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Introduction

The Philippines is often hailed as the “social media capital of the world,” with over 86
million Filipinos (about 73% of the population) active on social platforms in 2024. On
average, Filipinos spend 3 hours and 34 minutes per day on social media — the second
highest usage globally. This deep digital engagement, coupled with a booming e-
commerce market (Philippine online retail sales grew from $17 billion in 2021 and are
projected to reach $24 billion by 2025), has made digital marketing not just optional, but
critical for retail businesses.

Effective online strategies allow retailers to reach
customers where they spend their time, drive both online
and in-store sales, and build brand loyalty in a highly
competitive market. In this case study, we explore how four
key digital marketing strategies — social media marketing,
influencer marketing, search engine optimization (SEO), and
email campaigns — have helped Philippine retail businesses
achieve impressive results.

Social Media Usage (2025)

73% of the Philippine population uses social media
With 3 hours & 34 minutes/day average time spent on social media

Global Average: 2 hours, 23 minutes
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Social Media Marketing

Social media platforms like Facebook are vital channels
for Filipino retailers to engage customers, promote
products, and even drive foot traffic to stores.

Social media is the cornerstone of digital marketing
in the Philippines. With Facebook boasting a 94.6%
usage rate among Filipino internet users (and other
platforms like Instagram, YouTube, and TikTok also
immensely popular), retail brands can reach tens of
millions of consumers instantly.

Confirms the daily social media usage average in the Philippines
consistently ranks among the highest globally

@ Estimates also support platform usage percentages similar to We Are Social’s
findings

Source: Statista - Social media use in the Philippines

The key is crafting engaging content and campaigns that resonate with Filipinos’
habits and culture.

For example, Cindy’s Bakery, a longstanding local bakeshop chain, successfully
reintroduced its brand to a new generation through a creative social media campaign.


https://datareportal.com/reports/digital-2024-philippines
https://www.statista.com/statistics/1125672/philippines-average-daily-time-spent-on-social-media/
https://www.statista.com/statistics/1125672/philippines-average-daily-time-spent-on-social-media/

Cindy'’s targeted young mothers on Facebook by sharing heartwarming video content
and community-driven posts, supported by targeted Facebook ads.

The results were striking — over 1 million ad impressions and 202,000 video views,
with the brand’s engagement rate skyrocketing from 4% to 20%. This surge in online
engagement translated to real business outcomes: Cindy’'s saw growth in revenue as
social media drove more customers to its stores, and the renewed buzz enabled the
company to open new locations and attract franchisees.

Cindy’s Bakery Campaign KPIs
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Source: Emerge - How Cindy’s Bakery Reaches 20% Engagement Rate On Social Media

The Cindy’s case exemplifies how an active social media presence (combined with
compelling content and paid ad boosts) can increase brand awareness, customer
interaction, and even offline sales for retailers. Importantly, maintaining a consistent
content calendar and responding to customer comments/messages (community
management) helped Cindy’s sustain a 20% engagement rate and build long-term
loyalty. Overall, social media marketing offers Philippine retailers unparalleled reach and
immediacy - it's often the first touchpoint for customers discovering brands, making it
essential for brand building and driving conversions.

Key Takeaways: Effective social media strategies for Philippine retail include regular
organic posts that tell the brand story, leveraging Facebook’s dominance (used by
94%+ of netizens) for broad reach, running targeted ads (e.g. Facebook Carousel Ads
or boosted posts) to promote products, and utilizing video content which is highly

ﬁ engaging to Filipinos. By doing so, retail brands can achieve substantial increases in
online engagement and convert that engagement into both online orders and
increased store traffic, as Cindy’s Bakery’s 4x jump in engagement and expansion
demonstrates.


https://emerge.com.ph/case-studies/retail/
https://emerge.com.ph/case-studies/retail/
https://emerge.com.ph/case-studies/retail/

Influencer Marketing

Influencers and content creators on platforms like Instagram and TikTok help Philippine
retailers humanize their brand and reach niche audiences through authentic storytelling.

In the Philippines, word-of-mouth has gone digital through influencer marketing.
Filipino consumers place enormous trust in online personalities — surveys show that 44%
of social media shoppers in the Philippines rely on influencer recommmendations when
deciding what to buy.

Follow Influencers 86%
Prefer Influencers Over Brands 90%

Purchased Due to Influencer

Rely on Influencer Recommendation
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Sources:

Rakuten Insight survey — May 2023

Spiralytics 2025 report

Spiralytics /| Adobo Magazine 2025

SunStar e-shopper study 2024

Roughly 70% of Filipino online consumers have purchased a product because
an influencer recommended it.

This trend stems from the highly social nature of Filipino culture; people prefer
relatable voices, and 90% of Filipinos say they favor content from influencers over direct
brand posts. For retail businesses, collaborating with influencers — whether they are
popular celebrities, YouTube vioggers, TikTok creators, or micro-influencers in specific
niches — can massively amplify marketing campaigns.
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A vivid illustration is a campaign by Jollibee (a
fast-food retail giant) which blurred the line
between celebrity endorsement and influencer
stunt. To promote a new burger, Jollibee had
actor Joshua Garcia serve as a one-day
“cashier” at a store, surprising customers and
generating a viral buzz on social media. This
creative influencer-driven event not only
delighted fans in person but reached millions
more online through shares and media
coverage, boosting the brand’s youthful, fun
image.

Image from tropangjoshuagofc

Retail fashion and beauty brands are likewise harnessing influencers; for example,
local cosmetics retailers partner with beauty vioggers for product launch unboxings and
tutorials, leveraging the fact that nearly 45% of Filipinos follow influencers and watch
viog content weekly.

By choosing influencers whose audience aligns with their target market, retailers can
see tangible sales impact — e.g. an email campaign case study noted that pairing weekly
promo emails with influencer collaborations yielded a 50% increase in first-time
purchases for a beauty e-commerce company. The authenticity and peer-like trust that
influencers command help retail brands cut through the noise and build credibility with
consumers.

Key Takeaways: In the Philippine retail context, influencer marketing is a
powerful trust-building tool. Brands should identify influencers (from big-
name celebrities to grassroots micro-influencers) who reflect their values and
appeal to their customer demographic. Successful tactics include influencer
takeovers on the brand'’s social accounts, sponsored unboxing/try-on videos,
and inviting influencers to participate in brand events or challenges. When

i} executed well, these strategies lead to higher engagement and direct sales
uplift, as evidenced by the significant proportion of Filipinos who discover and
buy products via influencers’ content. The investment is worthwhile -
companies in the Philippines are increasing their budgets on influencer
marketing by 60% or more, recognizing that influencers can effectively drive
brand discovery and conversion in this market.

Search Engine Optimization (SEO)

Before diving into ShopSM’s national-scale success, it's worth comparing how much
return Philippine retailers can expect at different investment levels. Figure 1 (below)


https://www.instagram.com/tropangjoshuagofc/p/Cv1dlBby4qW/
https://www.instagram.com/tropangjoshuagofc/p/Cv1dlBby4qW/

contrasts a modest #20 K/month local-SEO plan with a more aggressive #50 K/month
national-SEO campaign over six months.

Figure 1: Local vs National SEO: Monthly Budget vs Traffic ROI
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The local plan, typical for neighborhood service businesses, delivers roughly a 4x lift in
organic visits by Month 6—enough to dominate city-level search results and feed steady
foot traffic. Meanwhile, the higher-budget national campaign drives a 5x surge in traffic,
positioning a brand to compete for country-wide keywords and capture shoppers across
Luzon, Visayas, and Mindanao. The key takeaway: even a lean local budget can yield
exponential growth, but scaling that budget unlocks larger audiences and accelerates
revenue potential—context that sets the stage for ShopSM’s nationwide push.

and leveraged SEO to capture the surge in online shopping, ensuring their

: Maijor retailers like SM have launched e-commerce platforms (e.g. ShopSM)
products appear at the top of Filipino consumers’ search results.



While social media can generate demand,
search engine optimization (SEO) captures
intent-driven customers — those actively
looking for products or stores. In the | felonton
Philippines’ increasingly digital-first retail
landscape, SEO has proven essential for online
visibility and traffic growth.

A compelling example comes from SM
Retail, the country’s largest chain of
department stores. When SM launched its e-
commerce arm ShopSM, the website was
brand new with no domain history or organic
traffic. By implementing an aggressive, tailor-
fit SEO strategy, ShopSM achieved remarkable
results: in under six months, the fresh website
climbed to the #1rank on Google for its target
retail keywords, and went from virtually zero to
about 20,000 organic visits per month.

ShopSM’s SEO Result by LeapOut

Figure 2: SM brand keywords ranking before and after LeapOut SEO Strategy

Search Before Campaign After Campaign
Keyword Competition
Volume (2019) (2021)

sm shop online 880 0.64 16 1
sm store online 1300 0.52 29 1
sm store online shopping 90 0.5 19 1
sm shopping 170 0.21 - 1
sm online shopping website 10 0.3 40 1
sm online shopping 1000 0.35 22 1
sm online 1600 0.17 75 1
sm shopping online 140 0.38 25 1

Figure 3: Keyword grow chart
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For full case study regarding ShopSM Growth see: How We Boost The Newest SM E-Store’s
Organic Growth by LeapOut Digital

This rapid ascent was achieved through diligent on-page optimization of thousands
of product pages, technical SEO fixes (especially during a complex migration to a Shopify
platform), and content enhancements geared toward the Philippine market. For a retail
brand with a broad inventory, being highly visible on search engines meant that shoppers
searching for items (e.g. “buy shoes online Philippines” or “SM Store online”) would
consistently find ShopSM at the top of results, driving significant traffic and online sales.
SEO isn't just for e-commerce giants; even smaller retailers benefit from local SEO — for
instance, ensuring their store locations appear on Google Maps searches or that
keywords like “[product] in Manila” lead to their site.

Another SEO win can be seen in a case where a local furniture retailer enhanced its
website and content, resulting in tens of thousands of new monthly visits via Google and a
sustained lift in sales. These cases underscore that appearing on the first page of search
results captures ready-to-buy customers and can dramatically improve a retailer’s

online revenue.


https://leapoutdigital.com/sm-online-seo-case-study/
https://leapoutdigital.com/sm-online-seo-case-study/
https://leapoutdigital.com/sm-online-seo-case-study/
https://leapoutdigital.com/sm-online-seo-case-study/

Key Takeaways: SEO is a high-ROI strategy for Philippine retailers because it
aligns with consumers’ intent. To emulate successes like SM’'s ShopSM,
retailers should invest in: (1) Technical SEO - ensure fast, mobile-friendly
websites (vital in a country where most internet use is via smartphone) and fix
broken links or duplicate content; (2) Keyword optimization — research
popular search terms in the Philippines for your products (including Tagalog
or Taglish phrases if relevant) and optimize page titles, descriptions, and
content accordingly; and (3) Content marketing — publish blogs or guides
that draw in shoppers (for example, a fashion retailer might post “Top 10
Summer Outfit Trends in the Philippines”). As demonstrated by ShopSM's rise
to the #1spotin search rankings and rapid traffic growth, effective SEO
increases organic visibility, which in turn drives consistent high-quality traffic
and sales without relying solely on paid ads. This foundation in search also
complements other strategies — for instance, customers who first hear about
a brand on Facebook may later Google it, and SEO ensures the brand is easily
found and credible-looking in those moments.

Email Marketing

Email marketing may seem traditional, but it remains a highly effective and personal
channel for retail businesses in the Philippines. According to a global study by Litmus,
email marketing delivers an average return of $42 for every $1 spent — making it one of
the highest ROI channels in digital marketing.

Email ROI vs. Other Channels
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Local results in the Philippines may vary based on industry, audience size, and
campaign strategy.

One reason is that about 80% of Filipino consumers use email regularly for personal
or business communication, and an email lands in a private inbox where a customer is

more attentive, unlike the noisy environment of social feeds. The key to success is using
email strategically rather than blasting generic messages.

Segmentation and automation are crucial: for example, a leading Philippine retail
brand implemented an automated email workflow and saw a 35% increase in cart
recovery rate (by sending targeted reminders to shoppers who abandoned online carts)
and a 20% boost in repeat purchases within 3 months by nurturing customers with
personalized recommendations.

Another e-commerce retailer (specializing in beauty products) sends weekly
promotional emails featuring exclusive deals only available via email; by crafting catchy
subject lines and integrating influencer content in these newsletters, they achieved a 25%
higher open rate and 50% more first-time purchases from those campaigns. These case
studies demonstrate how email can drive both conversion and retention: welcome
emails, back-in-stock alerts, loyalty reward offers, and re-engagement notes all help
keep customers in the loop and incentivize them to buy again. Compared to social mediq,
email gives retailers more control — they aren’t subject to an algorithm determining who
sees their message — and the message can be highly tailored (e.g. addressing the
customer by name and showing products related to past purchases).

Conclusion

Digital marketing has become the engine of growth for retail businesses in the
Philippines. This case study’s examples highlight that success isn't due to one channel
alone, but the synergy of multiple strategies. Social media and influencers build
awareness and excitement in a country hyper-attuned to online social networks, SEO
ensures your business is discovered when consumers actively search for products, and
email marketing converts and retains those customers by delivering tailored messages
straight to them. Notably, the most effective marketing strategy is a mix of all these
tactics — a recent marketing guide confirms that combining social media, influencer
marketing, SEO, and email is the optimal way to build strong customer relationships and
drive sales in the Philippines. For a retail brand, this could mean: running a viral Facebook
campaign that funnels interested people to your website, which is optimized to rank high
on Google; partnering with a local influencer to endorse your new product line on
Instagram or TikTok; and finally capturing those interested customers’ emails to send
them ongoing offers and updates. Businesses that have embraced this holistic digital
approach have seen tangible improvements — from higher engagement rates and web
traffic to increased sales revenue and even physical expansion (new stores and



franchises) as in the case of Cindy’s Bakery. The Philippine consumer is digitally savvy and
expects brands to meet them online with relevant, authentic content. By learning from
these cases and deploying a well-rounded digital marketing plan, retail businesses in the
Philippines can significantly boost their visibility, customer engagement, and overall
growth in today’s digital-first marketplace.

The information and data points in this case study were drawn from up-to-date reports, industry articles, and specific
campaign results. Key references include digital agency case studies of Philippine brands (e.g. LeapOut and
Emergelocal), marketing research from Spiralytics and Meltwater, and industry statistics from sources like Statista and
the Philippine Trade Department — all of which underscore the transformative impact of digital marketing on retail
businesses in the Philippines. Each strategy discussed is backed by real-world evidence of success, demonstrating that
with the right approach, digital marketing is a game-changer for retail in the Philippine context.



