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ABSTRACT:  

The purpose of the study was to find the dependency reasons on the use of social media by micro-

businesses.  It aimed to pinpoint the important differences in the respondents' evaluations.  There was a 

descriptive survey methodology employed.  Owners of small businesses made up the study's respondents.  

The researcher employed a self-administered questionnaire using quota sampling.  Because the samples 

are rare and not well accounted for in terms of population, they were selected using non-probability 

sampling. This study used the Social Media Engagement Theory as the underlying framework.  In the 

conceptual framework, the variables tested in this study are compatibility, relative advantage, ease of use, 

and perceived usefulness. The findings showed that small businesses rely heavily on compatibility and 

perceived usefulness when implementing social media into their daily operations.   Micro establishments' 

embrace of social media can be explained by their relative advantage, effective methods of managing their 

goods and services, and assistance with rapid data collection and analysis.  Microbusinesses use social 

media and rely heavily on it because it's so user-friendly.  Owners describe social media as being extremely 

important to them because it helps them do tasks faster and supports important areas of their work, such 

as handling emergencies. 

 

KEYWORDS: compatibility, ease of use, perceived usefulness, relative advantage, Social Media 

Engagement Theory 

 

1. Introduction  

 When the global epidemic struck, everything started to fall apart. People's jobs are beginning to go, their 

health is deteriorating, and there is less food on the table. The pandemic's consequences have been felt 

widely, particularly in the Philippines, a third-world nation.  In an attempt to make more money to support 

themselves and their loved ones' basic needs, people began to break medical and safety regulations.  Due 

to the economic downturn, employers were forced to fire a large number of workers, which increased the 

number of Filipinos without jobs. 

Thankfully, technological advancements have continued over time. During this situation, technology plays 

a big part, especially when communication with others is restricted. It makes progress possible in areas 

like contactless food delivery, internet commerce, and continuing education courses.   Filipino small 

company owners have discovered inventive and imaginative ways to monetize technology.  People with a 

business mindset began using their social media profiles to sell anything they could think of.  The nation 

started to see a growth in online sales. 

Social media is a digital communication platform that can be utilized for online marketing.  It was designed 

specifically to offer a simpler substitute for traditional snail mail in order to facilitate effective and efficient 
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communication between individuals.  Social media networks evolve over time. People can now 

communicate in real-time with friends and family in the comfort of their own homes thanks to these 

sophisticated capabilities, which enable the exchange of photos, videos, and the like. Social media has 

developed into an advertising tool because individuals continuously discuss their preferences, which range 

from food to clothes. 

    Due to the widespread use of social media, companies of all sizes are now utilizing a variety of platforms 

to reach and retain their clientele.  Facebook, Instagram, Twitter, YouTube, and TikTok are among the 

social media platforms that many Filipinos are most accustomed to using.  As can be observed, most 

businesses use several application platforms in their daily operations. Therefore, the researcher set out to 

determine the reasons for small businesses' dependency on social media adoption, especially in the food 

service sector. 

 

1.1.Problem Statement of the Study 

This study attempted to find out the dependency reasons of micro-businesses in adopting social media 

platforms in their commercial operations.  Here are the subproblems that the researcher tried to answer for 

this research: 

1.1.1 What is the profile of the respondent companies as to: 

1.1.1.1 Nature of operations 

1.1.1.2 Number of years in business 

1.1.1.3 Number of employees 

1.1.1.4 Type of food being sold 

1.1.1.5 Social media frequently used? 

1.1.2 What is the level of dependency of micro-businesses in the food service industry on social 

media: adoption as to:  

1.1.2.1 Manageability 

1.1.2.2 Relative advantage 

1.1.2.3 Ease of use 

1.1.2.4 Perceived usefulness 

1.1.3 How significant are the differences in the level of dependency of micro-businesses in the food 

service industry based on reasons of manageability, practicability, compatibility, and 

consistency in the adoption of social media when grouped based on company profile? 

1.1.4 What are the drawbacks of the adoption of social media platforms among micro-businesses 

in the food service industry? 

 

1.2.Significance of the Study 

The main purpose of the study was to discover the dependency reasons of micro-businesses in the food 

service industry on the adoption of social media platforms in their business operations.  Hence, the results 

of this study would be beneficial to the following groups of people: 

 

1.2.1 Food Service Industry 

The results of this study may help the food service sector market and reach specific customers with their 

food products, thanks to social media networks. Every platform has a unique advertising campaign and 

delivery method that can be used to connect with its intended clients. For food service firms looking to 
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gain more clients and increase conversion rates leading to more profit, this is a tremendous alternative.  In 

this sector, social media moderation promotes orders and sales, builds leads, raises brand exposure, and 

fosters deeper interactions with both present and future clients. 

 

1.2.2 Micro-business Owners 

The findings of this research could benefit micro-business owners.  Social networking can be a valuable 

tool for small business owners looking to boost sales, improve customer service, and establish their brands.   

Small businesses can increase website traffic by utilizing social media networks.  Posting content on their 

feed that gives users a preview of what the company offers will pique their interest and make them want 

to learn more. This study can help small business owners define their target market and use aggregate data 

by utilizing social media platforms like Facebook and Instagram. Small businesses that already use social 

media are probably aware of this, but those who believe they can ignore it could be losing out on potential 

customers and leads who could be interested in their goods and services. 

 

1.2.3 Social Media Platform Providers 

The advantages and drawbacks of using social media by small businesses can be disclosed in this study.  

The social media platform providers can make improvements to their usefulness to businesses in areas of 

brand awareness and visibility, cost-effectiveness in advertising and promotional activities, as well as 

increased online conversions such as sales and leads, and improved loyalty and advocacy.  Similarly, 

providers may get some helpful information in making their platforms more accessible and beneficial in 

providing assistance to small business proprietors.   

 

1.2.4 Food Service Customers 

The study's findings may reassure customers that they can rely on the owners of the food service 

companies they frequently buy from, and that the quality of the food will always be the same. Transparency 

can be effectively established through social media accounts. It is always a good idea to encourage 

customers to share photos and reviews of their experiences on social media. Social media content is a 

fantastic way for users to get interesting and timely information that keeps them informed. Having access 

to up-to-date information enables customers to make wise purchasing decisions. 

 

1.2.5 Future Researchers 

In the case of future researchers, they can understand the key gains and drawbacks small businesses 

experience from the use of social media.  They can try to discover the impact of social media on customer 

connections, sales, stakeholder engagement, customer happiness, and customer acquisition. It could be 

interesting also for them to research social media's impact, social media adoption difficulties and 

antecedents, social media strategy, social media usage, and social media effectiveness measurement. 

 

1.3.Theoretical and Conceptual Framework 

This research applied the Social Media Engagement Theory.  The idea that people connect and actively 

participate in social media platforms to engage with content is known as social media engagement theory. 

This can include sharing, liking, commenting, and other interaction mechanisms that let people 

communicate their thoughts and feelings about the content they come across. Additionally, there are a 

variety of factors that can affect how active a person is on social media. The platform itself, the kind of 
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content being shared, and the user's individual traits and incentives can all be examples of these. Social 

media is beneficial to businesses since it not only meets user requirements and interests but also fosters an 

engaged audience for marketing and advertising purposes [1].  The technical features are the subject of 

this study which has been assumed to be the reasons for micro businesses' dependency on social media.   

 

Fig. 1 Conceptual Paradigm of Dependency Reasons on Social Media Adoption 

 
 The variables tested in this study are compatibility, relative advantage, ease of use, and perceived 

usefulness. It has been noted that social media is used by small firms as a strategic marketing strategy to 

increase performance. Micro-businesses can enhance their business sustainability by using social media 

tools to strengthen customer interactions, brand image, and information sharing. These days, the majority 

of small business owners use social media for efficient communication, despite having little technical 

know-how and resources. 

 

1.4.Scope and Limitations 

     The study's primary goal was to ascertain the reasons that lead micro businesses in the food service 

sector to depend on social media platforms for their business operations.  The researcher limited the scope 

of the investigation to micro-business proprietors of the food service industry operating in metropolitan 

areas.   Eighty (80) business owners were used as respondents.  For the primary data, the spread of self-

administered survey instruments was the extent of the data collection.  The study employed secondary 

data sourced from books, journals, periodicals, and online resources.  In July 2022, the researcher had a 

one-month interval to gather her data. The study's descriptive research strategy made use of quantitative 

methodology.  Quota sampling was the technique used to select business owners for the sample. Quota 

sampling is a non-probability sampling technique where a researcher selects convenience sampling of 

people who are representative of the population. The Statistical Package for the Social Sciences (SPSS) 

20 was utilized by the researcher to analyze the raw data.       
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1.5.Review of Related Literature 

Social media, such as Facebook, Messenger, Twitter, Instagram, and TikTok, have grown significantly in 

the last ten years and are now seen as a critical strategic component of an organization's ability to compete 

and survive [2]. The adoption of social media by businesses transforms their client interactions [3]. 

Interactivity and user-generated material are hallmarks of social media, which allow businesses to engage 

with customers and monitor shifts in the market.  

Social media may help businesses learn how their consumers' requirements change and how to innovate 

and react quickly to market shifts [4, 5]. It can also help businesses share information and knowledge with 

customers [4]. Through the improvement of product awareness and the dissemination of information 

through word-of-mouth, social media can directly raise demand [6]. The business models and value 

creation processes of traditional sectors, including branding, innovation, and customer relationship 

management, have undergone significant changes due to the rise of social media [5, 7]. 

Building sincere relationships with customers humanizes brands and forges a trusting connection. Over 

time, this link has the potential to sustain client loyalty and boost revenue.  Social media also assists 

businesses in tracking and receiving feedback so they may make the required operational improvements 

[8].  Social media has evolved into a platform for customers to communicate information on the value that 

businesses provide them with as clientele.  

Among the greatest inventions of the new millennium is social media. Even though it was an idea twenty 

years ago, it has made its way onto almost everyone's radar in a short period of time. Given how social 

media is altering life, it should come as no surprise that various business industries have also had a 

significant impact on the economy.  Some of the industries that benefit most from social media are those 

in fashion, technology, music, and food-related ones.   

Research needs to be updated in order to support small- and medium-sized businesses in efficiently 

adapting to the rapidly changing nature of business and the environment in which they operate [9]. Using 

social media to maintain a high level of productivity and enhance performance is one of the biggest 

problems.  

Social media has developed into a strategic and inventive instrument for information sharing and 

establishing profitable, long-lasting relationships with customers [10, 11]. Large businesses have 

embraced social networking apps because of their efficacy in improving corporate performance and 

gaining a competitive edge [12]. Social media has been used by large companies for networking with 

possible partners, market penetration, and promotions [13].  

Just recently it was revealed that only thirty percent of SMEs have embraced and utilized these cutting-

edge technologies in order to achieve sustainability. Furthermore, research indicates that SMEs in 

developing economies have a poor adoption rate of social media [14]. 

Conversely, in the Philippine setting, small enterprises are faced with constraints that hinder their potential 

to develop and grow in the competitive business environment.  Although confronted with barriers such as 

heavy electrical bills, overly restrictive government regulations, high taxation, and never-ending 

corruption, the use of social media paves the way for a lot of business opportunities [15].  Notwithstanding 

the fruitful potential of social media for organizations, there is a lack of understanding of the reasons why 

organizations use social media, particularly micro-businesses.   

Compatibility is referred to as "the degree to which an innovation is perceived as consistent with the 

existing values, past experiences, and needs of potential adopters"[16]. New technology innovations that 

don't align with the social and cultural norms of businesses may find it difficult to adopt and use [17]. 
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Small and medium enterprises (SMEs)can now use new technical innovations as creative tools. It was 

concluded that SMEs' adoption of new technology is significantly influenced by compatibility.  

Furthermore, earlier research has demonstrated that compatibility has a significant impact on the adoption 

of technological innovation [18]. 

On the other hand, a relative advantage is the extent to which a prospective adopter believes innovation to 

be superior to the alternatives. The authors further mentioned that perceived relative advantage is a 

determining factor that may affect new technology adoption decisions [19].  It is stated in one study that 

SMEs will adopt new technology innovation if they feel it will be helpful to the firm in terms of 

performance and sustainability [20].  

Ease of use and perceived usefulness of technology are conceptualized by the Technology Adoption Model 

(TAM) as predictive of new technology's acceptance and attention [20]. Perceived usefulness is defined 

as "the degree to which a person believes that using a particular system would enhance his or her job 

performance" [21]. It was argued that perceived usefulness and perceived ease of use are the most 

significant predictors of technology adoption [22]. 

Even though social media presents a wealth of options, a growing number of occurrences indicate that 

social media does, in fact, have a "dark side." Former Facebook executive Chamath Palihapitiya has 

expressed remorse that some of the tools he helped develop "are ripping apart the social fabric of how 

society works" [23]. 

 

2. Methodology 

The research design of the study was a descriptive survey with quantitative research.  Serrano (2016) 

recommended conducting a descriptive survey to collect information regarding the situation as of right 

now. Using a descriptive survey approach, it was possible to learn about the dependency reasons of micro-

businesses in their adoption of social media in their firm’s operations. Respondents to the study were 

owners of small businesses in the metro.  Using a self-administered survey questionnaire, the researcher 

used three hundred nine (399) business owners who were selected randomly.   

Three (3) components made up the instrumentation used in this investigation.  The nature of operations, 

number of years in business, number of employees, type of food being sold, and social media frequently 

used are in the first section of the study instrument used to profile the respondents' demographics. Using 

16 items the second section attempted to identify the reasons for small businesses on their dependency on 

social media under the variables of compatibility, relative advantage, ease of use, and perceived usefulness.  

The compatibility and relative advantage items for the survey instrument were adopted from a previous 

study [19]. While the items for ease of use and perceived usefulness were taken from research undertaken 

some time ago [20].  

Each item was scored on a four-point Likert scale according to the following: 

Scale  Weighted Mean  Verbal Interpretation  

4 3.26-4.00 Highly dependent 

3 2.51-3.25 Moderately dependent 

2 1.76-2.50 Less dependent 

1 1.00-1.75 Not dependent at all 

Ten (10) respondents who are microbusiness owners were utilized to validate the survey instrument and 

test the variables that the researcher used in this study.  A typical interpretation of alpha for questions 
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utilizing dichotomous alternatives or a Likert scale is presented here. The results of the Cronbach Alpha 

analysis for dependency reasons on social media of small business owners were as follows: 

 

Table 1 Cronbach Alpha and Dependency Reasons in the Use  of Social Media 

Dependency 

Reasons 

Cronbach’s 

Alpha Values 

Internal 

Consistency 

Interpretation 

Compatibility 0.81 Good 

Relative advantage 0.75 Acceptable 

Ease of use 0.76 Acceptable 

Perceived 

usefulness 

0.94 Excellent 

 

According to Table 1, every component contributing to the dependency reasons was larger than the alpha 

value of 0.70.  This suggests that the subjects covered by the test items were similar, as evidenced by the 

test's highly correlated and consistent components.  As a result, it stands to reason that every survey item 

might be seen as a gauge of small business owners' dependence on social media. 

The frequency and percentage were used for the first statistical analysis sub-problems 1.1.1 and 1.1.4. In 

subproblem 1..1.2, the mean was used by the researcher. In order to determine the significant differences 

in small business owners' dependence on social media when categorized based on their business type, 

number of years in operation, number of employees, type of food sold, and frequency of use of social 

media, the research employed Kruskal-Wallis test for sub-problem 1.1.3. Version 28 of the Statistical 

Package for the Social Sciences (SPSS) was used to test the study's data collection. 

 

3. Results  

The investigation's findings are displayed in tables with analyses and interpretations supported by 

pertinent research. 

 

Table 2 Respondents Profile 

Profile of Respondents  Frequency Percentage 

business type Quick service  13 16.3% 

Full service  2 2.5% 

Street stalls and 

kiosks 

22 27.5% 

Bars and cafes 9 11.3% 

Online delivery 

food 

34 42.5% 

number of years 

in operation 

Less than 1 

year 

38 47.5% 

1-3 years 35 43.8% 

4-6 years 4 5% 

7 years and up 3 3.7% 
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number of 

employees 

1-3 65 81.3% 

4-6 14 17.5% 

7-10 1 1.2% 

type of food 

sold 

beverages 20 25% 

sandwiches and 

other snacks 

30 22% 

baked goods 

and desserts 

14 17.5% 

heavy meals 12 15% 

frozen foods 4 5% 

raw produce 6 7.5% 

frequency of 

use of social 

media 

Facebook 65 81.3 

Instagram 13 16.2 

TikTok 2 2.5 

 

     Table 2 displays the frequency and percentage of the respondent's demographic profile. Eighty (80) 

micro-business owners or 80% of the sample, answered. Thirty-four (34) respondents (or 42.5%) are 

owners engaged in online delivery of food.  Based on the number of years in business, it was found that 

most are newbies with less than a year of operation, 38 out of 80, or 47.5 %. Out of the total responders, 

sixty-five (65), or 81.3% have only one (1) to three (3) employees working with them. Most of the food 

items they sell are sandwiches and other snacks with thirty (30) owners or 22% of the total sample.  While 

sixty-five (65) or 81.3% of small business owners are making frequent use of Facebook as their social 

media tool for their operations. 

 

Table 3 Dependency Rate on the Reasons for the Use of Social Media 

Reasons for the 

use of social 

media 

Dependency Reason Items  Mean 

per 

item 

Verbal 

Interpretation  

Compatibility 

 

1. Using social media is 

compatible with existing IT 

infrastructure 

3.33  

 

Highly 

dependent  2. Using social media is 

compatible with our business 

processes 

3.49 

 

3. Using social media is 

compatible with our business 

operations.  

 

3.44 

4. It is easy to integrate social 

media use with our existing 

systems  

 

3.28 

Relative 

Advantage  

1. Using social media provides 

accurate information for 

2.89 Moderately 

dependent 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR23069323 Volume 5, Issue 6, November-December 2023 9 

 

decision-making in a timely 

manner 

 

2. Using social media offers an 

efficient way of managing 

products and services. 

 

3.30 

 

Highly 

dependent 

 3. Using social media helps 

quick data capture and 

analysis. 

 

3.33 

4. Using social media helps 

reduce inventory costs 

2.89 Moderately 

dependent 

Ease of use 

 

 

 

 

 

 

 

 

1. It is easy to access social 

media platforms to do what I 

want. 

3.57 

 

 

 

 

Highly 

dependent 

 

2. Interacting with social media 

platforms is easy. 

3.51 

3. It's easy for me to remember 

how to do the tasks using 

social media platforms. 

 

3.45 

4. Overall, I find social media 

platforms easy to use. 

3.45 

Perceived 

Usefulness 

1. Using social media platforms 

gives me more control over 

my work. 

3.05 

 

Moderately 

dependent 

2. Social media platforms allow 

me to get things done more 

quickly. 

3.20  

Highly 

dependent 

 3. Social media platforms 

support critical aspects of my 

work, such as crisis. 

3.41 

4. Overall, I find social media 

platforms.  

helpful in my work. 

2.86 Moderately 

dependent 

Table 3 shows the level of dependency for each reason on the reliance of owners of micro-businesses in 

the adoption of social media for their operations.  Four variables represent the reasons for the dependency 

of small businesses in the use of social media were tested namely compatibility, relative advantage, ease 

of use, and perceived usefulness.   

The compatibility variable revealed that it is one of the rationales behind social media usage by businesses 

particularly small enterprises. All items have “highly dependent” scores ranging from 3.20 to 3.49. For 

relative advantage, owners are highly dependent on social media in the aspect of relative advantage 

because it “offers an efficient way of managing products (mean score of 3.30) and services” and “helps 

quick data capture and analysis” (mean score of 3.33). Micro-businesses utilize social media and are highly 

dependent on them due to their ease of use.  With mean scores ranging from 3.45 to 3.57. In the case of 

perceived usefulness proprietors are highly dependent on social media due to “allow me to get things done 
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more quickly.” (mean score of 3.20) and “support critical aspects of my work, such as crisis” (mean score 

of 3.41). 

Based on the results of this study, owners of micro-businesses adopt social media in their operations 

because of those tested reasons.   

It may be challenging for organizations to accept and use new technological breakthroughs if they conflict 

with their social and cultural norms [17]. New technological advances can now be used as creative tools 

by small and medium-sized organizations (SMEs). It was determined that compatibility has a major impact 

on SMEs' adoption of new technologies.  Moreover, past studies have shown compatibility to be a major 

factor in the adoption of technological innovation [18].  The current study discovered similar outcomes.  

Conversely, some authors also noted that decisions about the adoption of new technologies may be 

influenced by perceived relative advantage [19].  According to one study, SMEs will embrace new 

technological innovations if they believe they will improve the performance and sustainability of the 

company [20].  The same result was proven in this study conducted.  

The Technology Adoption Model (TAM) conceptualizes perceived usefulness and ease of use as predicting 

factors of new technology's attention and uptake [20]. Perceived usefulness and ease of use have been 

proposed as the most important indicators of technology adoption [22].  The owners of small businesses 

who are the respondents of this current study confirmed this result.   

 

Demographic Profile   p- value Verbal Interpretation  

Nature of operations .069 No significant 

difference 

Number of years in business .073 No significant 

difference 

Number of employees .088 No significant 

difference 

Type of food being sold .079 No significant 

difference 

Social media frequently used .098 No significant 

difference 

Table 4 Significant Differences in the Dependency Rate on the Reasons for the Use of Social Media 

 

In Table 4 the differences in the dependency reasons for the use of social media were tested against the 

profile of the company respondents. Interestingly, the outcomes disclosed that there were “No significant 

differences” among the samples when it comes to the nature of operations, number of years in business, 

number of employees, types of food being sold, and social media frequently used. All the p-values are 

greater than 0.05 which led to the overall conclusion.  

 

Drawbacks Frequency Percentage 

1. Bogus buyers      24    30% 

2. Dummy/fake accounts of 

buyers 

12 15% 

3. Overlooked orders during 

busy days 

2 2.5% 
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4. Difficulties in tracking orders 

and miscommunications  

10 12.5% 

5. Poor internet signals 11 13.75 

6. Hard to entertain multiple 

buyers 

3 3.75% 

7. Trouble with information 

privacy of the customers 

8 10% 

8. Mistrust of customers due to 

rampant scams 

3 3.75% 

9. Negative feedback for brands 3 3.75% 

10. Hacking 4 5% 

Table 5 Drawbacks in the Use of Social Media by Small Businesses 

 

Table 5 shows that the biggest disadvantage of using social media in micro business operations is "bogus 

buyers," as reported by 30% of the owners.  Providing customers with "dummy/fake accounts" is an 

additional drawback of social media use for small business owners with 15%. Thirdly, 13.75 of owners 

complain of having a "poor internet signal" as one of the drawbacks of using social media for small 

enterprises.  The final issue that microbusinesses face when implementing social media is "difficulties in 

tracking orders and miscommunications” with 12.5%. 

The goal of research and practice has mostly been to comprehend and assist in utilizing the numerous 

opportunities provided by social media, or the "bright side" of the platform. But it's becoming more and 

more evident that social media poses serious threats to people, businesses, communities, and even society 

at large. The "dark side" of social media includes things like trolling, cyberbullying, online witch hunts, 

addiction, bogus news, and invasions of privacy [23].  The present study unveiled the various drawbacks 

of the adoption of social media in small businesses particularly in the Philippines.  

 

4. Discussion 

Without question, small firms, like those in the Philippines, are the engine of the majority of growing 

economies worldwide. In order to remain profitable and competitive in the face of the current global 

economic downturn, microbusinesses are continuously enhancing their business procedures. This 

tendency has evolved into a competitive arena. This has also encouraged the development and application 

of a variety of innovations to help businesses scale up their competitive strategy. For example, social 

media's origins have been improbable, especially in the current administration when the platform is being 

actively utilized to close the gap between companies and their clients [24]. 

 

4.1.Summary of Findings 

The purpose of this research is to investigate the dependency reasons of micro-businesses in their social 

media adoption.  Here are the findings of this study. 

4.1.1. Eighty (80) microbusiness owners responded, making up 80% of the sample. Nearly half of the 

sample consists of food delivery business owners that are new to the industry, having been in 

operation for less than a year, and the majority only employ one (1) to three (3) people. These small 

company owners frequently use Facebook as a social media tool for their operations, and the 

majority of the food products they offer are sandwiches and other snacks. 
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4.1.2. According to the compatibility variable, this is one of the reasons small business owners are "highly 

dependent" on social media for their operations. Since social media "offers an efficient way of 

managing products and services" and "helps quick data capture and analysis," owners are “highly 

dependent” on it for relative advantage. Microbusinesses use social media and are “highly 

dependent” on it because of its user-friendliness.  Owners are “highly dependent” on social media 

because, in their words, it "allows me to get things done more quickly" and "supports critical aspects 

of my work, such as crisis.". 

4.1.3. The profile of the firm responders was compared to the variations in the dependent justifications 

for social media use. It's interesting to note that the results showed "No significant differences" 

between the samples in terms of the types of food sold, the number of years in business, the number 

of employees, and the frequency of usage of social media. Since every p-value was higher than 0.05, 

a general conclusion could be drawn. 

4.1.4.  The "bogus buyers," as claimed by 30% of the owners, are the largest drawback of using social 

media in microbusiness operations.  Another disadvantage of using social media for small business 

owners is giving them "dummy/fake accounts" to customers. Having a "poor internet signal" is the 

third disadvantage of social media for small businesses.  One last problem micro-business encounter 

with social media implementation is "difficulties in tracking orders and miscommunications." 

 

4.2.Conclusion 

The study aimed to investigate the dependency reasons on social media adoption of micro-businesses. The 

level of dependency on social media adoption was tried using Kruskal Wallis, a non-parametric tool using 

the parameters of compatibility, relative advantage, ease of use, and perceived usefulness.  The results 

revealed that compatibility and perceived usefulness are the important dependency reasons of small 

enterprises in their adoption of social media in their operations.   For relative advantage, the efficient way 

of managing products and services as well as the help in quick data capture and analysis, are explanations 

for social media adoption of micro establishments.  Because social media is so easy to use, 

microbusinesses use it and are highly dependent on it.  Owners describe themselves as highly dependent 

on social media because it allows them to get things done more quickly and supports critical aspects of 

their work, such as crises.  

It tested also the significant differences in the dependency reasons of the participants when it comes to 

business type, number of years in operation, number of employees, type of food sold, and frequency of 

use of social media. The test showed no significant differences in all demographic profiling used.   

 

4.3.Recommendations 

Only a small number of respondents from small businesses are included in this study. In the future, the 

research can be conducted by gathering information from many businesses to get accurate and 

comprehensive data that will allow the results to be generalized.  Future studies should conduct 

comparative studies among various industries to validate the current findings and investigate more 

dependency reasons of small businesses in their adoption of social media in their operations.  The medium 

as well as big companies could also be considered as respondents in this topic of dependency reasons for 

social media adoption.  Finally, as the current study only employed the quantitative methodology, future 

research can also take the mixed method approach into consideration. 
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4.4.Management Implications 

This study has several management-related consequences for owners of micro-businesses and startup 

companies. The current study made clear that owners of small enterprises in emerging economies need to 

understand the dependency reasons for the adoption of social media. It is predicted that owners will focus 

on these dependency reasons as a means of staying competitive with their industry peers. Finally, the 

results provide more useful guidance on the adoption and use of social media as a 21st-century technology 

for small establishments, adding to the body of knowledge already available on the subject of social media 

adoption and the sustainability of small businesses in developing countries. 

 

References 

1. P. M. Di Gangi and M.M. Wasko, Social media engagement theory: Exploring the influence of user 

engagement on social media usage. Journal of Organizational and End User Computing (JOEUC), 

28(2), 2016, 53-73  

2. A. Whitting, D. Williams, and J. Hair, Praise or revenge: why do consumers post about organization 

on social media, Qualitative Market Research: An International Journal, 2019.  

3. Y. Dwivedi, E. Ismagilova, N. P. Rana and R. Rama, social media adoption, usage and impact in 

business-to-business (b2b) context: A State-of-the-art literature review, Inf Syst Front 25, 2023, 971–

993. 

4. A. Alalwan,  A., N, Rana, P. Y. Dwivedi,., and  R., Algharabat, Social media in marketing: A review 

and analysis of the existing literature. Telematics and Informatics, 34(7), 2017, 1177–1190. 

5. R. Agnihotri, R., Dingus, R., M. Y. Hu, M. Y and Krush, Social media: Influencing customer 

satisfaction in B2B sales. s, 53, 2016, 172–180. 

6. J. Gregorio, J. 10 reasons to diversify your digital marketing efforts. Digital marketing Philippines., 

2017. Available at https://digitalmarketingphilippines.com/10-reasons-to-diversify-yourdigital-

marketing-efforts//, 2019. 

7. I. O. Pappas, S. Papavlasopoulou, P. Mikalef, and M.N. Giannakos, Identifying the combinations of 

motivations and emotions for creating satisfied users in SNSs: An fsQCA approach. International 

Journal of Information Management, 53, 2020, 102128. 

8. T.L. Waldron and J. C. Wetherbe, Which innovations should you keep when the crisis is over? 

Entrepreneur & Innovation Exchange, 2020.  

9. H.  Namankani,  C. Moxham, and M. Tickle,. "A conceptual review of social media adoption in SMEs". 

In Conference on e-Business, e-Services and e-Society, 2016, 240-250.  

10. C. L Alayón, K. Säfsten, and G. Johansson, Barriers, and Enablers for the Adoption of Sustainable 

Manufacturing by Manufacturing SMEs. Sustainability, 14(4), 2022, 2364. 

11. R. Tajvidi, and A. Karami, A. The effect of social media on firm performance. Computers in Human   

Behavior, 115, 2017, 105174. 

12. H. He.  A comprehensive review on the role of online media in sustainable business development and 

decision making. Soft Computing, 2022, 1–15.   

13. Y. K. Dwivedi, M. A. Shareef,  M. S. Akram, Z. A. Bhatti, and N. P.  Rana, N. P.  Examining the effects 

of enterprise social media on operational and social performance during environmental disruption. 

Technological Forecasting and Social Change, 175, 2022, 121364. 

https://www.ijfmr.com/
https://digitalmarketingphilippines.com/10-reasons-to-diversify-yourdigital-marketing-efforts/
https://digitalmarketingphilippines.com/10-reasons-to-diversify-yourdigital-marketing-efforts/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR23069323 Volume 5, Issue 6, November-December 2023 14 

 

14. E. Bruce, Z. Shurong, S. B Egala , J. Amoah, D. Ying, H. Rui, and T. Lyu. Social Media Usage and 

SME Firms’ Sustainability: An Introspective Analysis from Ghana. Sustainability 2022, 14, 2022, 

9433. 

15. J.P. Francisco and T. Canare, The challenges of SME market access in the Philippines and the role of 

business associations. Asia-Pacific Foundations of Canada, 2019 

16. E. M. Rogers, E. M.. Diffusion of innovations. Simon and Schuster, 2010. 

17. G. Ali Abbasi, N. F. Abdul Rahim, H. Wu, M. Iranmanesh, and B.N. C. Keong, B. N. C. Determinants 

of SME’s Social Media Marketing Adoption: Competitive Industry as a Moderator. SAGE Open, 12(1), 

2022. 

18. K. M. Faqih. The influence of perceived usefulness, social influence, internet self-efficacy and 

compatibility on users’ intentions to adopt e-learning: investigating the moderating effects of culture. 

Ijaedu- International E-Journal of Advances in Education, 5(15), 2019, 300–320. 

19. S. Z. Ahmad, N. Ahmad, and A. R.A. Bakar, Reflections of entrepreneurs of small and medium-sized 

enterprises concerning the adoption of social media and its impact on performance outcomes: Evidence 

from the UAE. Telematics and Informatics, 35(1), 2018, 6–17. 

20. T. Oliveira, M. Thomas, and M. Espadanal, M. Assessing the determinants of cloud computing 

adoption: An analysis of the manufacturing and services sectors. Information and Management, 51(5), 

2014, 497–510. 

21. N. T. Siamagka, G. Christodoulide., N. Michaelidou, and A. Valvi, A. Determinants of social media 

adoption by B2B organizations.. Industrial Marketing Management, Vol 51, 2015, 89-99. 

22. F. D. Davis, Perceived usefulness, perceived ease of use, and user acceptance of   information 

technology, MIS Quarterly, Vol 13 No 3, 1989, 319-340. 

23. H. Awa, O. U. Ojiabo, and B. C.  Emecheta, B. C. Integrating TAM, TPB and TOE frameworksand 

expanding their characteristic constructs for e-commerce adoption by SMEs. Journal of  Science & 

Technology Policy Management Vol 6 No 1, 2015, 76-94. 

24. C. V. Baccarella, T. F. Wagner, J. H. Kietzmann, and I. P. McCarthy, Social media? It's serious! 

Understanding the dark side of social media, European Management Journal, Volume 36, Issue 4, 

2018, 431-438, 

25. S. Nisar, S. and M. Shafiq, M. Framework for efficient utilization of social media in Pakistan’s 

healthcare sector. Technology in Society, 56, 2019, 31–43. 

https://www.ijfmr.com/

