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Abstract: Micro, small and medium enterprises (MSMEs) have benefited significantly from the use of social media (SM) in 
reaching customers and growing sales in a most efficient way.  This study compares Facebook and Instagram as two separate 
social media platforms and examines to what extent the use of each of these SM platforms affects the growth of MSMEs.  It 
distinguishes financial growth and non-financial growth and uses two theories to conceptualize the relations within the 
context of social media usage: the Social Exchange Theory (SET) and the Task Technology Fit (TTF) Theory.  Results of the 
quantitative and qualitative analysis based on data of 383 MSMEs show that using social media (SM) has helped MSMEs 
achieve both financial and non-financial growth. Facebook, more specifically, leads to financial growth (higher sales volume 
in the short-term), while Instagram leads to more customer engagement and higher brand performance, with the positive 
and significant moderating effect of the length of social media use.  

Keywords: Micro, Small and Medium Enterprises (MSMEs), Social Media, Task-Technology Fit (TTF), Social Exchange Theory 
(SET), Growth 

1. Introduction 
Social Media (SM) provides tremendous advantages to MSMEs, whether by enhancing customer loyalty, creating 
marketplace intelligence, exposing companies to new markets, increasing sales, decreasing costs, and/or 
promoting efficiency (Henninger, Alevizou, and Oates, 2017; Thongmak, 2019).   This has been quite evident 
during the COVID 19 crisis which triggered many changes in the conduct and processes of businesses in general, 
and that of SMEs, in particular.  Facebook and Instagram have reported first places in terms of customer usage 
in the MENA region and around the world (Arab Social Media Report, 2017).  

There have been a limited number of empirical studies that measured the effects of using online platforms on 
indicators of performance (Qalati et al, 2019); previous research called for examining specific social media and 
its performance in new geographic areas, specially  Africa and Australia (Juniarti, Omar, and Tahir, 2022). 
Therefore, this study aims at comparing Facebook and Instagram as two separate SM platforms that were proven 
to enhance the growth of the MSMEs.  This study compares Facebook and Instagram as two separate social 
media platforms and examines to what extent the use of each of these SM platforms affects the growth of 
MSMEs.   

2. Background 
A report published in 2016 showed that 39% of social media users do use it to find out about products and 
services (Nielsen, 2016).  The number of social media users in the MENA region and in Egypt is on the rise and 
shows no signs of slowing down, whether in the number of new users, or the hours spent online by existing 
users.  

2.1 SM Use 

The use of SM is a combination of three main components (Fakhreldin, Ayman, and Miniesy, 2020): its perceived 
ease of use (Roy, Maxwell, and Carson, 2014), perceived usefulness (Fishbein and Ajzen, 1975) and its use 
capability (Bianchi, Glavas, and Mathews, 2017). This perspective stems from the Technology Acceptance Model 
(TAM), which suggests that the actual use of a new technology depends on the user’s attitude towards it (Rauniar 
et al, 2014), in terms whether s/he accepts it as useful, beneficial and has the capabilities required for using it. 
As the usefulness component represents the strongest influencing antecedent of SM use (Fakhreldin, Ayman, 
and Miniesy, 2020), it is chosen in this study to be the variable measuring the use/adoption of SM.   

Facebook is the most popular SM platform in the world with 2.603 billion users as per Statista’s first quarter 
report (Statista, 2020b) making it the major platform when it comes to reaching new customers.  In Egypt, the 
number of active Facebook accounts has reached more than 44 million users in Feb.2022 (Kemp, 2022), making 
it the leading SM platform in Egypt, as well. Instagram has over 200 million users visiting at least one business 
profile daily and with 90% of the accounts on the platform following at least one business account (Instagram 
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Internal Data, 2018).  In Egypt, Instagram has over 16 million users and a 5.8% quarter-on-quarter increase 
(Kemp, 2022). 

It should be noted that some industries are thriving on Instagram, such as fashion and beauty, household and 
auto; others thrive on Facebook more such as retail, fast moving consumer goods (FMCG) and finance 
(Socialbakers, 2020); both platforms are not substituting, they must be approached as entirely separate channels 
(Socialbakers, 2020). Moreover, previous research also suggested that in many cases they were complementary 
(Fakhreldin, Ayman, and Miniesy, 2020).   

2.2 Growth 

Financial growth is one of the main measurements of performance of an enterprise/firm (Ipinnaiye, Dineen, and 
Lenihan, 2017). The most common proxy used to measure financial growth is the growth in the sales volume 
(Gupta and Wales, 2017), as reported in 22 different studies.  Recently market valuations of several SM 
companies have been supporting more nonfinancial measures to capture growth, mainly through a broad 
domain of customer engagement (Weitz, Henry, and Rosenthal, 2014) and brand performance (Fan et al, 2021). 
It is necessary to combine both qualitative and quantitative measures to get a fuller perspective of the overall 
growth potentials of a product or service (Cray, 2012) as was the case in Gilmore et al (2007), when they 
measured growth by using a quantitative measure (sales growth) and two qualitative measures (customer 
relations and new market entry).  

2.3 SM and Growth 

Various scholars concluded in their empirical research that there is a positive relationship between SM adoption 
and overall performance (Rodriguez, Peterson, and Krishnan, 2012; Smits and Mogos, 2016; Ahmad, Abu Bakar, 
and Ahmad, 2018). It is suggested that the more fit the technology is in meeting the objectives, the more positive 
impact it will have on performance. This reflects the theory of Task Technology Fit (TTF) introduced by Goodhue 
and Thompson in 1995, which later became an established theory in IT research (Rai and Selnes, 2019). Within 
the context of SM, Fu et al (2020) examined the extent to which SM is chosen based on the fit of its technology 
characteristics to the required task. The system characteristic must match the user’s task needs (Goodhue and 
Thompson, 1995) to achieve high efficiency and better performance. Therefore, the TTF presents an adequate 
theoretical framework to be used in examining the effect of the SM use on various aspects of performance of 
the businesses. It was reported by Rai and Selnes (2019) that studying TTF required different scales based on 
the specific variables reflecting how well the technology is integrated with the focal task.  

The present study will also use the Social Exchange Theory (SET), which suggests that enterprises will only spend 
on and engage in SM when they believe that this endeavour is rewarding and worth the time and effort exerted 
(Webb and Roberts, 2016).  SET has the advantage of taking both rewards and costs into consideration (Matikiti, 
Roberts-Lombard, and Mpinganjira, 2016).  When perceived benefits are greater than perceived costs, 
individuals (business owners) are more likely to participate in the activity (Matikiti, Roberts-Lombard, and 
Mpinganjira, 2016; Zhang et al, 2019).  Although SET has been previously used to explain the logic behind 
spending on SM, mainly from the point of view of customers or individuals (Zhang et al,2019), this study 
examines it from the enterprises’ perspectives where owners invest in SM (incurred cost) to achieve rewards in 
the form of growth (both financial and non-financial). 

2.4 SM and Financial Growth  

Jagongo and Kinyua (2013) confirmed that effective SM usage results in higher return on investment (ROI), 
especially for small businesses, which was also concluded by Fakhreldin, Ayman and Miniesy (2020) showing an 
increase in sales volume because of SM use.  Thus, this study will test the following hypotheses: 

H1: The use of Facebook by MSMEs has a significant positive effect on sales volume. 

H2: The use of Instagram by MSMEs has a significant positive effect on sales volume. 

2.5 SM and Non-Financial Growth 

Customer engagement is considered an important performance metric to measure growth of the business 
showing various levels of engagement (Thongmak, 2019).  This was confirmed in a recent study that consulted 
28 articles showing that the use of SM enhances customer relationship leading to higher SME performance 
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(Alshourah et al, 2021).   In the SM context, customer engagement is defined as the average number of likes, 
comments, and shares per post (Thongmak, 2019).  Therefore, the study will test the following hypotheses: 

H3: Using Facebook has a significant positive effect on customer engagement. 

H4: Using Instagram has a significant positive effect on customer engagement. 

Brand performance within SM refers to the owner’s perception of brand image reflected in brand visibility and 
reputation (Fan et al, 2021). SM usage also leads to higher brand performance in terms of improved brand value 
(Hudson et al, 2016), as well as higher customer loyalty (Asamoah, 2014). The most popular dimension used to 
measure brand performance are brand equity (Vomberg, Homburg, and Bornemann, 2014), or brand reputation 
combined with brand equity (Qalati et al, 2019).   

Considering the above, the following hypotheses are proposed: 

H5: Using Facebook has a significant positive effect on brand performance. 

H6: Using Instagram has a significant positive effect on brand performance.  

Based on the above discussion, Figure 1 demonstrates the research framework. 

 

 
Figure 1: Proposed Research Framework 

3. Methodology 
This study adopts the Central Bank of Egypt (2018) definition of MSMEs and uses the self-assessment method 
of data collection, which is accepted in the SME literature (Ahmad and Alaskari, 2014), by approaching MSMEs 
owners/managers via phone to respond to the survey, as they are the most familiar with their businesses 
(Asamoah, 2014).  The criteria considered in selecting the MSMEs was that they have been using SM for at least 
one year and that they are willing to participate in the study (Fraenkel and Wallen, 1996).  Egypt has around 3.6 
million registered MSMEs, with 40% in the Greater Cairo area (Fakhreldin, Ayman, and Miniesy, 2020). 

The variables are developed and adopted based on several previous studies (Ainin et al, 2015) and are reflected 
in the various sections; all using a five-point Likert scale ranging from “1=Strongly Disagree” to “5=Strongly 
Agree” (Salvador, Pinot de Villechenon, and Rizzo, 2014).  The process of data collection was outsourced to an 
external specialised company and was done through phone interviews during the period from June to 
September 2019. The quantitative statistical analysis was completed using SPSS; interviews were conducted with 
five of the MSME owners/managers to obtain a thorough explanation of the statistical outcome (McNamara, 
1999) and to validate the research findings (Alshenqeeti, 2014).  

A total number of 383 managers filled the surveys completely; the sample included different industries to ensure 
the generalisation of findings (Alarcón-del-Amo, Rialp-Criado, and Rialp-Criado, 2017).  Tables 1 and 2 show the 
descriptive statistics.   
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Table 1: Sample Demographics 

Age 40 or higher 40.2% 
28 to 39 45.7% 
17 to 27 8.4% 
Younger than 16 0% 

Gender  Male 70.45% 
Female 29.55% 

Table 2: Nature of SM Use 

Nature of digital/SM tool use Percentage 
Basic information and contacts 81.2% 
Product image 83.8% 
Product description 64.2% 
Prices and promotions 53.8% 
Full E-commerce website 1% 
Customer comments and feedback 3.1% 
To receive customer orders 8.9% 

 
Table (3) shows the correlation between all dependent and independent variables.  All communalities’ values 
for all components are greater than 0.5 which indicate high validity of these items, all values of loadings are 
greater than 0.5 indicating high correlation between these questions (Table 4).  A value of alpha of 0.6-0.7 
indicates an acceptable level of reliability (Griethuijsen et al, 2014), and 0.8 or greater a very good level (Ursachi, 
Horodnic, and Zait, 2015; El Hajjar, 2018).   For all the indicators KMO test is significant since its p-value is 0.000 
which is less than the significance level alpha = 0.05, and the value of KMO-test value is higher than or equal 0.5 
for all indicators which indicate that the factor analysis results are reliable.  Step-wise regression is used to 
determine which variables have a significant effect on the dependent variables, which is done by using the 
ordinary least square (OLS) (Chatterjee and Hadi, 1988).  

Table (5) shows that 3 dependent variables were not normally distributed because the significance value of those 
variables were below 0.05. However, since the valid collected sample is greater than 100 responses, according 
to (Sekaran, 2003), a research study sample size above 30 to 50 participants can run parametric tests, especially 
in multivariate research. Therefore, simple linear regression analysis is used to test the hypotheses in the study. 

The control variables examined are: the age, gender and educational level of the owner, the length of SM use 
by the firm, the number of branches, the number of partners, the number of full time employees, the number 
of years of formal operation, the source of funding and the type of the activity of the enterprise.  Regression 
analysis with dummy variable techniques with interaction terms is used to check the moderation effect. This is 
done for the scope of the projects, the number of full-time employees, the educational level of the 
owner/manager and the length of SM use. 

Table 3: Correlations 
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Table 4: Confirmatory Factor Analysis 

   Communal
ities 

Factor 
loading 

 Reliability/ 
Cronbach 
Alpha 

KMO 
Test 

Average 
Variance 
Extracted 

VA
R Questi

on Variable Name/Formulation Question   
 

(CR)  (AVE) 
#  
1  SM-useful (Using electronic tools)    0.994 0.966 93.19 %  
 Q10 increase sales volume 0.986 0.993     
 Q11 increase profits 0.986 0.993     
 Q12 reduce cost of advertising and promotions 0.976 0.988     
 Q13 reduce cost of customer service and support 0.978 0.989     
 Q14 facilitate financial transactions (payments, 

etc…) 0.979 0.989     
 Q15 easy to start and manage a business 0.982 0.991     
 Q16 increase market share 0.987 0.993     
 Q17 make communication with partners more 

effective 0.723 0.85     
 Q18 initiating customer relations 0.725 0.851     
 Q19 increase customer loyalty and retention 0.985 0.992     
 Q20 tools increase electronic word of mouth 0.986 0.993     
 Q21 expand internationally 0.968 0.984     
 Q22 increase range of products and services 0.981 0.991     
 Q23 improve image of company 0.986 0.993     
 Q24 increase interactive communication with 

customers 0.986 0.993     
 Q25 enhance distribution system 0.698 0.835     

2  Financial Growth    0.809 0.485 63.60 %  
 Q45 Increase sales transactions FB 0.953 0.976     
 Q46 Increase sales volume FB 0.953 0.976     
 Q51 Increase sales transactions Instagram 0.986 0.993     
 Q52 Increase sales volume Instagram 0.986 0.993     

4  CustomerEngage    0.675 0.709 50.70% 
 Q18 Initiating customer relations 0.725 0.851     
 Q19 Increase customer loyalty and retention 0.985 0.992     
 Q20 Increase electronic word of mouth 0.986 0.993     
 Q24 Measuring effectiveness of message to 

customers 0.986 0.993     

3  BrandPerform    0.64 0.618 58.96% 
 Q19 Increase customer loyalty and retention 0.985 0.992     
 Q23 Improved image of company 0.986 0.993     
 Q24 Measuring effectiveness of message to 

customers 0.986 0.993     

5  Facebook Financial  Growth    0.95 0.5 95.30% 
 Q45 Increase in Sales Transactions  0.953 0.976     
 Q46 Increase in Sales Volume  0.953 0.976     

6  Facebook Customer Engagement    0.685 0.601 58.06% 
 Q18 Initiating customer relations 0.725 0.851     
 Q19 Increase customer loyalty and retention 0.985 0.992     
 Q20 Increase electronic word of mouth 0.986 0.993     
 Q24 Measuring effectiveness of message to 

customers 0.986 0.993     
 Q47 Increase in sales inquiries  0.514 0.512     
 Q48 Increase in Number of Customers 0.514 0.511     

3  Facebook Brand Performance    0.64 0.618 58.96% 
 Q19 Increase customer loyalty and retention 0.985 0.992     
 Q23 Improved image of company 0.986 0.993     
 Q24 Measuring the effectiveness of our message 

to customers 0.986 0.993     

         
7  Instagram Financial Growth    0.986 0.5 98.58% 
 Q51 Increase in sales transactions  0.986 0.993     
 Q52 Increase in sales volume  0.986 0.993     

8  Instagram Customer Engagement    0.575 0.526 53.71% 
 Q18 Initiating customer relations 0.725 0.851     
 Q19 Increase customer loyalty and retention 0.985 0.992     
 Q20 Increase electronic word of mouth 0.986 0.993     
 Q24 Measuring effectiveness of message to 

customers 0.986 0.993     
 Q53 Increase in Sales Inquiries  0.938 0.969     
 Q54 Increase in Number of Customers  0.929 0.964     

3  Instagram Brand Performance    0.64 0.618 58.96% 
 Q19 Increase customer loyalty and retention 0.985 0.992     
 Q23 Improved image of company 0.986 0.993     
 Q24 Measuring effectiveness of message to 

customers 0.986 0.993     
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Table 5: One-Sample Kolmogorov-Smirnov Test 
One-Sample Kolmogorov-Smirnov Test 

  
Financial  
growth 

Facebook  
Financial growth 

Instagram  
Financial growth 

N 359 223 136 
Normal Parametersa,b Mean 3.0926 3.0157 3.2188 

Std. Deviation 1.74579 1.81547 1.62374 

Most Extreme Differences Absolute .205 .204 .207 
Positive .137 .137 .136 
Negative -.205 -.204 -.207 

Test Statistic .205 .204 .207 
Asymp. Sig. (2-tailed) .000c .000c .000c 
 
a. Test distribution is Normal. 

  

b. Calculated from data. 
  

c. Lilliefors Significance Correction. 
  

4. Findings and Discussion 
To compare between those who used Facebook only and those who used Facebook and Instagram, an 
independent-samples T-test is utilised and the results are shown in Table (6). It shows that the average of each 
of customer, brand performance, the use of SM, is greater for those who use Instagram and Facebook than those 
who use only Facebook. This difference is significant at the 95% confidence level, as the p-values associated with 
them are less than 5%.  However, financial growth is not significantly different in both groups at the 95% 
confidence level. 

Table 6: Independent-Samples T-Test 
 

 
 

Below are the three models (Figures 2, 3 and 4) summarizing the analysis and results of: 1) The effect of SM 
overall on financial growth, customer engagement and brand performance. 2) The effect of Facebook on 
financial growth, customer engagement and brand performance. 3) The effect of Instagram on financial growth, 
customer engagement and brand performance. There is a positive and significant effect of the SM use on the 
financial growth of Egyptian MSMEs (95% confidence). This positive and significant relationship confirms 
previous literature (Jagongo and Kinyua, 2013; Gupta and Wales, 2017).  The same analysis is used in the case 
of using each platform Facebook and Instagram and show a significant and positive relation (95% confidence).  
The results confirm the findings of previous literature of Jordanian SMEs (Alshourah et al, 2021) and with the 
conclusion of the 41 studies published from 2015 to 2021 which examined in the relation between SM use and 
growth from a financial and a marketing perspective (Juniarti, Omar, and Tahir, 2022).  It also echoes the findings 
of the study of 423 SMEs in Pakistan (Fan et al, 2021).  However, as shown in the models, it is to be noted that 
the control variables are different in each model.  This implies the need to deal with each platform in a different 
way to maximise the benefit of using it in terms of financial and/or nonfinancial growth. 

Use Customer 
engagement 

Brand 
Performance 

financial 
growth 

SM-Use 

Facebook only 3.7479 3.7692 3.0157 3.4610 

Facebook& Instagram 4.0276 4.0637 3.2188 3.7652 

p-value  0.0010 0.0020 0.2860 0.0000 
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Figure 2: Model 1: Impact of using SM on Financial and Non-Financial Growth 

 
Figure 3: Model 2: Impact of using Facebook on Financial and Non-Financial Growth 

 

 
Figure 4: Model 3: Impact of using Instagram on Financial and Non-Financial Growth 

5. Conclusion and Recommendations 
Using SM has helped MSMEs achieve an increase in sales volume, in addition to a positive impact on customer 
engagement (in terms of electronic word-of-mouth, customer inquiries) and a positive impact on brand 
performance (in terms of perceived brand image, customer loyalty and retention).  Building on this, company 
owners may be inclined to follow up and constantly monitor the rate of engagement on their pages where they 
feel the benefit of this instantly as the number of page followers increase (Weitz, Henry, and Rosenthal, 2014).  
Facebook’s impact can be considered short-term in outcome, as it achieves quick financial growth; Instagram’s 
impact is long-term and achieves higher customer engagement and better brand performance, which will 
eventually lead to financial growth. 

This study contributes to expanding the literature on both the Task-Technology-Fit (TTF) and the Social Exchange 
Theory (SET) combined, as a lens to capture the different relationships and effects of the SM usage and the 
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growth of the MSMEs in Egypt.  Moreover, the SET was studied from the perspective of MSME business owners 
rather than the usual perspective of customers (Webb and Roberts, 2016; Zhang et al, 2019). This helped the 
researchers understand that business owners invest in SM (incurred cost) to achieve rewards in the form of 
growth (both financial and non-financial).  

It is clear, that Facebook is more male-oriented and for customers older than 30 years of age; Instagram is more 
for female customers and younger generation (Statista, 2020a).  Thus, using both platforms is more efficient and 
effective (Fakhreldin, Ayman, and Miniesy, 2020), as the findings show that the results of Facebook and 
Instagram together on growth are indeed better than the ones of Facebook alone. 

The fact that the study was conducted on MSMEs in the Greater Cairo area is a limitation that hinders 
generalisation. Therefore, this research should be a starting point for future research to examine in more detail 
the comparison between Facebook and Instagram and the effect they have on other outcomes, e.g. 
employment, internationalisation, employer branding and others. Also, the effect on growth can be studied in 
different cultures, as new moderating variables may emerge. Finally, a comparison may be made between 
developing and developed countries, to verify the generalisability of the findings of the current study.  
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