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Abstract

Social networking sites such as Facebook, YouTube, Instagram, TikTokhetiées have given
micro, small and medium enterprises the opportunity to innovate their markétatggg. This study
determined the role of social network marketing in micro, small, and megtitenprise (MSME) in terms of
representation, customer engagement, and lead conversion. Using descriptive andtisemigegearch
design, the data gathered came from 260 MSME owners and were tested esirigtide statistics:
frequency, percentage, and mean. Analysis of Variance (ANOVA) was also uselis Re®aled that there
is a significant difference in the representation, customer engagement, and leardicnnmwoles of the social
networking sites when MSMEs are grouped according to size. Utilizing the reftitts current study, a
capstone project or action plan is proposed for implementation in trdetp the micro, small and medium
enterprises in the Luzon area.

Keywords: social networking sites, micro, small andlime enterprises (MSME), representation, customer engagiesh conversion

1. Introduction

The web does not just connect machines, it connects the people. This is theliien@iLisim
Berners- Lee, who invented the World Wide Web. A good example of soethmlatform of connecting
people is Facebook in which photos and videos can be liked, shared, andrdedhon by friends and
viewers. Social network marketing is a committed application wherein they can trafesf@ation, chats,
and images (Behera, et.al., 2019). The use of social networking these daysgipiicant role in the
growth of a business, especially during the time of the COVID-19 pandéh@alevelopment of a broader
and stronger platform such as social networking sites makes the business easilgbteavkithout the costly
set-up cost and transaction cost as in the case of Facebook. Dutingetloé the pandemic, people resorted
to doing business and attending schools in using social networking sitesdiAgdo research, among the 15
biggest Social Media sites in the world (KARL, Aug 2021), Facebook tops havingetiteggrnumber of
users with 2.74 billion users. Despite its popularity, it is not the most visitgd! networking site with 25.5B
monthly visits. Facebook only took ten months to reach a milliorcsibless and only eight years to reach a
billion. India has the most Facebook active users with 290 million and bdliogedd by US which has 73%
of the active user login daily. While, the Philippines ranked sixth in the worldanétimd 76 million users
(Rodriguez, 2020). Second in social network site is YouTube with an impr@sadvactive billion users.
YouTube may be second to Facebook in active users but has a massivig msihth SNS of 34.6 billion.
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This is because everyone can enjoy YouTube’s contents whether they’re registered users or not. Some facts
regarding YouTube are: 80% of Youtubers of parents say their children M@idlube videos, only 19% of
parents say that their children do not watch YouTube, and more tharfi pateats said their children
watched YouTube at least once a day (Auxier, et.al., 2020). Then on thepttirdis have WhatsApp with 2
billion active users all over the world. WhatsApp was founded in 2009 bfotwwr Yahoo employees and
its goal was not to be an instant messaging but rather to show people’s “statuses”. The number of WhatsApp
users in the Philippines reached 500,000 active users (Degenhard, 2@ )n the fourth and fifth spots of
the social networking sites are Facebook Messenger (1.3 billion active uselrsdtagdam (1.2 billion active
users), consecutively. “Social media is the content created by users, it is a collaboration of people who share
ideas and opinions” (Venkateswaran, et.al., 2019 this study, the locale of the study will be the NCR and
CALABARZON area.

The Magna Carta for MSMEs was ratified by legislation in Philippines Congress irn§291
Republic Act 6977 (Tibaldo, 2019). This law aims to help and promotes MSM&vtdop Filipino
entrepreneurship. They are supported by several government agencies sacheahrtblogical Education
and Skills Development Authority (TESDA), the Department of Trade and Indistiy, the Department of
Science and Technology (DOST), and others such as schools and univ@risiek, 2019). The micro-
enterprise is defined as any business activity or enterprise whether single preipefartnership or
corporation whose total assets of not more than 3 million pesos for imétveeen 3 million and 15 million
for small, and 15 million to 10 million for medium enterprise (TibaRkiail9). In 2020, the Department of
Trade and Industry posted a total of 957,620 business enterprises opiertttagngountry of which, 952,969
(99.51%) are Micro Small and Medium Enterprises and 4,651 (0.49%) are lsgg@rieas. Microenterprise
shows 88.77% (850,127) of total MSME establishments. Followed by small a#d(®851.26) and medium
enterprise at 0.49% (4,716) (PSA, 2020). Then in sectoral distribthi®tgp five sectors were: Wholesale
and Retail Trade; Repair of Motorcycles and Vehicles got 445,386; followed by Accommaatadié-ood
Services Activities got 134,046; third is Manufacturing got 110,916; while omththfplace is Other
Services (Wellness, repair of household goods, funeral and related activitiespfepaiputers and
communication equipment and other Personal Services Activities) with 62,376; and Finanbiauazwice
Services got 45, 4458. The said industries accounted for about 83.77% of thartdial of MSME
establishments. In a per region distribution: NCR tops in MSMEs with 20121230%), followed by the
Region 4-A (CALABARZON) with 139,363 (14.62%), on the third spdRégyion 3 (Central Luzon) with
111,262 (11.68%), on the fourth spot is Region 7 (Central Visayas) wBBB(.03%). The top 5 areas sum
up 60.33% of the total number of MSMESs in the country. The concent@tMSME is largely associated
with economic activities, infrastructure, and population size (PSA, 2020).uffentstudy determined the
sizes of Micro, Small, and Medium enterprises in the Luzon area and the roles aff&hittes in using
social network marketing. The main objective of the study is to identify the$atbiat influence owners to
select a social networking site (Facebook, YouTube, Instagram, etc.) forubisiess, particularly, to
determine the role of social network marketing differs when the enterprises goedjere according to
sizes. Consequently, a capstone or action plan was formulated, providing &toanm potential
countermeasures to the issues and challenges identified in the current research studfyti@ocoacerns
also in using social networking sites are viruses, phishing and malware thatseant llemany forms such as
making the SNS portal that looks very identical to Facebook, Twitter, and Google+.

Significantly, the succeeding research gaps would be filled by this paper3dédreed impact and
basis for conducting the study were developed as follows: First, the study is belgniéidant as it defines
how different merchandise in the Luzon area were being marketed and represesrad of MSME size.
Representation signifies the branding and appearance of the business thgtasibedtated (Bodnar, et. al.,
2011 discussed by Abalos, 2020). Secondly, it tackles customer engagemert sumial networking site is
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user-friendly to its customer then it can create a large amount of custagagearent with business
(Tsiotsou, 2019). On the third role of social network marketing isdeadersion, realizing how a
commercial or advertisement generates boosted attention and queries from the custandémng segosted
product or service, which is called Lead Conversion (Abalos, 2020)l nswer the research gaps and the
significance of the study, but it will focus more on answering the question, “How marketable is a product
putting it into the social media regardless of its size. This question will be answéhedsitudy with the help
of a literature review, application of the conceptual and operational framewarkngef hypothesis,
statistical analysis, and conclusion and recommendation. The current study alite ienpfoponent as the
proponent is also a micro-enterprise owner. Moreover, this study helpsr@ssidd one of the United
Nation’s Social Development Goals which is Decent Work and Economic Growth.

As the new normal evolves due to the COVID-19 pandemic, social media plays actesjoitine
lifestyle of many people. These changes in the work and school setting, devepyhidd work or school
set-up which gives people more flexibility and security from the threat of beafgCOVID-19. Social
media also innovates its platforms from a typical posting of videos and pghajomg live in your video and
having several effects in your photos to be used as a social network martetimusinesses in the forms of
micro, small and medium enterprise (MSME) need to adjust accordintjlg fmandemic situation as the
actual selling in some stores was merely prohibited and regulated by the looatiand| government (CNN,
2020). Social media becomes very essential (Allen, 2019) and a hit in businessegtbaliftéfent effects
and innovations in order to showcase their products. Therefore, this reseaychims to establish the effect
of the use of social networking marketing to enterprise (MSME) differ wreeartterprise are grouped
according to sizes with the participation of owners in Luzon area. The redasadre gathered from 260
owners, and be tested with Analysis of Variance. Statistical tests reveal the size of M&M&le, ¢if social
network marketing in terms of representation, customer engagement and leadioon and the significant
difference in the role when grouped according to size.

1.1.Conceptual Framework

The conceptual framework of this paper was adopted from the study ofsARAR0) entitled,
“Social Network Marketing of MicroSmall and Medium Enterprise in the Province of Tarlac”. The study
described the profile of Micro, Small, and Medium Enterprises (MSMES); the participhtemers in
social networking sites (SNS); their role in representation, customer engagement, aaeasion; and the
challenges encountered by owners and customers in using Social Network MabBxatenghowed that they
have traded items like shirts and bags with an initial investment of P10, 001-G05@;th most respondents
operating for 6 months to less than two years for those MSME ownerg iliviFarlac province.

In the study of Abalos (2020), respondents included both consuntmngerprise owners. Facebook is
being favored by consumers and MSME owners as their SNS as they haveibgédnfar one to three years.
Considerably, both the owner and consumer respondents presented samdirfiyivacy concerns in the
utilization of SNS. The consumers reported that they mainly visit sites to éngl@ut prices and to shop
online while the owners used it to boost their marketing strategy. The owrieesl dhat they agree on the
benefits of refining social media representation, customer engagement, and leadiconDespite these
benefits, the MSME owners recognized problems in their use of SNS mostimthet of time needed in
managing the pages, and the risk of inappropriate behavior such as imtiersand bullying.
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1.2.Operational Framework

While the study of Abalos (2020) focused on the owners and consumgms province of Tarlac, this
study was conducted in the areas of Luzon area and in particular, the MSME @enae that use social
network sites as the form of a marketing campaign. This study is guidbd bperational framework posted
in Figure 1 which illustrates the roles of social network marketing in termspoésentation, customer
engagement, and lead conversion and the test of significant differences when MS§tBugr according to
size.

SIZE ROLE OF SNM

Customer
Engagement

Figure 1. The Operational Framework of the Study

The contribution of this study is to determine if the roles of social netweaniketing to MSMEs differ
when the MSMEs are grouped according to size. The size of MSME beingretédere is according to
Magna Carta for MSME or Republic Act No. 6977 (Tibaldo, 2019). Accortliran article (Konitzer, 2021),
representation can greatly influence one’s business and can make one unique from its competitors. Customer
engagement means that customers trust a brand, become loyal to éelarek€itement about brand (Bansal
2016). There is another chance that the customer will eventually contact the MSMEaad/ely again their
products or services. The last variable is the lead conversion in which there is ladi@steéon and inquiries
given from customers to a particular service or product (Abalos, 2@Mer articles consider lead
conversion as a sales and marketing process that involves converting leadsrieoketing-qualified lead to
a sales-qualified lead in order to become a customer (Bretous, M., 2021).

1.3.The Research Objectives

Reiterating the main goal of helping MSMEs with the use of SNS, this study specificadly siraddress the
following research objectives:

1. To determine if the representation role of social network marketing to MSME diffens they are
grouped according to size.

2. To determine if the customer engagement role of social network marketing t& Mi#fsts when they are
grouped according to size.

3. To determine if the lead conversion role of social network marketing MSNgtglifhen they are grouped
according to size.
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1.4.The Research Objectives
As such, the following hypotheses were tested:

Ho1: There is no significant difference in the representation role of SNM to MSMESs teare grouped
according to size.

Hoz; There is no significant difference in the customer engagement role of SNM to M@h&Esgrouped
according to size.

Hos: There is no significant difference in the lead conversion of the SNM to MSMigswiken grouped
according to size.

2.0 Methodology

The current study utilized a descriptive comparative research design by conduetiegrch survey
using a structured questionnaire from a published research study by £8#0% The proponent tested the
significant difference in the role of social network marketing such as representasitomeuengagement,
and lead conversion when MSMEs are grouped according to size. Thg sy conducted among 260
owners with 130 respondents representing micro-enterprises, 66 respondeatt emterprises, and 64
respondents in the medium enterprise. The classification of MSMEs is based o G&tp for MSMES.
Table 1 shows the questionnaire specifications of the measures including theesgt@iedumterpretation of
the mean results to be used

Table 1. Specifications for Measurement variables@eatd the instrument for owners

Variables Number of items and sequenct 5-point Likert scale Mean interpretation

Representation 5 2-6 Strongly Disagree (1) Very low 1.00- 1.80

Customer 5 641 Disagree (2) Low 1.81-2.60

engagement/Network Neutral (3) Moderate 2.6% 3.40

Lead Conversion 5 1247 Agree (4) High 3.41-4.20
Strongly Very high 4.21-5.00
Agree (5)

The instrument has four components. The first part consisted of one gueddietermine the dependen
variable which is the MSME size. The second part is comprised of five questiiiamrding representation.
The third part is comprised of five questions regarding customer engag@mefdst part consisted of five
questions regarding lead conversi®he instrument underwent a reliability test. Before the actual data
collection, the measurement instrument was pilot tested on randomly selected 3@ewrtspdrable 2 shows
the results of the reliability test utilizing Cronbach Alpha which resulted in 0.88®6,0and 0.856) which are
all acceptable because it is above 0.7 (Taber, 2018). All questions usiscsindly have been found valid
and reliable and none of them were removed nor replaced
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Table 2 Cronbach Alpha Findings

Variable Cronbach Alpha Results
Representation 0.0809

Customer Engagement 0.836

Lead Conversion 0.856

The questionnaires were distributed via Google forms the link to which was postedhindtace
communities in which the proponent is a member. As an alternative, hard copiesjoéstionnaire were
also distributed to MSME owners mostly from the areas of the National Capital Regidhe rest of Luzon.
The data was analyzed using statistical tools such as frequency, percentage andtheeproéiles of
MSMEs and initial investment. A composite mean was also established to indicate the overaerespon
representing on the three (3) variables in the use of social network marketifitipredly, the study usk
analysis of variance (ANOVA) to test the difference in the role of social netvgoskties when enterprises are
grouped according to size.

3.0 Results and Discussion
3.1 Descriptive Statistics
Size of the enterprise
Table 3 shows the size of the enterprises. There werel30 micro-enterprise whdighivadent to B

percent of the population while, there were 66 respondents from small entespdseding to 25.4% of the
population, and lastly, there were 64 medium enterprises 24.6% of thiatmopu

Table 3 MSME Distribution according to Size

Enterprise Frequery Percent
Micro 130 50.0
Small 66 254
Medium 64 24.6
Total 260 100

Based on the results of Table 3, it is expected that the micro-enterprise will haighte h
population compared to the other enterprise even if it is just in Luzon as the&g&dpast 2020 that they
registered 850,127 micro-enterprise establishments or 88.8% of the total MSME lestaigsall over the
Philippines (DTI, 2020). Other research also tops the micro-enterprise hadtdodwed by Small having
43% of the population and 12% for the medium enterprise of the popullitte et.al., 2018).

3.2 The representation, customer engagement, and lead conversiori sotgalaetwork marketing
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Table 4 shows the representation role of SNM to MSME which revealed a compositeatirepofr4.13
being interpreted as high. This means that MSME regard representation to sodoesidess. The highest
meanrating of 4.13 is interpreted as high, is on the statement “I can edit anytime any posted ads”. While, the
lowest mean ratin of 3.78, also interpreted as high is on the statement “My business looks professional just
marketing my products on my different social networks. With a composite afetat3, this indicates that
the enterprise can help them in making their firms represented in the rhithdsamnsumer. According to a
study, marketing workers who share their images are engaging aratingdh built on social representation
theory (Cluley, et.al, 2019).

Table 4 The Representation Role of SNM according to MSMEnéns

Representation Mean Interpretation
| can save more money in advertising by using social 4.18 High
network rather than traditional way
| can easily reach larger audience of social media bgers 412 High
easily increasing my target market '

. . . . 3.78 High
My business looks professional by just marketing my
products on my different social networks
It takes a few click$o post my business 4.25 High
| can edit any time my posted ads and also post newoads 4.32 High
my business.
Composite mean 4.13 High

Table 5 below shows a tie score with a mean of 4.19 on the items indicating tbatesgscan contact the
owner whenever they want and can easily get customer feedback abobtisivess and can easily target the
right group of people for their posted ads. With the composite wiedri3, the respondents agree with the
item that indicates that they trust the brand of the MSME owners after seeimgnisfand followers can
easily increase after seeing the ads, and can easily give informationsédowho need more details and
answer them immediately whenever they like MSMEs owner’s ads. Based on the study, customer engagement
is associated with trust or being trustworthy as any effort to buildwilldirectly result in higher customer
engagement (Santini, et.al., 2019) Based on an article (Bump, A., 2021)p6ladelthe best platform for
small businesses due to it can build a business profile that includes links to th&tesvahd details about
their business. Once their profile is set up, owners can regularly post stadnets can like, share, and
sometimes give reviews about their services and products (Bump, 2021).

Table 5 The Customer Engagement Role of SNM according to M&MIBers

Customer Engagement Mean Interpretation

My clients can easily contact me anytime they want and ¢ 4.19 High
easily get customer feedback about my business

| can easily target the right group of people forbmmginess 4,19 High
by the increase of inquiries of my posted ads.

| can easily give additional information to those wieed
more details and easily answer inquiries about my postec
ads.

High
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My number of friends and followers can increase
immediately when they like my ads.

| can easily build trust in my brand faster by seeing
customers who like my business

Composite mean

4.03

4.00

4.11

High

High

High

Table 6 shows the lead conversion role of SNM to MSME. Most MSME owners agatatdhal network
marketing can help their business in terms of referring their friends, ggettime visitors to their physical
stores, getting more sales from social media than the traditional ones, and bettenpghefilésey started the
social network marketing, gaining a composite mean of 3.56.

Table 6 The Lead Conversion Role of SNM according to MSME Owne

Customer Engagement Mean Interpretation
My customers are willing to order to me directly 35 High

| get more sales from social media than other traditiads  3.44 High

| earn a better profit when | started to use socialianed 3.23 Moderate

| got more visitors to my physical store after usimg 3.53 High
different social networking sites.

More and more customers are referring me to theimdse 4.08 High
Composite mean 356 High

According to research by ASCEND (2020), social media is the number orgefierating leads for
marketers having 55% to building their relationships with their audiencksuamng them into customers.
Marketers also have high success rates in turning audiences into customergiwitrelisites having 43%

and email automation efforts with 42% (Ascend, 2020).

3.3 The significant difference in the roles of SNM when enterprises are graopedling to size

Table 7 shows the result of the test of difference regarding the three roles of&@hdly representation,
customer engagement, and lead conversion. In terms of the representationerateedibm enterprise
registered a mean of 4.35 while the small enterprise has a mean of 4i@2renchicro-enterprise got a mean
of 3.98. With a p-value of 0.00, this indicates that there exists aisatidifference in the aforementioned

role of SNM.

Table 7 The significant difference in the roles of SNM wherterprises are grouped according to size

Profile Mean F Interpretation
value
Representation ~ Micro 130 3.98
Small 64 4.22 8.906 Significant

Medium 66 4.35
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Customer Micro 130 3.8477

Engagement Smél 66 4.4182 50.835 .000 Significant
Medium 64 4.3281

Lead Conversion Micro 130 3.8662
Small 66 3.2121 55.a15 .000 Significant
Medium 64  3.3000

Referring again to Table 7, regarding the customer engagement role of SkllMestarprise registered a
mean of 441, micro-enterprise has a mean of 3.8477 and medium enterprises got a A&an \W/ith a p-
value of 0.00, this indicates that based on the size of the micro-enterprisgsetbeiition of the customer
engagement role of SNM significantly differs.

In the lead conversion role, still as illustrated in Table 7 above, the micro-enterprisehakiahmean of

3.867 got a significantly higher lead conversion compared to the smajprsgerith a mean of 3.21 and
medium enterprise with a mean of 3.30. Wath-value of 0.00, this indicates the lead conversion role of the
SNM differs across the 3 sizes of enterprises considered in the study

3.4 Conclusion

1. The hypothesis & stating that there is no significant difference in the representation role of Sk of
Social Network Sites to MSMEs when they are grouped according to size is rejectattlitiona the
representation role of SNM is significantly perceived highest by the medium enterprises.

2. Hoz stating that there is no significant difference in the customer engagement tfudeSafcial Network
Sites to MSMEs when grouped according to size is rejected. Furthermore, threesusngagement role of
SNM is significantly perceived highest by the small enterprises.

3. Hos stating that there is no significant difference in the lead conversion rdie &ocial Network Sites
to MSMEs using social networking when grouped according to size is alstedej@onsequently, the lead
conversion role of SNM is significantly perceived highest by the micro.

3.5 Recommendations

The medium enterprise may continue adopting social network marketing asriteslie representation
of their enteprises in the consumer’s mind. Medium enterprises build the right presence by choosing the right
application or network and not just selecting any platform because it is popatamstance, the right
platform should consider the nature of the targetkmathe nature of the company’s products and the
resources available to the company. If the items being sold are expensivedibenrenterprises may use
hashtags in the post so that when clicked the consumer is directed to the peddgiqghromoted. Boosting
posts is also recommended by addressing the right audience or markat the titem being sold becomes
easily searchable.

Furthermore, this study revealed that the customer engagement role of steiaiknmarketing is
significantly perceived highest by small enterprises. Small enterprises may engage in stoik n
marketing that provides engaging content. One good example of engagingt éerieem selling, wherein
customers can immediately ask about the price, minimum order quantétity of the materials, freebies
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such as discounts vouchers and free deliveries, and many more. In thex,ncastomers build trust with the
seller or owner of the business.

In addition, the findings of this research revealed that the lead conveskgasf social network marketing
is perceived as the highest among micro-enterprises. The micro-enterpriseagagy & social network
marketing strategies that convert inquiries into sales. This may include SNM applications thapreaitiky
available question-and-answer features which is a remedy on occasions that MSM& ayeradfline while
the consumer is searching for information. The MSME owner must alsatéeeapture the right market. One
good example is providing a community or group page wherein gwrsteferrals of others community
members can lead to identifying seller options.

3.7 Limitations of the research

The study did not consider the differences in the media platformbystbhe enterprises. Studies in
the future may include at least the top 5 most used commonly social netwsitkBigrhe researchemsable
to send survey questions for MSMEs in the Visayas and Mindanao, howegés,time constraints, these
were not included in the analysis.
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