, various social
media platforms have been integrated into
business operations in the Philippines, aiming
to increase brand awareness and customer en-
gagement through well-crafted content across
these platforms (Besana, 2020). In addition,
other motivations for adopting social media
practices in Philippine businesses include cus-
tomer feedback, increased website traffic, en-
hanced brand recognition, and improved cus-
tomer loyalty.

Ultimately, in achieving industry competi-
tiveness and ensuring both short- and long-
term success, organizations must develop ca-
pabilities and formulate competitive strategies
to manage threats and exploit emerging oppor-
tunities. This strategy will enable firms to posi-
tion themselves effectively within the industry,
maximizing their unique capabilities that dis-
tinguish them from competitors. In today’s dy-
namic global economy, organizations must
strive for competitiveness through the devel-
opment of new competencies, particularly in
new technologies and innovations (Chiteli,
2013). According to resource theory, gaining a
competitive advantage relies on a firm’s capa-
bilities and resources, which are critical for in-
dustry competitiveness. This theory posits that
competitiveness can be achieved through deliv-
ering superior customer value by strategically
identifying and utilizing a firm’s resources for
sustained competitive advantage (Micheka &
Ogollah, 2013). Therefore, achieving competi-
tiveness necessitates effective communication
channels for transmitting messages from firms
to their customers, including social media,
word of mouth, phone calls, billboards, print
media, postcards, or broadcast media (Ed-
osomwan et al, 2011). Significantly, social

media serves as a new communication me-
dium, offering marketers the opportunity to
reach customers where they make decisions
and to personalize outreach at critical behav-
ioral decision points (Bernhardt et al.,, 2012).
By engaging customers directly in marketing
activities, social media has become a vital area
for exploring strategic marketing inputs that
link to sustainable competitive advantages for
products and services. Thus, the potential for
gaining competitive advantage is greatly en-
hanced with the advent of social media plat-
forms (Atrash et al., 2015).

Objective of the Study

The research investigates the impact of so-
cial media practices employed by small and me-
dium enterprises in Masbate Province on in-
dustry competitiveness. Specifically, the study
evaluates the effectiveness of these practices in
areas such as customer engagement, social net-
work marketing, website promotion, customer
relationship management, and brand manage-
ment. Furthermore, it assesses the level of in-
dustry competitiveness among these enter-
prises by examining factors including customer
satisfaction, customer loyalty, operational effi-
ciency, and profitability.

The research identifies the significant ef-
fects of social media practices on achieving in-
dustry competitiveness among small and me-
dium enterprises. Additionally, the study deter-
mines potential differences in perceptions re-
garding the effectiveness of social media prac-
tices among managers, employees, and custom-
ers of these enterprises.

Moreover, it pinpoints which specific social
media practices—such as customer engage-
ment, social network marketing, website pro-
motion, customer relationship management,
and brand management—significantly contrib-
ute to enhancing industry competitiveness.

The study also analyzes the barriers that
impede the adoption of social media practices
by small and medium enterprises in Masbate
Province. It focuses exclusively on the variables
of social media practices and industry compet-
itiveness outlined in the research problem,
providing insights into how these practices can
be optimized to improve the competitiveness
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of small and medium enterprises in the prov-
ince.

Statement of the Problem
The study will determine the impact of the

social media practices of small and medium en-

terprises in Masbate Province on industry com-
petitiveness. Specifically, it will seek answers to
the following:

1. What is the profile of the small and medium
enterprise in terms of:

1.1 Years in Business Operation
1.2 Capitalization

1.3 Monthly Sales

1.4 Line of Business

2. What is the profile of the respondent in

terms of:

2.1 Age

2.2 Sex

2.3 Company Position

2.4 Educational Attainment
2.5 Civil Status

3. How effective are the social media practices
of the small and medium enterprises in
Masbate Province in achieving  industry
competitiveness, in terms of:

3.1 Customer Engagement

3.2 Social Network Marketing

3.3 Website Promotion

3.4 Customer Relationship Management
3.5 Brand Management

4. What is the level of industry competitive-
ness of the small and medium enterprises
in terms of:

4.1 Customer Satisfaction
4.2 Customer Loyalty

4.3 Operations’ Efficiency
4.4 Profitability

5. Isthere significant impact of the social me-
dia practices of the small and medium en-
terprises in Masbate Province in the
achievement of industry competitiveness?

6. Isthere significant difference in the percep-
tions of the respondents, the managers and
employees of small and medium enter-
prises and the customers, on the effective-
ness of the social media practices?

7. Which of the social media practices cus-
tomer engagement, social network market-
ing, website promotion, customer relation-
ship management, and brand management

of the small and medium enterprises in
Masbate Province, significantly achieve
high level of industry competitiveness?

8. What are the barriers to the adoption of so-
cial media practices of small and medium
enterprises in Masbate Province?

Methodology
Research Design

The researcher adopted a descriptive study
design that employs both quantitative and
qualitative methods for data collection. A de-
scriptive study involves an in-depth investiga-
tion of a group, institution, or phenomenon to
determine the factors and relationships that in-
fluence behavior or outcomes (Mugenda and
Mugenda, 2013). This design is particularly
suited for analyzing the impact of social media
practices of small and medium enterprises on
industry competitiveness.

Quantitative research focuses on collecting
numerical data, which will then be analyzed
statistically (Babbie, 2011). This approach al-
lows for measuring variables and testing rela-
tionships to reveal causal connections or corre-
lations (Leavy, 2017). In contrast, qualitative
research will provide deeper insights to sub-
stantiate findings from the quantitative data. It
explores the implicit theories individuals hold
about their reality and behavior, helping to in-
terpret how they construct and experience
their world (Woodman, 2014; Cropley, 2019).

Population and Sample of the Study

The study will involve two sets of respond-
ents: managers and employees of small and
medium enterprises in Masbate province, as
well as their customers. Respondent organiza-
tions will be selected using random sampling,
ensuring every member has an equal chance of
inclusion (Taherdoost, 2016).

For each firm, a purposive sampling design
will be employed to select fifty (50) respond-
ents based on their availability and willingness
to participate. Additionally, forty (40) custom-
ers will be chosen using the same purposive
sampling method, as their opinions are ex-
pected to be representative of the total popula-
tion relevant to the research focus.
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Instrumentation

Data collection will utilize a self-made Lik-
ert Scale questionnaire, which is effective for
measuring respondents' opinions or attitudes
towards the subject matter. This tool will facil-
itate the analysis of responses and aid in draw-
ing conclusions. An interview guide will also be
developed to assist in the qualitative aspect of
the study.

The questionnaire will include sections ad-
dressing the issues outlined in the statement of
the problem, ensuring both validity and relia-
bility. The main parts of the questionnaire are
as follows:

Part I: Profile of small and medium enter-
prises.

Part II: Profile of respondent managers, em-
ployees, and customers.

Part III: Effectiveness of social media prac-
tices.

Part IV: Level of industry competitiveness.

Results and Discussion
Profile of Respondent SME’S

Part V: Barriers to the adoption of social
media in small and medium enterprises

Hypotheses of the Study

Ho1: There is no significant impact of the
social media practices of the small and medium
enterprises in Masbate Province in the achieve-
ment of industry competitiveness.

Ho2: There is no significant difference in
the perceptions of the respondents, the manag-
ers and employees of small and medium enter-
prises and the customers, on the effectiveness
of the social media practices.

Ho3: The social media practices of cus-
tomer engagement, social network marketing,
website promotion, customer relationship
management, and brand management of the
small and medium enterprises in Masbate
Province, will not significantly achieve high
level of industry competitiveness.

Table 1. Distribution of Respondents According to Number of Years in Business Operation

Number of Years_in Frequency | Percent
Business Operation

Less than 5 years 8 8.9
5to 10 years 31 34.4
11 years & above 51 56.7
Total 90 100

Table 1, presents the distribution of re-
spondents according to the number of years in
business operation. Findings show that major-
ity of the respondents have been in business
operation for 11 years and above or 56.7%, fol-
lowed by the next biggest group, of 31 respond-
ents or 34.4%, with 5 to 10 years in business
operations. The smallest group, with 8 re-
spondents or 8.9%, have less than 5 years in
business operations.

Findings imply that respondents who par-
ticipated in the study are in business operation
that have been around for longer time, thus,
have more expertise and experience in indus-
try operations which are translated into better
understanding of the market trends, target au-
dience, and the development of effective social

media strategies, allowing the firms to stay
competitive in the industry for long term. Find-
ings show that the respondents, as employees
of SMEs have learned from past failures and
successes, giving them an edge in the execution
and crafting of social media campaigns for
achieving more sales and industry competitive-
ness. Longevity in business of the respondent
SMEs correlates with brand presence that is
well-established, have loyal customer base,
positive reputation, and brand recognition. The
firms are found to have the ability to amplify
the impact of social media efforts, having a
foundation of credibility, established brand,
and foundation to build upon.

Long term survival in the industry shows
that the firms are established businesses as
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SMEs, having more resources at their disposal
for investing in social media marketing, which
the firms can leverage their resources for the
development of more sophisticated strategies
for social media, effectively engage with their
audience, and create high-quality content (Gli-
gor & Bozkurt, 2020). Longevity of businesses

in industry implies stability, showing their ac-
quired adaptability in surviving in a dynamic
business environment and changes in technol-
ogy, extending to social media practices that
enable them to stay ahead than competitors, in-
novate in social media marketing, and experi-
ment in new trends (Amegayibor, 2021).

Table 2. Distribution of Respondents According to Capitalization

Capitalization Frequency | Percent
Below P 10,000 6 6.7
11,000 to 30,000 13 14.4
31,000 to 70,000 19 21.1
70,000 & Above 52 57.8
Total 90 100

As shown in Table 2, the majority of re-
spondents report business capitalization of
Php 70,000 and above, accounting for 52 re-
spondents or 57.8%. This is followed by the
next larger groups of 19 respondents (21.1%)
with capitalization between Php 31,000 and
70,000, and 13 respondents (14.4%) with cap-
italization between Php 11,000 and 30,000.
The smallest group consists of 6 respondents
(6.7%) with capitalization below Php 10,000.

The findings reveal that most respondents
are employed in firms with capitalizations of
Php 70,000 and above or Php 31,000 to 70,000.
In these cases, capitalization serves as a crucial
financial resource that shapes social media
practices and enhances the firms' competitive
capabilities in the industry. With adequate cap-
italization, these firms can allocate resources
effectively towards social media marketing ef-
forts, which may include investing in advanced
tools and technologies, hiring skilled person-
nel, and establishing advertising budgets for
content creation and analytics platforms.

Sufficient capitalization allows these firms
to engage with their audience across multiple
channels, implement comprehensive social me-
dia strategies, and maintain a competitive edge.
Capital-intensive firms can produce high-qual-
ity content essential for audience engagement

and retention on social media platforms, ena-
bling them to generate a greater volume of con-
tent while ensuring quality is preserved. By de-
livering valuable content, these firms can at-
tract a larger following and build a strong
online presence, thereby enhancing their com-
petitiveness in the industry.

Capitalization empowers these businesses
to invest in promotions on social media plat-
forms and paid advertising, which increases
brand visibility, drives traffic to their websites,
and reaches a wider audience, ultimately gen-
erating more sales and leads. Firms with higher
capitalization develop a competitive edge by
capturing market share and outperforming
competitors with limited advertising budgets.

Additionally, capital-intensive firms can af-
ford advanced analytics platforms and tools for
monitoring and analyzing performance. This
capability allows them to identify trends, meas-
ure campaign effectiveness, and understand
audience behavior, leading to data-driven deci-
sions that optimize organizational strategies
(The World Bank Group, 2018). Continuous im-
provement activities are implemented within
these firms, enabling them to quickly adapt to
changing market conditions and maintain com-
petitiveness in the industry (Ogunyemi, 2020).
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Table 3. Distribution of Respondents According to Amount of Sales

Amount of Sales | Frequency | Percent
Below P 20,000 16 17.8
21,000 to 30,000 54 60
31,000 to 50,000 7 7.8
50,000 & Above 13 14.4
Total 20 100

As shown in Table 3, the majority of re-
spondents report monthly sales between Php
21,000 and 30,000, comprising 54 respondents
or 60%. This is followed by the next larger
groups of 16 respondents (16%) with sales be-
low Php 20,000, and 13 respondents (13%)
with sales of Php 50,000 and above. The small-
est group consists of 7 respondents (7.8%)
with sales between Php 31,000 and 50,000.

The findings indicate that most respond-
ents are employed in SMEs with monthly sales
ranging from below Php 20,000 to 30,000. This
sales range suggests that these firms can sus-
tain their operations and maintain competi-
tiveness in the industry. Respondents reported
that their firms assess the return on investment
of social media marketing initiatives by track-
ing sales generated from social media channels.

This practice allows them to allocate resources
more efficiently, refine their social media strat-
egies, and optimize their online presence to
drive sales growth and enhance competitive-
ness.

With higher sales, firms can effectively
maintain their social media platforms, creating
opportunities to build relationships and engage
with their target audience. This engagement
generates interest in their products and ser-
vices, ultimately influencing purchase behavior
(Wardati & Mahendrawathi, 2019). By analyz-
ing sales data alongside social media metrics,
these firms can identify strategies that have a
high impact, enabling them to replicate success
and drive further sales (Lawal & Adejumon,
2023).

Table 4. Distribution of Respondents According to Line of Business

Line of Business [Frequency |Percent
Fashion Goods 16 17.8
Food & Beverage 54 60
Cosmetics 7 7.8
Clothing 13 14.4
Total 90 100

As shown in Table 4, the majority of re-
spondents are involved in the food and bever-
age sector, comprising 54 respondents or 90%.
This is followed by the next larger groups of 16
respondents (17.8%) in the fashion goods sec-
tor and 13 respondents (14.4%) in the clothing
business. The smallest group consists of 7 re-
spondents (7.8%) who sell cosmetics.

The findings imply that most respondents
are employed in food and beverage businesses,
as well as in the sale of fashion goods, which
play a significant role in shaping social media
practices and the firms' ability to compete ef-

fectively within their specific markets. Their in-
volvement in these industries indicates the at-
tractiveness of these sectors to diverse audi-
ence demographics with varying behaviors,
preferences, and interests on social media plat-
forms.

These firms demonstrate effectiveness in
understanding the unique characteristics of
their target markets, allowing them to focus on
food and beverage and fashion goods. As a re-
sult, they are able to tailor their social media
content and engagement strategies to meet the
needs of their audiences. Respondents re-
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ported that their firms align social media prac-
tices with the behaviors and preferences of in-
dustry-specific audiences to enhance competi-
tiveness.

The line of business significantly influences
the type of content relevant to the target audi-
ence, enabling firms to create rich content that

Profile of Respondents

showcases their product and service offerings
(Absah et al.,, 2018). By aligning their content
strategies with the unique characteristics of
their industries, they can differentiate them-
selves from competitors, effectively communi-
cate their brand image, and drive customer en-
gagement on social media platforms.

Table 5. Distribution of Respondents According to Age

Age Frequency | Percent
31to 35years 7 7.8
36 to 40 years 63 70
41 years & above 20 22.2
Total 90 100

The distribution of respondents according
to age is presented in Table 5. Findings indicate
that the majority of respondents in the survey
on social media practices of small and medium
enterprises are in the age range of 36 to 40
years old, accounting for 70%. This is followed
by respondents aged 41 years and above, rep-
resenting 22.2%. The smallest group consists
of respondents aged 31 to 35 years old, com-
prising 7.8%.

The findings highlight that most respond-
ents are in the 36 to 40 age range, which signif-
icantly impacts social media practices and the
firms' ability to compete in the industry. This
age group tends to have a natural affinity for us-
ing social media in both professional and per-
sonal contexts, making them valuable assets to
SMEs in enhancing social media presence and
maintaining competitiveness.

Firms leverage the digital expertise of these
employees, who contribute to the development
of social media strategies, stay abreast of
emerging trends, and effectively engage with
younger demographics to enhance competi-
tiveness in the digital era.

The age of employees influences their un-
derstanding of the target market and their abil-
ity to communicate effectively across various
social media platforms with different demo-
graphic groups. This facilitates a better grasp of
market behaviors, preferences, and communi-
cation styles (Hendrawijaya, 2019). Age can
impact social media practices by shaping crea-
tivity, digital proficiency, understanding of the
target audience, and opportunities for genera-
tional collaboration (Amegayibor, 2021).

Table 6. Distribution of Respondents According to Sex

Sex Frequency | Percent
Male 26 28.9
Female 64 711
Total 0 100

Table 6 presents the distribution of re-
spondents according to sex. Findings indicate
that the majority of study respondents em-

ployed in SMEs are female, with 64 respond-
ents, corresponding to 71.1%, followed by 26
male respondents, or 28.9%.
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The findings reveal that the predominance
of female respondents in SMEs influences so-
cial media practices and the firms' ability to
compete effectively in the industry. Female em-
ployees contribute to a more representative so-
cial media presence, ensuring that content and
imagery resonate with a broad range of audi-
ences. This inclusivity allows SMEs to increase
customer engagement, connect with diverse
demographic groups, and enhance industry
competitiveness by fostering relevance and a
sense of belonging among the target audience.

The gender of employees brings varied in-
sights and perspectives into the behaviors,
preferences, and communication styles of dif-
ferent demographics, which are crucial for de-
veloping social media content and messaging
that resonates with the target audience (Hen-
drawijaya, 2019). Diverse perspectives from
employees of different genders enable firms to
tailor their social media strategies to appeal to
a wider range of customer segments, driving
engagement and enhancing competitiveness in
the industry (Amegayibor, 2021).

Table 7. Distribution of Respondents According to Company Position

Job Position | Frequency | Percent
Manager 26 289
Employee 64 711
Total 90 100

The distribution of respondents according
to company position is shown in Table 7. Find-
ings indicate that there are 64 employees, ac-
counting for 71.1%, and 64 officers, represent-
ing 28.9% of the respondents in the study.

Employees in SMEs, being the larger group,
significantly contribute to the effectiveness of
social media practices in achieving industry
competitiveness. They serve as brand ambassa-
dors, successfully promoting company prod-
ucts or services on social media platforms
through genuine and authentic endorsements.
Their roles enable them to engage in content
creation that showcases their expertise and
provides valuable content that resonates with
the target audience. Employees actively engage
with prospects and customers on social media,
fostering positive relationships and enhancing
customer loyalty and satisfaction, which ulti-
mately contributes to the competitiveness of
firms in the industry.

Managers also play a crucial role in effec-
tively leveraging social media practices to en-
hance the firm's industry competitiveness.
They are responsible for developing social me-
dia strategies aligned with the overall

organizational objectives and competitive posi-
tioning. This involves analyzing competitor ac-
tivities, market trends, and customer prefer-
ences to identify opportunities for the firm.
Managers ensure that the firm's investments in
essential technologies and the allocation of re-
sources support social media initiatives that
achieve strategic goals.

Through their interactions on social media,
employees gather valuable feedback and mar-
ket insights, allowing them to monitor compet-
itor activities, observe trends, and identify
emerging threats and opportunities that in-
form strategic decision-making. This helps the
firm stay ahead in the industry (Cetinkaya &
Rashid, 2018). During instances of negative
publicity or crisis, employees play a vital role in
managing the situation on social media, miti-
gating damage to the firm's reputation and
maintaining trust among stakeholders
(Uchhas, 2022). Managers drive the effective-
ness of social media practices for industry com-
petitiveness through strategy development, re-
source allocation, policy establishment, perfor-
mance monitoring, and integration with overall
marketing efforts (Centeno et al,, 2019).
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Table 8. Distribution of Respondents According to Educational Attainment

Educational Attainment |Frequency [Percent
High School 15 16.7
Undergraduate 46 51.1
College Graduate 29 32.2
Total 90 100

As depicted in the distribution of respond-
ents according to educational attainment in Ta-
ble 8, the majority of study respondents are un-
dergraduates, with 46 respondents, accounting
for 51.1%. This is followed by 29 respondents
who are college graduates, representing 32.5%.
The smallest group consists of high school
graduates, with 15 respondents or 16.7%.

Findings indicate that both undergraduate
and college graduate employees possess a high
level of digital skills, expertise, and proficiency
in using digital marketing tools and social me-
dia platforms. These skills can be leveraged in
the development and execution of social media
practices, contributing to the overall effective-
ness of the organization’s social media efforts.
The educational attainment of SME employees
enables them to develop social media cam-
paigns and create high-quality content that res-

onates with the target audience. Both employ-
ees and managers demonstrate analytical skills
and strategic thinking essential for developing
social media strategies aligned with organiza-
tional objectives, thereby driving industry com-
petitiveness.

Firms can enhance their employees' capa-
bilities by investing in professional develop-
ment and education, which can improve their
skills in social media marketing and empower
them to stay current with best practices and in-
dustry trends (Hendrawijaya, 2019). The edu-
cational attainment of employees influences
their abilities in content creation, digital skills,
data analysis, and professional development
opportunities, all of which are critical factors
shaping the firm'’s social media practices and
achieving industry competitiveness (Omori &
Bassey, 2019).

Table 9. Distribution of Respondents According to Civil Status

Civil Status | Frequency | Percent
Single 34 37.8
Married 56 62.2
Total 60 100

Table 9 presents the distribution of re-
spondents according to civil status, revealing
that the majority of respondents are married,
with 56 individuals or 62.2%, followed by 34
single respondents, accounting for 37.8%.

Findings indicate that employees of SMEs
are predominantly married, which correlates
with their understanding of the demographics
of the target audience. This understanding ena-
bles them to develop content and customer en-
gagement strategies, as well as social media
communications tailored to the needs of the
market based on demographics and prefer-
ences. Married employees tend to have a better

grasp of customers' purchasing priorities and
interests in products and services, which as-
sists firms in tailoring social media content and
messaging to suit specific market segments.

Married employees are knowledgeable in
developing audience segmentation strategies,
enhancing the effectiveness of social media
practices for engaging and reaching the target
market. In contrast, single employees may fo-
cus more on personal development, lifestyle
trends, or social activities that address the
needs and interests of single customers, ulti-
mately enhancing customer engagement and
industry competitiveness.
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The civil status of employees can signifi-
cantly contribute to the development of social
media content that resonates with customers
on social media platforms. This understanding
helps address the varied interests, needs, and
aspirations of different market segments. It is
particularly relevant for community building,

fostering support and connection among indi-
viduals sharing similar life circumstances, such
as creating social media groups for married
couples or initiatives focused on personal
growth for single individuals (Amani et al,
2020).

Effectiveness of the Social Media Practices of Small and Medium Enterprises in Achieving

Industry Competitiveness

Effectiveness of the Social Media Practices: Customer Engagement
Table 10. Effectiveness of the Social Media Practices: Customer Engagement

No. Customer Engagement

N |Mean | Std. Deviation | Description

Allows the formation of buyers and sellers’ relations
1 offering possibilities of their participation that
develop goodwill, trust, loyalty, and commitment.

90| 4.34 0.689 Effective

customers.

Builds personal two-way relationships with
customer fostering interactions and to establish
emotional connection between the company and

90| 3.98 0.6445 Effective

Provides mechanisms by which customer loyalty is
maintained for repeat purchases of customers.

90| 4.09 0.593 Effective

product offers.

Provides intensity of customer participation and
connection with activities and organizational

90| 4.44 0.638 Effective

brand value.

Creates customer commitment to an active
relationship with the brand and the firm, personified
by the company website designed to communicate

90| 4.36 0.708 Effective

Grand Mean

90| 4.24 0.655 Effective

Table 10 presents the effectiveness of social
media practices in the dimension of customer
engagement. The social media practices of
SMEs in "Customer Engagement” are deemed
"Effective,” with a mean score of 4.44, indicat-
ing strong customer participation and connec-
tion with organizational offerings. Specific
practices include fostering buyer-seller rela-
tionships, which promote goodwill, trust, loy-
alty, and commitment (mean of 4.34), and es-
tablishing personal, two-way relationships
with customers (mean of 3.98). Additionally,
mechanisms are in place to maintain customer
loyalty for repeat purchases (mean of 4.09),
and to create commitment to an active relation-
ship with the brand, as reflected in a well-de-
signed company website (mean of 4.30).

The grand mean of 4.24 indicates overall ef-
fectiveness in customer engagement, sup-
ported by a standard deviation of 0.655, sug-
gesting homogeneity in responses. These find-
ings imply that SMEs effectively engage cus-
tomers through messages, comments, and idea
sharing, enhancing brand awareness and visi-
bility within their target audience.

Effective customer engagement enables
firms to build relationships and foster loyalty
by promptly responding to inquiries, address-
ing concerns, and acknowledging feedback,
which demonstrates a commitment to cus-
tomer support and satisfaction. Positive inter-
actions during customer engagement cultivate
a loyal customer base, leading to repeat pur-
chases and brand advocacy, ultimately enhanc-
ing industry competitiveness.
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Engaged customers are more likely to share
positive experiences on social media, generat-
ing endorsements and word-of-mouth referrals
that influence their networks (Jibril et al,
2019). These referrals significantly impact pur-
chasing decisions and the organization’s

reputation (Cao et al.,, 2021). By leveraging so-
cial media for product offers, promotions, and
personalized recommendations, firms can
drive conversions and increase revenue (Jin &
Hurd, 2018).

Table 11. Effectiveness of the Social Media Practices: Social Network Marketing

No. Social Network Marketing N [ Mean |Std. Deviation | Description
Social networking allows the enterprise to connect
1 to customers and reinforce a sense of community 90| 4.22 0.884 Effective
around the firm’s offerings.
The practice provides effective communication to Highly
2 target customers, acquire new customers, and retain (90| 4.58 0.703 .
'9e Effective
existing customers.
3 Social n_etworking enables the firmto engage with 00| 59 0717 High_ly
the audience on a personal level. Effective
The practice enables the firmto build online groups
4 where customers can interact with the online 90| 4.03 0.549 Effective
community, providing useful insights and feedback.
Social media enables SMEs to build, seek, and
5 sustain direct communication line with customers 90| 4.48 0.722 Effective
and the general public.
Grand Mean 90| 4.38 0.716 Effective

The effectiveness of social media practices
in the dimension of "Social Media Marketing" is
rated as "Effective," with social networking en-
abling firms to engage with their audience on a
personal level, achieving a mean score of 4.59.
This practice also facilitates effective communi-
cation to target customers, acquiring new cus-
tomers and retaining existing ones, with a
mean of 4.58, both interpreted as "Highly Effec-
tive," as shown in Table 11. Additionally, social
media networking fosters community around
the firm'’s offerings (mean of 4.22), allows for
the creation of online groups for customer in-
teraction (mean of 4.03), and sustains direct
communication with customers and the public
(mean of 4.48).

The grand mean of 4.38 indicates overall ef-
fectiveness in SMEs' social media marketing
practices, supported by a low standard devia-
tion of 0.176, suggesting homogeneity in re-
sponses.

These findings imply that SMEs effectively
enhance brand visibility, build relationships
and trust, expand customer engagement, mon-
itor industry trends, facilitate word-of-mouth
marketing, and drive conversions and website
traffic. By establishing a strong online pres-

ence, firms connect effectively with target cus-
tomers, leading to success in industry competi-
tion.

SMEs leverage social media platforms to en-
gage their target audiences, which is crucial for
achieving industry competitiveness. Effective
social networking marketing allows firms to in-
crease visibility and amplify brand presence
through active participation in content sharing
and conversations with customers. This en-
gagement extends their reach, attracting cus-
tomer attention and fostering brand recogni-
tion, thereby gaining a competitive advantage.

Through social networking marketing,
firms build trust, encouraging repeat business
and enhancing customer loyalty, which differ-
entiates them from competitors that prioritize
relationship building less (Qalati et al, 2021).
Social media platforms offer vast networks of
users with diverse interests, providing oppor-
tunities for expanding engagement and reach,
contributing to industry competitiveness (Li et
al, 2020). Furthermore, social networking
marketing enables firms to stay informed about
industry trends, customer preferences, and
competitor activities in real-time (Al-Masharafi
& Khan, 2022).
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Table 12. Effectiveness of the Social Media Practices: Website Promotion

No. Website Promotion N [Mean [Std. Deviation | Description

1 Soc.lal med.la attracts prospective customer through 9| 227 0.804 Effective
social media channels.
Website promotion practice creates, initiates, &

2 circulates online information about the enterprise 90| 4.08 0.604 Effective
products, brands, and services.

3 The'practlce allows the firmto reach targeted 9| 393 0.684 Effective
audiences.

4 Wepgte promot!on increases number of f_o_llowers ol 417 0,64 Effective
positively, affecting new customer acquisitions.

5 The practice lmpr_oves online presence of the firmin 9| 38 0.686 Effective
the customer environment.

Grand Mean 90| 4.05 0.684 Effective

The effectiveness of social media practices
in the dimension of web promotion is illus-
trated in Table 12. Findings indicate that SMEs'
overall "Website Promotion" is rated as "Effec-
tive," with social media attracting prospective
customers through various channels, achieving
amean score of 4.27. Key practices include cre-
ating and circulating online information about
products, brands, and services (mean of 4.08),
reaching targeted audiences (mean of 3.93),
and increasing followers positively, which aids
new customer acquisition (mean of 4.17). Addi-
tionally, this practice improves the firm'’s
online presence (mean of 3.80).

The grand mean of 4.05 reflects the overall
effectiveness of SMEs in their web promotion
practices, supported by a standard deviation of
0.684, indicating homogeneity in responses.

These findings imply that SMEs effectively
drive website traffic, expand audience engage-
ment, increase conversion opportunities, and
enhance search engine visibility. The successful

promotion of web content through social media
channels positions firms for success in industry
competitiveness.

SMEs leverage social media as a powerful
driver of website traffic by sharinglinks to their
webpages, encouraging users to explore their
content, products, and services. This increases
website traffic and brand visibility, creating op-
portunities for customer engagement and lead
generation, which are vital for competitiveness
in the industry. Effective web promotion on so-
cial media facilitates product purchases
through compelling offers, contributing to cus-
tomer acquisition and revenue generation
(Ravi & Kumar, 2021). Furthermore, firms can
engage and expand their reach to broader audi-
ences through social media platforms, driving
brand awareness, fostering interaction, and fa-
cilitating relationship building, all of which
contribute to industry competitiveness
(Amoah & Jibril, 2021).

Table 13. Effectiveness of the Social Media Practices: Customer Relationship Management

No. Customer Relationship Management N | Mean |Std. Deviation | Description

1 Sougl meo_lla practlc_es arg effective in strengthening %l 206 0,568 Effective
relationship of the firm with customers.

Social media practice allows firms to listen to

2 customers and engage with them, encouraging them | 90| 4.19 0.652 Effective
to become advocates of the firm’s products.

3 Spcml media is effective in reaching out to wide and ol 462 0815 Hig h.Iy
diverse range of customers. Effective
Effectiveness of the social media allows speed, Highl

4 volume, ease of customer contact, and varied 90| 481 0.421 g -y

- . Effective
customer interactions.

5 Soual_medla practice results !n r(_elatlonshlps 00| 2.4 0.751 Effective
established that boost organizational sales.

Grand Mean 90| 4.42 0.641 Effective
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The effectiveness of social media practices
in the dimension of customer relationship mar-
keting is presented in Table 13. Findings indi-
cate that SMEs’ overall “Customer Relationship
Marketing” is rated as “Effective,” with social
media enabling firms to reach a wide and di-
verse range of customers. This is reflected in
high mean values of 4.51 for speed of contact
and 4.62 for volume of interactions. Addition-
ally, social media strengthens relationships
with customers (mean of 4.06), facilitates lis-
tening and engagement that encourage cus-
tomer advocacy (mean of 4.19), and fosters re-
lationships that boost organizational sales
(mean of 4.44).

The grand mean of 4.42 indicates the over-
all effectiveness of SMEs in their social media
customer relationship marketing practices,
supported by a standard deviation of 0.641,
which suggests homogeneity in responses.

These findings imply that SMEs effectively
build stronger customer relationships through
their social media practices, enhancing

customer retention, gathering feedback, man-
aging advocacy, personalizing content, and
measuring customer satisfaction. By prioritiz-
ing effective customer relationship manage-
ment, SMEs can differentiate themselves from
competitors and drive customer loyalty, ulti-
mately achieving industry competitiveness.

Effective customer relationship manage-
ment allows for real-time customer engage-
ment, enabling firms to actively listen to feed-
back, respond promptly to inquiries, and en-
gage in meaningful conversations. These inter-
actions foster trust, loyalty, and advocacy,
which are crucial for gaining a competitive
edge in the industry.

Social media customer relationship man-
agement also empowers firms to personalize
content based on individual behaviors and
preferences (Bai & Yan, 2021). By segmenting
their audience and leveraging data analytics,
firms can deliver targeted messages and offers
through social media platforms (Al-Mashrafi &
Khan, 2022).

Table 14. Effectiveness of the Social Media Practices: Brand Management

No. Brand Management N [Mean | Std. Deviation | Description

Gaining brand awareness through social media

1 allows creates positive word of mouth resulting in | 90| 4.24 0.825 Effective
familiarity of the brand.

) Social media tools are effectively used to introduce 90| 222 0,667 Effective
the brand to customers.

3 Social media tools are effective in mt_:reasmg brand 90| 226 0.906 Effective
exposure and awareness to the public.

4 Social r_nedla provides cheap solutions to brand 90| 429 0.864 Effective
promotions.
Social medi id ffective brand isit .

. ocial media provides an effective brand page visits wl| 213 0.90 Effective
creating traffic on website that make more sales.

Grand Mean 90[ 4.23 0.833 Effective

The effectiveness of social media practices
in the dimension of brand management is de-
tailed in Table 14. Findings show that SMEs’
overall “Brand Management” is rated as “Effec-
tive,” with social media providing cost-effective
solutions for brand promotion, achieving a
mean score of 4.29. Customers gain brand
awareness through social media, which fosters
positive word-of-mouth and brand familiarity
(mean of 4.24). Additionally, social media tools

effectively introduce brands to customers
(mean of 4.22), increase brand exposure (mean
of 4.26), and drive traffic to brand pages, en-
hancing sales (mean of 4.13).

The grand mean of 4.23 indicates the over-
all effectiveness of SMEs in their brand man-
agement practices, supported by a standard de-
viation of 0.833, suggesting homogeneity in re-
sponses.
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These findings imply that SMEs are effec-
tive in building brand awareness, fostering ad-
vocacy and customer loyalty, and managing
their reputation, thereby establishing a strong
brand presence and maintaining connections
with customers in a competitive small business
environment. Effective brand management also
enables firms to monitor market perceptions
and optimize brand performance.

Social media platforms offer SMEs exten-
sive capabilities for reaching and targeting cus-
tomers, making them powerful tools for build-
ing brand visibility. Firms consistently com-
municate their value propositions and brand

messaging across various social media chan-
nels, enhancing brand recognition and differen-
tiation from competitors.

By creating compelling content, engaging
with followers, and participating in relevant
conversations, firms can further increase brand
recognition and competitiveness in the indus-
try (Basri & Siam, 2019). Effective brand man-
agement on social media requires nurturing
positive customer interactions, rewarding loy-
alty, and addressing customer inquiries, which
together provide exceptional customer experi-
ences and deliver value-added content (de
Oliveira et al.,, 2020).

Level of Industry Competitiveness of Small and Medium Enterprises
Table 15. Level of Industry Competitiveness: Customer Satisfaction

No. Customer Satisfaction N |Mean |Std. Deviation Description

The brand community developed by social media is

1 personally relevant to customers that directly create (90| 3.52 0.887 Highly Competitive
customer satisfaction.
Competitiveness is achieved through social

2 interaction and collaboration among customers 90| 359 0.851 Highly Competitive
resulting in overall customer satisfaction.
Social media encourage building of social ties that

3 allow customers to share knowledge and experience (90| 4.18 0.787 Highly Competitive
increased customer trust.

4 Social media determine products of in.teresFto ool a1 0,937 Highly Competitive
customers that escalate customer satisfaction which
Social media develops in customers positive

5 attitudinal disposition and display of repeat 90| 4.27 0.897 Highly Competitive
purchasing behavior towards the firm.

Grand Mean 90| 3.89 0.872 Highly Competitive

The level of industry competitiveness in the
dimension of customer satisfaction is pre-
sented in Table 15. Findings indicate that SMEs’
overall level of industry competitiveness in
“Customer Satisfaction” is rated as “Highly
Competitive.” Social media fosters positive cus-
tomer attitudes and repeat purchasing behav-
ior, achieving a mean score of 4.27. The brand
community developed through social media is
personally relevant to customers, contributing
to satisfaction (mean of 3.52). Competitiveness
is enhanced through social interactions and
collaboration, leading to overall customer sat-
isfaction (mean of 3.59). Additionally, social
media encourages the building of social ties
that facilitate knowledge sharing and increase

customer trust (mean of 4.18), while also iden-
tifying products of interest that heighten satis-
faction (mean of 4.10).

The grand mean of 3.89 reflects a high level
of industry competitiveness in customer satis-
faction, supported by a standard deviation of
0.872, indicating homogeneity in responses.

These findings imply that SMEs effectively
enhance brand perception, increase customer
engagement, and drive loyalty and retention
through continuous improvement on social
media platforms, thereby building long-term
customer relationships. Firms are positioned to
deliver exceptional customer experiences,
providing a strong competitive advantage in
the industry.
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Social media practices make customers feel
content and fulfilled with their interactions,
contributing to a favorable perception of the
brand. Satisfied customers appreciate timely
responses, engaging brand interactions, and
helpful assistance with product issues. This en-
hanced brand perception bolsters loyalty and
allows firms to compete favorably against ri-
vals, resulting in high industry competitive-
ness.

High levels of customer satisfaction
achieved through social media practices are vi-
tal for enhancing industry competitiveness and
increasing customer loyalty and retention
(Dwivedi et al., 2021). Satisfied customers are
likely to remain with the brand over time, feel-
ing valued through their social media interac-
tions. These strong relationships foster loyalty,
reduce churn, and contribute to brand compet-
itiveness in the industry (Khan et al,, 2019).

Level of Industry Competitiveness: Customer Loyalty
Table 16. Level of Industry Competitiveness: Customer Loyalty

No. Customer Loyalty N |Mean [Std. Deviation Description

1 Social media provides customer rewards that create ol 387 0.782 Highly Competitive
customer value.
Percentage of repeat purchases is increased among . .

2 - . . . 90 3.96 1.038 Highly Competitive
existing customers with the use of social media.

3 Positive brapd attltyde is formed among customers ol 416 0873 Highly Competitive
that results in continuous product purchases.
Social media practices identify improvements of

4 network performance crucial to brand loyalty to the |90] 4.22 0.649 Highly Competitive
brand.
Existing firm-customer relationships are effectively

5 managed by social media that creates lasting 90| 41 0.779 Highly Competitive
customer relationships.

Grand Mean 90 4.06 0.824 Highly Competitive

The level of industry competitiveness of
SMEs in the dimension of customer loyalty is
presented in Table 16. Findings indicate that
SMEs’ overall competitiveness in “Customer
Loyalty” is rated as “Highly Competitive.” Social
media practices significantly enhance network
performance, crucial for brand loyalty, with a
mean score of 4.22. Social media also provides
customer rewards that create value (mean of
3.87), increases the percentage of repeat pur-
chases among existing customers (mean of
3.96), fosters positive brand attitudes leading
to continuous product purchases (mean of
4.16), and effectively manages firm-customer
relationships to create lasting connections
(mean of 4.10).

The grand mean of 4.06 reflects a high level
of industry competitiveness in customer loy-
alty, supported by a standard deviation of
0.824, indicating homogeneity in responses.

These findings imply that SMEs are capable
of driving increased customer interaction and
engagement, stimulating positive word-of-
mouth referrals, enhancing brand trust and
perception, and encouraging repeat purchases,
all of which contribute to high industry com-
petitiveness. Social media practices allow SMEs
to foster personalization and build continuous
relationships, prioritizing customer loyalty and
establishing a strong competitive advantage in
a dynamic market.

Achieving customer loyalty through social
media enables firms to develop commitment
and attachment, leading to repeat engagement
with the brand (Jibril et al., 2019). Exceptional
customer loyalty reinforces a unique value
proposition, differentiating the brand from
competitors and reducing the likelihood of cus-
tomers switching to alternative products and
services (Clay & Maite, 2018).
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Level of Industry Competitiveness: Operations Efficiency
Table 17. Level of Industry Competitiveness: Operations Efficiency

No. Operations Efficiency N |Mean [Std. Deviation Description

Optimized marketing spending and low costs of

1 selling and serving customers through social media | 90| 4.44 0.959 Highly Competitive
lead to operational efficiency.
Higher operational efficiency is achieved at low cost

) through socigl.media resource shar?ng approach, ool 454 0523 Highly Competitive
and the provision of customer services through
different channels.

3 Social media optimizes business processes that ool 354 1103 Highly Competitive
reduce employees’ task.
Social media provides firms with the capability to

4 facilitate faster flows of information across social 90| 3.97 0.867 Highly Competitive
networks.

5 Resqurce sharing in social media allows provision of ol 374 0.943 Highly Competitive
services at lower cost.

Grand Mean 90| 4.05 0.879 Highly Competitive

The level of industry competitiveness of
SMEs in the dimension of operations efficiency
is detailed in Table 17. Findings indicate that
SMEs’ overall competitiveness in “Operations
Efficiency” is classified as “Highly Competitive.”
This is largely due to achieving higher opera-
tional efficiency at low costs through social me-
dia resource sharing and customer service
across various channels, reflected in a mean
score of 4.54. Additionally, optimized market-
ing spending and reduced selling costs through
social media contribute to operational effi-
ciency (mean of 4.44). Social media also helps
optimize business processes, reducing em-
ployee tasks (mean of 3.54), facilitates faster
information flow across networks (mean of
3.97), and allows for service provision at lower
costs through resource sharing (mean of 3.74).

The grand mean of 4.05 indicates a strong
level of competitiveness in operations effi-
ciency, with a standard deviation of 0.877 sug-
gesting homogeneity in responses.

These findings imply that SMEs effectively
streamline and optimize processes, resources,

and workflows on social media platforms, en-
hancing their competitiveness. Achieving high
operational efficiency enables SMEs to maxim-
ize resource utilization, improve response
times, enhance content creation, and remain
adaptable.

By prioritizing operational efficiency in
their social media practices, SMEs achieve
greater productivity and effectiveness. They
maintain efficient strategies that maximize
time, resources, manpower, and budget for so-
cial media activities. Automation of repetitive
tasks and streamlined workflows allow SMEs
to focus on high-impact activities, increasing
output while optimizing resource allocation.

In social media practices, operational effi-
ciency enables firms to respond promptly to
feedback, inquiries, and complaints. Efficient
processes for managing incoming messages,
monitoring channels, and assigning tasks lead
toreduced response times and timely customer
assistance, thereby strengthening industry
competitiveness (Tajudeen et al,, 2018; Cram-
mond et al,, 2018).
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Level of Industry Competitiveness: Profitability
Table 18. Level of Industry Competitiveness: Profitability

No. Profitability

N |Mean |Std. Deviation Description

but to other countries as well.

Enables the company to promote products to large
1 segments of customers, not only in the Philippines, |90 3.94 0.625 Highly Competitive

provided by social media technology results

Effective communication process with customers

enhanced customer service that drives customer
satisfaction leading to increased sales volume.

" 90| 3.81 0538  |Highly Competitive

allowing cost savings in advertising budget.

Provides wide audience for a small portion of budget

90| 4.36 0.912 Highly Competitive

performance indicators.

Provides increased reach of target audience which is
4 directly translated to meaningful key financial 90| 4.28 0.687 Highly Competitive

achievement of bigger return on investment.

Allows more visitors to the website for minimal cost
5 of social media work with more income resulting in [ 90| 3.81 0.538 Highly Competitive

Grand Mean

90| 4.04 0.64 Highly Competitive

The level of industry competitiveness of
SMEs in the dimension of profitability is de-
tailed in Table 18. Findings indicate that SMEs’
overall competitiveness in “Profitability” is
rated as “Highly Competitive.” Social media
practices provide access to a wide audience at
a low cost, achieving a mean score of 4.36.
These practices enable firms to promote prod-
ucts to large customer segments, both locally
and internationally, with a mean value of 3.94.
Enhanced communication through social me-
dia results in improved customer service and
increased sales volume (mean of 3.81). Addi-
tionally, practices extend the reach to target au-
diences, translating into key financial perfor-
mance indicators (mean of 4.28), and drive
more website visitors at minimal costs, leading
to greater returns on investment (mean of
3.81).

The grand mean of 4.04 reflects a strong
level of industry competitiveness in profitabil-
ity, supported by a standard deviation of 0.640,
indicating homogeneity in responses.

These findings suggest that the social media
practices of SMEs effectively generate positive
financial returns and sustainable growth,
achieving high levels of profitability. SMEs
maximize revenue generation and optimize re-
turn on investment, enhancing customer life-
time value, reducing marketing costs, and im-
proving market positioning and brand equity.

Firms prioritizing profitability in their so-
cial media strategies are more likely to outper-
form competitors and achieve sustainable
growth. By utilizing lead generation, direct
sales, and affiliate marketing on social media,
SMEs effectively promote their products and
services to drive sales, conversions, and reve-
nue growth.

Social media platforms offer cost-effective
channels for acquiring new customers and
driving revenue growth (Grover & Kar, 2020).
Leveraging targeted advertising, engagement
strategies, and content marketing allows firms
to reach a larger potential market, thereby im-
proving profitability and industry competitive-
ness (Amoah et al,, 2021).
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Significant Impact of the Social Media Practices of Small and Medium Enterprises in Mas-
bate Province in the Achievement of Industry Competitiveness
Table 19. Significant Impact of the Social Media Practices of Small and Medium Enterprises in Mas-

bate Province in the Achievement of Industry Competitiveness

Social Media Practices N | Mean Std. Pearson |Sig. (2- Description Interpretation
Variables Deviation | Correlation | tailed) P P
Customer Engagement | 90| 428 | 0281 | o0662** | 0.000 |H1GN Positive| High Positive
Correlation |Significant Impact
Social Network o0l 436 | 0533 0528** | 0.000 High Pos_mve _ngh Positive
Marketing Correlation |Significant Impact
Website Promotion | 90| 418 | 0474 | oses** | 00gp |19N Positive) High Positive
Correlation |Significant Impact
Customer Relationship ol 43 0,469 0762%* | 0.000 High Pos.itive _Hi_gh Positive
Marketing Correlation |Significant Impact
Brand Management 90| 429 | 0511 0.871** | 0.000 High Pos.mve .Hl.gh Positive
Correlation |Significant Impact

** Correlation is significant at the .01 level (2-tailed).

The significant impact of social media prac-
tices of SMEs on industry competitiveness is
summarized in Table 19. Findings reveal that
customer engagement has a Pearson Correla-
tion Coefficient of 0.528 and a p-value of 0.000,
indicating a "High Positive Correlation" with in-
dustry competitiveness at the 0.05 significance
level. The null hypothesis is rejected, suggest-
ing that improvements in customer engage-
ment practices positively affect the firm's com-
petitiveness. This practice enhances brand
awareness, customer loyalty, and lifetime
value, leading to greater competitiveness.

Similarly, social network marketing shows
a Pearson Correlation Coefficient of 0.662 and
a p-value of 0.000, indicating a "High Positive
Correlation." This suggests that effective social
network marketing significantly impacts in-
dustry competitiveness, enabling SMEs to in-
crease brand visibility and build authority and
trust.

Website promotion also demonstrates a
Pearson Correlation Coefficient of 0.585 and a

p-value of 0.000, indicating a "High Positive
Correlation.” This underscores SMEs' effective-
ness in leveraging web promotion to boost
website traffic, enhance brand recognition, and
facilitate lead generation, all crucial for com-
petitiveness.

Customer relationship marketing has a
Pearson Correlation Coefficient of 0.762 and a
p-value of 0.000, indicating a "High Positive
Correlation” with industry competitiveness.
This finding highlights SMEs' effectiveness in
enhancing customer satisfaction and loyalty
while facilitating effective targeting and seg-
mentation.

Lastly, brand management exhibits a Pear-
son Correlation Coefficient of 0.871 and a p-
value of 0.000, indicating a "High Positive Cor-
relation.” This suggests that effective brand
management practices enhance brand recogni-
tion, establish brand identity, and build credi-
bility, positioning SMEs competitively in the
market.
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Table 20. Overall Significant Impact of the Social Media Practices of Small and Medium Enterprises
in Masbate Province in the Achievement of Industry Competitiveness

Variable N Mean Std'_ . Pearson_ Sig. (2-tailed) [Description |Interpretation
Deviation [Correlation
Soc_lal Media Practices %0 498 0.36 0.850%* 0,000 High Pos_ltlve _Hl_gh Positive
Variables Correlation |Significant Impact

Table 20 presents the overall significant im-
pact of social media practices of small and me-
dium enterprises (SMEs) on industry competi-
tiveness. The results indicate a strong positive
correlation, with a Correlation Coefficient of
0.859 and a p-value of 0.000, significant at both
the 1% and 5% levels. The null hypothesis is re-
jected, confirming that social media practices
significantly impact industry competitiveness.
A change in the effectiveness of these practices
will directly influence the competitiveness of
SMEs.

SMEs effectively implement social media
practices, contributing to their high level of in-
dustry competitiveness. This is largely due to
their ability to develop platforms with robust
targeting options, allowing them to reach spe-

cific audience segments with tailored market-
ing messages. By leveraging geographic, demo-
graphic, and interest-based targeting, SMEs
create marketing efforts that resonate with the
right audiences, driving higher engagement
and conversions.

The effective use of social media also pro-
vides valuable insights into customer needs
and preferences through audience feedback
and data analytics, which are vital for achieving
organizational goals (Bruce et al, 2023). By
monitoring customer conversations on social
media, firms can gather feedback, analyze en-
gagement metrics, and gain a deeper under-
standing of competitors and the target market,
all crucial for enhancing competitiveness (Som-
polgrunk et al., 2022).

Significant Difference in the Perceptions of Respondents on the Effectiveness of the Social

Media Practices

Table 21. Significant Difference in the Perceptions of Respondents on the Effectiveness of the Social

Media Practices

Independent Samples Test
:;: \L/Jearllif;;‘e\s/;rfiz:\ces T-test for Equality of Means
95% Confidence
F Sig. t df Sig. (2- Mean Std. Error In_terval of the
tailed) Difference [Difference |Difference
Lower Upper
Equal
Effectiven [variances
ess of assumed 0.713 0.401 -0.309 88 0.758 -0.026 0.842 -0.193 0.141
Social Equal
Media variances
Practices |not
assumed -0.275 372 0.785 -0.026 0.095 -0.217 0.166

Table 21 presents Levene’s Test for Equal-
ity of Variances, which assesses the percep-
tions of officers and employees regarding the
effectiveness of social media practices. The test
indicates equal variances, with a significance
value of 0.758 and a test statistic of -0.309, con-

firming that the null hypothesis of equal vari-
ances holds true. Thus, there is no significant
difference in the opinions of the two groups
concerning the effectiveness of social media
practices.
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When calculating statistics with equal vari-
ances not assumed, the test statistic is -0.275
with 37.2 degrees of freedom, yielding a p-
value of 0.785, which is above both the 1% and
5% significance levels. This result supports the
null hypothesis, indicating no significant differ-
ence in perceptions between officers and em-
ployees regarding the effectiveness of social
media practices.

These findings suggest that both groups
share similar views on the effectiveness and
importance of social media practices in achiev-
ing industry competitiveness, despite their dif-
fering roles within the organization. The align-
ment in their opinions may stem from effective
communication of organizational goals related
to social media practices, fostering a common
understanding.

Both managers and employees, involved in
the development of social media initiatives, are
likely to recognize the significance of these
practices for competitiveness. Collaborative
decision-making processes can further align
their perspectives and promote shared owner-
ship of social media strategies.

Training and education on social media
practices can enhance alignment among organ-
izational members by providing a uniform level
of knowledge, enabling employees to share
similar opinions (Absah et al., 2018). Addition-
ally, effective feedback mechanisms allow all
members to contribute to discussions about so-
cial media practices, reflecting shared percep-
tions and facilitating convergence of opinions.

Social Media Practices that Significantly Achieve High Level of Industry Competitiveness
Table 22. Regression Model Summary for the Predictors of High Level of Industry Competitiveness

Model| R | RSquare

Adjusted R Square | Std. Error of the Estimate

Durbin-Watson

1 |0904| 0817 0.806

0.153

1712

1. Predictors: Customer Engagement, Social Network Marketing, Website Promotion, Customer
Relationship Management, Brand Management
2. Dependent Variable: Industry Competitiveness

Table 22 presents the Regression Model
Summary, highlighting the overall fit of the re-
gression model. The R value of 0.904 indicates
a strong correlation between the independent
variables (social media practices) and the de-
pendent variable (industry competitiveness),
suggesting a good level of predictive accuracy.

The Coefficient of Determination (R?) quan-
tifies the proportion of variance in the depend-
ent variable explained by the independent var-
iables. An R? value of 0.817 indicates that
81.7% of the variability in industry competi-
tiveness can be accounted for by the chosen so-
cial media practices. This high value suggests
that the regression model effectively captures
the relationship between these variables.

The Adjusted R?, which accounts for the
number of independent variables, is 0.806. This

indicates that the independent variables ex-
plain 80.6% of the variance in industry compet-
itiveness, confirming a strong fit for the model.
The Adjusted R? value is always less than or
equal to R?, and a value significantly above 0.5
indicates a good fit (Darlington & Hayes, 2016).
The Standard Error of Estimate, which
measures the precision of the model's predic-
tions, is 0.153. This value indicates low disper-
sion of the social media practices around their
mean, suggesting high accuracy in predictions.
The Durbin-Watson statistic, valued at 1.712,
assesses the presence of autocorrelation in the
residuals. This value lies between the critical
values of 1.5 and 2.5, indicating an absence of
first-order autocorrelation in the dataset.
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Table 23. Statistical Significance of the Regression Model: Analysis of Variance

ANALYSIS OF VARIANCE (ANOVA)
Model sumof 1 Mean Sig.
Squares Square
Regression b
J 8700 s 17a2] 7476 °%
1[Residual
1.957 84 0.023
Total
10.666 89

a. Dependent Variable: Industry Competitiveness

b. Predictors: (Constant), Customer Engagement, Social Network Marketing, Website Promotion,
Customer Relationship Management, Brand Management

Table 23 presents the Analysis of Variance
(ANOVA), demonstrating the significance of the
regression model in explaining deviations in
the social media practices' variables. The inde-
pendent variables are statistically significant
predictors of the dependent variable, industry
competitiveness. The F-ratio of 74.76 indicates
a good fit for the overall regression model.

The p-value of 0.000 is less than 0.05, con-
firming that the model is significant at the 95%
confidence level, allowing us to reject the null

hypothesis. This indicates that the regression
coefficients are not equal to zero, confirming a
linear relationship between the social media
practices and industry competitiveness.

The F-test value of 74.76 shows the model's
predictive capability, signifying that there is a
strong linear relationship between the inde-
pendent variables and the dependent variable.
This result suggests that the regression model
effectively explains variations in industry com-
petitiveness.

Table 24. Regression Coefficients for Social Media Practices

Model Sig
B Std Error  |Beta
(Constant) 0.733 0.294 2.49 0.015
0.14 0.087 0.114 1.618 0.009
1 0.115 0.036 0.177 3.149 0.002
-0.086 0.051 -0.117 -1.681 0.007
0.186 0.059 0.252 3.153 0.002
0.409 0.059 0.603 6.907 0

Table 24 presents the Regression Coeffi-
cients for the social media practices' variables.
These coefficients measure the strength of each
social media practice in achieving the depend-
ent variable of industry competitiveness.

The coefficients are statistically significant,
as indicated by p-values that are not equal to
zero. The p-values for customer engagement,
social network marketing, website promotion,
customer relationship management, and brand
management are 0.009, 0.002, 0.007, 0.002,

and 0.000, respectively, all at the 0.05 signifi-
cance level. This demonstrates that these social
media variables are significant predictors of
high industry competitiveness. Consequently,
the null hypotheses for these variables are re-
jected, providing strong evidence that these
practices significantly contribute to achieving
high levels of competitiveness.

The low p-values support the rejection of
the null hypotheses, implying that enhance-
ments in the effectiveness of these social media
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practices will significantly impact industry
competitiveness. Changes in the predictor var-
iables are associated with increased

competitiveness, underscoring the importance
of these social media practices.

Barriers to the Adoption of Social Media Practices of Small and Medium Enterprises
Table 25. Barriers to the Adoption of Social Media Practices of Small and Medium Enterprises

No. Barrlgrs to the Adoption of Social of Social Media N | Mean | std. Deviation Description

Practices

1 Avgllabllle of professionals to operate e-commerce %! 381 0538 Agree
business in the country.

2 Lack of support among employees. 90| 4.36 0.812 Agree

3 Lack of technological resources. 90| 4.28 0.687 Agree

4 'Lack of government' lea.ders a'ctlons in the 9| 414 0815 Agree
improvement of online industries and technology.

5 Infrastructure fqr increasing '|nternet §peed by the 9| 423 1006 Agree
telecommunications companies need improvement.

Grand Mean 90| 4.16 0.772 Agree

Findings indicate a consensus among re-
spondents regarding the barriers to adopting
social media practices. Key barriers identified
include a lack of support for employees (mean
= 4.36), insufficient availability of professionals
to operate e-commerce (mean = 3.81), lack of
technological resources (mean = 4.28), inade-
quate government action to improve online in-
dustries (mean = 4.14), and the need for en-
hanced internet infrastructure (mean = 4.23).
The grand mean of 4.16 reflects overall agree-
ment on these barriers, supported by a stand-
ard deviation of 0.772, indicating homogeneity
in responses, as detailed in Table 25.

The shortage of skilled professionals to
manage e-commerce operations poses a signif-
icant challenge to effective social media prac-
tices, as expertise in data analysis, content cre-
ation, and advertising is essential. Without ad-
equate personnel, businesses struggle to de-
velop engaging content, optimize advertising
campaigns, and analyze performance metrics.
Additionally, employees may resist adopting
social media practices due to a lack of under-
standing of their benefits or fear of change, es-
pecially if they are accustomed to traditional
communication methods. Insufficient support
can hinder implementation efforts, as effective
social media practices require active participa-
tion from employees across departments. If
employees do not see the value of social media

in their roles, their disengagement can limit the
overall impact of these initiatives.

Moreover, internet infrastructure is crucial
for effective social media engagement, encom-
passing both virtual and physical components.
Deficiencies such as frequent outages or slow
internet speeds can hinder user interaction and
negatively impact user experiences, thus re-
ducing the effectiveness of social media efforts.
Addressing these infrastructure shortcomings
is vital for ensuring accessibility and reliability.
Government investment in infrastructure de-
velopment, including broadband networks and
digital technologies, is essential for overcoming
these barriers; a lack of sufficient investment
can restrict network reliability and access to
digital tools, hampering effective social media
practices. To tackle these issues, strategic pol-
icy interventions, proactive government lead-
ership, and partnerships among stakeholders
are necessary to create a conducive environ-
ment for thriving in the digital economy. Tele-
communications companies also face chal-
lenges with aging infrastructure and supply
chain issues, complicating the provision of ade-
quate internet speeds, as noted in Table 25.

Conclusions

This study reveals that SMEs with a longer
duration in business and greater capitalization
effectively leverage social media to enhance in-
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dustry competitiveness. The respondents, pri-
marily from the food and beverage and fashion
sectors, indicate that effective social media
practices—such as customer engagement, so-
cial network marketing, and website promo-
tion—are crucial for increasing brand visibility
and customer interaction. The demographic
profile, including age, gender, and educational
attainment, further supports the strategic im-
plementation of social media, aligning with or-
ganizational goals. Overall, the findings under-
score the role of social media in fostering SME
growth and sustaining competitive advantage.

Recommendations
To enhance social media effectiveness for
SMEs, it is crucial to:

1. Utilize Social Media Early: Encourage early
adoption to build brand awareness and en-
gage with target markets effectively

2. Allocate Resources Wisely: Invest in high-
quality content, social media advertising,
and management tools to optimize reach
and engagement.

3. Set Clear Goals: Define measurable sales
goals and key performance indicators to
track and optimize social media strategies.

4. Understand Audience Needs: Tailor con-
tent to specific industry niches and audi-
ence preferences to build loyalty and trust.

5. Promote Diversity: Foster age and gender
diversity within teams to drive innovation
and inclusivity in social media practices.

6. Encourage Continuous Learning: Provide
training and development opportunities to
keep employees updated on social media
trends and best practices.

These steps align with the research objec-
tives of leveraging social media to enhance SME
competitiveness and growth.
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