% A|oysian Interdisciplinury Journal https://journals.aloysianpublications.com
— of Social Sciences, Education, and Allied Fields Volume 2 Issue 9 (2026)

ALOYSIAN

............

Online ISSN: 3082-5121

Business Strategies of Small and Medium
Enterprises for Value Creation and Competitive
Advantage: Basis for a Sustainable Action Plan in
Bicol

Reyna A. Velasco !, Dr. Josielyn M. Mendoza !

1 — University of Perpetual Help System DALTA

Publication Date: September 17, 2026 DOI: 10.5281/zenodo.22842439

Abstract

The study examined the business strategies employed by SMEs in Bicol in terms of RBV
practices, competitive strategies, and value creation strategies. It also determined significant
differences in these strategies when respondents were grouped according to profile variables,
examined the relationship between competitive strategies and value creation, and used the
findings as a basis for a sustainable business action plan for SME success. The study utilized a
descriptive-correlational research design in conjunction with a quantitative research method and
involved 120 respondents composed of 45 managers and 75 business owners from 45
participating establishments in the Municipality of Ragay, Camarines Sur. The findings showed
that the RBV dimensions were Fully Implemented (M = 4.52—4.58), while Cost Leadership,
Differentiation, and Focus Strategies were Highly Effective (M = 4.46—4.59). Value creation for
owners, customers, and employees was also Highly Effective (M = 4.29-4.63). Significant
differences were found in selected RBV dimensions according to age, position, and industry or
sector, while the effectiveness of Porter’s strategies differed by position and, for selected
strategies, by industry or sector. All value creation dimensions were significantly and positively
related to the three competitive strategies, with the strongest relationship between Focus Strategy
and Value to Owners (rs = .722, p < .001). The study concluded that SMEs demonstrated full
implementation of RBV practices and highly effective competitive and value creation strategies.
With this, the study recommends that SMEs sustain and strengthen their existing resource
management, competitive strategies, and stakeholder value creation practices while adapting
them to selected differences associated with age, management position, and industry context to
support long-term competitiveness and business sustainability.

Keywords: business strategies, small and medium enterprises, value creation, competitive
advantage, sustainable action plan
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Introduction

Small and Medium Enterprises (SMEs) generally adopt business strategies centered on
flexibility, resource optimization, niche specialization, and incremental innovation. These
strategies allow SMEs to compete despite limited capital and smaller operational scale. SMEs
often rely on their agility, close customer relationships, and adaptability to market shifts as
strategic advantages. To enhance these strategies, SMEs can strengthen their internal capabilities
through digital transformation, skills upgrading, and improved operational processes.
Implementing these enhancements in real business settings may involve adopting digital
inventory systems, forming partnerships with suppliers, focusing on niche markets, and
innovating products or services based on customer feedback. Such actions help SMEs transform
operational limitations into sustainable strategic strengths.

Value creation refers to the process of delivering products or services that provide meaningful
benefit to customers, while competitive advantage refers to the firm’s ability to outperform rivals
by offering superior value. SMEs enhance value creation by improving product quality,
innovating offerings, strengthening customer relationships, and leveraging unique capabilities.
Competitive advantage can be boosted by using strategic tools such as cost leadership,
differentiation, or focus strategies, all of which enable SMEs to stand out in the marketplace.
Farida and Setiawan (2022) emphasized the role of business strategy, innovation, and
competitive advantage in strengthening business performance. This highlights the importance of
internal processes and capability development in strengthening value creation. Thus, exploring
SMEs’ business strategies for value creation and competitive advantage is essential for
understanding how strategic actions translate into meaningful stakeholder value and long-term
sustainability.

This study is grounded in established national policies that promote SME development in the
Philippines. A primary legal basis is Republic Act 6977, known as the Magna Carta for Small
Enterprises, which mandates the promotion, support, and development of SMEs as a national
priority (Republic Act 6977, 1991). This Act emphasizes technology transfer, entrepreneurship
training, and financing access. Republic Act 8289 further strengthened institutional support by
expanding SME development programs and formalizing SME assistance mechanisms (Republic
Act 8289, 1997). Republic Act 9501, or the Magna Carta for Micro, Small and Medium
Enterprises, institutionalized the MSMED Council, capability-building initiatives, and the role of
SMEs in national economic growth (Republic Act 9501, 2008). These policy frameworks
establish the relevance of examining how SMEs use business strategies to create value and
develop competitive advantage.

Despite strong legal support, many SMEs still face challenges related to insufficient resources,
limited technical expertise, weak market positioning, and inadequate strategic planning. SMEs
continue to face challenges in digital adoption and organizational readiness, particularly where
financial resources, technological knowledge, and internal capabilities are limited (Yuwono et al.,
2024; Sagala & Ori, 2024). Although existing literature recognizes that innovation, strategic
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management, and market responsiveness improve SME competitiveness, a clear gap remains in
understanding how SMEs integrate business strategy with value creation and competitive
advantage in specific local contexts. Sutrisno et al. (2024) highlighted the importance of
innovative strategies aligned with community needs, reinforcing the need for context-specific
evidence among SMEs. Addressing this gap allows the study to contribute actionable insights
and evidence-based strategies for strengthening SME competitiveness.

The present study integrates the Resource-Based View, Porter’s competitive strategies, and
value creation for owners, customers, and employees. The Resource-Based View emphasizes the
effective utilization of internal resources, capabilities, and core competencies to sustain
competitive advantage, while Porter’s cost leadership, differentiation, and focus strategies
provide approaches for competitive positioning. Value creation reflects the benefits SMEs
generate for owners, customers, and employees. Respondent profile serves as a grouping variable
for testing differences in the implementation and perceived effectiveness of these strategies,
while the framework also examines the correlation between competitive strategies and value
creation. Together, these components provide the basis for developing a sustainable business
action plan intended to strengthen strategic decision-making and long-term competitiveness.

Therefore, this study examined the business strategies employed by SMEs in the Municipality
of Ragay, Camarines Sur, in terms of RBV practices, Porter’s competitive strategies, and value
creation strategies. It also determined significant differences according to respondent profile,
examined the relationship between competitive strategies and value creation, and developed a
sustainable business action plan based on the findings.

Specifically, it sought to answer the following research questions:

1. To what extent do SME owners and managers implement Resource-Based View (RBV)
practices in sustaining competitive advantage in terms of:

1.1 Resources;

1.2 Capabilities;

1.3 Competitive Advantage; and
1.4 Strategy?

2. Is there a significant difference in the extent of implementation of RBV practices when
respondents are grouped according to profile variables?

3. What is the assessment of SME owners and managers regarding the effectiveness of Michael
Porter’s competitive strategies when applied to their businesses in terms of:

3.1 Cost Leadership Strategy;

A|oysian Interdisciplinary Journal https://journals.aloysianpublications.com

Volume 2 Issue 9 (2026)




Online ISSN: 3082-5121

Aloysian Interdisciplinary Journal https://journals.aloysianpublications.com
of Social Sciences, Education, and Allied Fields

“Q
ALOYSIAN

BuBLicaT ToNS

Volume 2 Issue 9 (2026)

3.2 Differentiation Strategy; and
3.3 Focus Strategy?

4. Is there a significant difference in respondents’ assessments of the effectiveness of Michael
Porter’s competitive strategies when grouped according to profile variables?

5. What is the assessment of SME owners and managers regarding the effectiveness of value
creation strategies in supporting business success in terms of:

5.1 Value to Owners;
5.2 Value to Customers; and
5.3 Value to Employees?

6. Is the perceived effectiveness of value creation strategies significantly correlated with the
perceived effectiveness of the competitive strategies applied by SMEs?

7. Based on the findings and results of the study, what sustainable business action plan shall be
created to ensure the success of SMEs in Bicol?

Methodology
Research Design

The study utilized a descriptive-correlational research design in conjunction with a
quantitative research method. This design aimed to explore relationships among SMEs’ business
strategies, the implementation of the Resource-Based View Theory, competitive strategies, and
value creation, and to examine how these elements contributed to sustaining competitive
advantage without attempting to establish a cause-and-effect relationship. The variables were not
manipulated or controlled; instead, the study observed SMEs’ strategic practices, resource
utilization, and competitive strategies in their natural operational environments. Data were
collected through structured survey questionnaires and analyzed to identify patterns, correlations,
and significant differences among groups based on age, sex, position, years in the business, and
industry or sector.

Research Locale

The study was conducted in the Municipality of Ragay, Camarines Sur. The participating
enterprises represented various trade and service activities within the municipality, providing the
local setting for examining SME resource management, competitive strategies, value creation,
and competitive advantage.
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Respondents and Sampling

The study covered 45 business establishments operating within the Municipality of Ragay,
Camarines Sur. These consisted of 15 microenterprises, 15 small enterprises, and 15 medium
enterprises engaged in various trade and service sectors. The respondents consisted of 45
managers and 75 business owners from the 45 participating establishments, for a total of 120
respondents. The researchers selected more than one eligible owner or manager from some
establishments to reach the required number of respondents. All selected respondents had direct
knowledge of their establishments’ operations and strategic decisions. Non-managerial
employees who did not participate in strategic decision-making were not included because
several questionnaire items required knowledge of resource allocation, competitive positioning,
and long-term business direction.

Inclusion Criteria

Managers were required to be currently employed or officially designated as managers of the
selected enterprises, to have direct responsibility for managing, supervising, or coordinating
business operations, to have served in their managerial positions for at least six months, and to
voluntarily agree to participate. Business owners were required to be the registered or recognized
owners of the selected enterprises, to be directly involved in management, supervision, or
decision-making, to have businesses operational for at least six months, and to voluntarily agree
to participate.

Research Instrument

The study used a researcher-designed survey questionnaire aligned with the Statement of the
Problem, theoretical framework, and related literature on RBV practices, competitive strategies,
and value creation. The questionnaire contained four parts. Part I gathered age, sex, position in
the business, years in the business, and industry or sector. Part II measured the extent of
implementation of RBV-related practices in terms of Resources, Capabilities, Competitive
Advantage, and Strategy using a five-point implementation scale. Part III measured the perceived
effectiveness of Cost Leadership, Differentiation, and Focus Strategies using a five-point
effectiveness scale. Part IV measured the perceived effectiveness of value creation in terms of
Value to Owners, Value to Customers, and Value to Employees.

The questionnaire underwent content validation by three validators: one associate professor
from the academe, one statistician, and one research coordinator from Ragay District 2. The
instrument was accepted with revisions. After the research adviser’s approval, the revised
instrument was pilot-tested among 25 SME owners or managers with characteristics similar to
the target respondents but who did not participate in the main study. Cronbach’s alpha was
computed to determine internal consistency and yielded a coefficient of 0.84.
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Data Collection Procedure

Data gathering proceeded after the revised research instrument had been approved and
institutional ethical requirements had been fulfilled. The researcher secured the necessary
approval and endorsement from the Graduate School and obtained permission from the
concerned authorities and organizations. The revised and validated survey questionnaire was
administered to qualified SME owners and managers. Each respondent received information
about the purpose of the study, the procedures involved, the voluntary nature of participation, the
right to decline or withdraw, informed consent, and confidentiality. Completed questionnaires
were checked for completeness and consistency, coded, encoded in Microsoft Excel, and
prepared for statistical analysis. The instrument did not request the names of respondents or
businesses, and results were reported in aggregate form.

Statistical Treatment of Data

Frequency and percentage were used to describe the respondent profile. Mean and standard
deviation were used to determine the implementation of RBV practices and the perceived
effectiveness of Porter’s competitive strategies and value creation strategies. Because the
majority of groups violated the assumption of normality, the Mann—Whitney U test was used for
comparisons involving two groups and the Kruskal-Wallis H test for comparisons involving
more than two groups. The six variables included in the correlation analysis significantly
deviated from normality; therefore, Spearman’s rho was used to examine relationships between
competitive strategies and value creation. The level of significance was set at p <.05.

Results
Table 1
Summary Assessment of the Implementation of Resource-Based View Theory
Dimensions Mean SD Interpretation Rank
Resources 4.57 0.44 Fully 2
Implemented
Capabilities 4.58 0.86 Fully 1
Implemented
Competitive Fully
Advantage 4.52 0.53 Implemented 33
Fully
Strategy 4.52 0.49 Implemented 3.5
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Table 1 shows that all dimensions of the Resource-Based View Theory were Fully
Implemented. Capabilities obtained the highest overall mean (M = 4.58, SD = 0.86), followed by
Resources (M = 4.57, SD = 0.44). Competitive Advantage and Strategy both obtained an overall
mean of 4.52 and were also interpreted as Fully Implemented.

Table 2
Summary of Significant Differences in the Implementation of Resource-Based View Theory
According to Profile
Profile Variable S{gmﬁc'ant NOt, Slgnl.ﬁcant Overall Result
Dimensions Dimensions
Resources; Significant in
Age Competitive Capabilities; Strategy B .
selected dimensions
Advantage
Resources;
ilities; —
Sex None Capabi 1.t1.es, Not Significant
Competitive

Advantage; Strategy

.. . Resources; . .
Position  in  the . - Significant in
. Competitive Capabilities; Strategy . .
Business selected dimensions
Advantage
Resources;
) ) Capabilities; ..
Years in the Business None pablitti Not Significant
Competitive
Advantage; Strategy
Resources;
Capabilities; Significant in
Industry/Sector o Strate . .
Y Competitive &Y selected dimensions
Advantage

Table 2 shows that age significantly differentiated Resources, H(4) = 17.627, p = .001, and
Competitive Advantage, H(4) = 11.396, p = .022. Position in the business also produced
significant differences in Resources, U = 1001.5, p < .001, and Competitive Advantage, U =
1239.5, p = .011, with managers reporting higher mean ranks. Industry or sector significantly
differentiated Resources, H(5) = 20.077, p = .001, Capabilities, H(5) = 23.314, p < .001, and
Competitive Advantage, H(5) = 15.955, p = .007. No significant RBV differences were found
according to sex or years in the business.
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Table 3
Assessment of the Effectiveness of Michael Porter’s Competitive Strategies
Competitive Mean SD Interpretation Rank
Strategy
Cost Leadership 4.59 0.49 Highly Effective 1
Strategy
Focus Strategy 4.51 0.56 Highly Effective 2
Differentiation 4.46 0.51 Highly Effective 3
Strategy
Table 3 shows that all three competitive strategies were assessed as Highly Effective. Cost
Leadership Strategy obtained the highest overall mean (M = 4.59, SD = 0.49), followed by Focus
Strategy (M =4.51, SD = 0.56) and Differentiation Strategy (M = 4.46, SD = 0.51).
Table 4
Summary of Significant Differences in the Effectiveness of Michael Porter’s Competitive
Strategies According to Profile
Profile Variable Slgnlﬁcz.lnt Not Slgnli."lcant Overall Result
Strategies Strategies
Differentiation; Cost _
Age None Leadership: Focus Not Significant
Sex None Differentiation; Cost Not Significant

Leadership; Focus

Position in the

Business

Differentiation; Cost
Leadership; Focus

None

Significant in all
three

Differentiation; Cost

Years in the Business None ) Not Significant
Leadership; Focus &
Differentiation; ) Significant in
Industry/Sector ’ Cost Leadership £ )
Focus selected strategies

Table 4 indicates no significant differences in the effectiveness of Differentiation, Cost
Leadership, and Focus Strategies according to age, sex, or years in the business. Significant

622
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differences were found according to position in the business for Differentiation Strategy, U =
1345.0, p = .048; Cost Leadership Strategy, U = 1284.5, p = .025; and Focus Strategy, U =
1180.5, p = .004, with managers obtaining higher mean ranks than owners. Industry or sector
showed significant differences for Differentiation Strategy, H(5) = 15.91, p = .007, and Focus
Strategy, H(5) = 18.947, p = .002, but not for Cost Leadership Strategy, H(5) = 3.004, p = .699.

Table 5

Assessment of the Effectiveness of Value Creation Strategies
Vahfe Cre.atlon Mean SD Interpretation Rank

Dimension

Value to 4.63 0.47 Highly Effective 1
Customers
Value to Owners 4.58 0.51 Highly Effective 2
Value to . )
Employees 4.29 0.59 Highly Effective 3

Table 5 shows that all value creation strategies were assessed as Highly Effective. Value to
Customers obtained the highest overall mean (M = 4.63, SD = 0.47), followed by Value to
Owners (M =4.58, SD =0.51) and Value to Employees (M =4.29, SD = 0.59).

Table 6 shows significant positive relationships between all dimensions of value creation and
the three competitive strategies. Value to Owners had a moderate relationship with
Differentiation Strategy (rs = .521, p < .001) and strong relationships with Cost Leadership (rs
= .675, p < .001) and Focus Strategy (rs = .722, p < .001). Value to Customers had moderate
relationships with Differentiation (r; = .461, p <.001) and Cost Leadership (r; = .537, p <.001),
and a strong relationship with Focus Strategy (r; = .603, p <.001). Value to Employees had weak
but significant positive relationships with Differentiation (rs = .385), Cost Leadership (rs = .384),
and Focus Strategy (rs = .337), all p <.001.
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Table 6
Significant Correlation of Value Creation Strategies with Competitive Strategies
Value Competitive
Creation S Xs Strength p-value Remark
Value to | Differentiation 521 Moderate <.001 Significant
Owners Strategy
Value to Cost
Leadership .675 Strong <.001 Significant
Owners
Strategy
Value to Focus .
<
Owners Strategy 122 Strong .001 Significant
Value to | Differentiation 461 Moderate <.001 Significant
Customers Strategy
Value to Cost
Leadership 537 Moderate <.001 Significant
Customers
Strategy
Value o) Focus 603 Strong < 001 Significant
Customers Strategy
Value to | Differentiation 185 Weak < 001 Significant
Employees Strategy
Value to Cost
Leadership 384 Weak <.001 Significant
Employees
Strategy
Value to Focus .
<
Employees Strategy 337 Weak .001 Significant

624
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Discussions
Implementation of Resource-Based View Theory

As shown in Table 1, the SMEs fully implemented the Resource-Based View Theory across
Resources, Capabilities, Competitive Advantage, and Strategy. In terms of Resources, the overall
mean was M = 4.57 (SD = 0.44). Financial resources managed to maximize operational
effectiveness obtained the highest indicator mean (M = 4.63, SD = 0.54), while technological
resources obtained the lowest (M = 4.43, SD = 0.69), although both were interpreted as Fully
Implemented. The findings indicate that financial, physical, human, and material resources are
generally managed and aligned with organizational goals. Effective resource allocation and
management support organizational performance and business objectives (Ardiantono et al.,
2024). The comparatively lower rating for technological resources indicates that technology is
being used but can still be maximized. This aligns with studies showing that SMEs continue to
face limitations in digital technology adoption and use because of financial, technical, and
organizational constraints (Yuwono et al., 2024; Sagala & Ori, 2024). In the Philippine context,
Yap and Fabroa (2025) likewise found that digital technology is relevant to MSME business
performance. Overall, resource management represents an important strength of the surveyed
SMEs, while technology remains a practical area for continued improvement.

Capabilities obtained the highest overall assessment among the four RBV dimensions (M =
4.58, SD = 0.86). The development of skills and expertise that enhance performance received the
highest indicator mean, while employee training to implement business strategies obtained the
lowest indicator mean. These findings suggest that the SMEs place strong emphasis on skills,
expertise, innovation, problem-solving, and core competencies, but still have opportunities to
strengthen workforce development. Generalao (2024) identified skills gaps, limited training
capacity, and the need for stronger industry participation in enterprise-based training in the
Philippine context. Evidence on SMEs also shows that dynamic capabilities and digitalization
contribute to competitive advantage (Saputra et al., 2024), while knowledge management and
innovation capability can strengthen organizational performance and competitive advantage
(Achmad & Wiratmadja, 2025). Thus, the strong capability profile indicates that these SMEs are
positioned to respond to market demands, although continuing employee development is
necessary to sustain this advantage.

Competitive Advantage was also Fully Implemented (M = 4.52, SD = 0.53). The highest-
rated indicator was implementing strategies to create a sustainable market position, while
differentiation of products or services to attract and retain customers received the lowest mean.
The findings indicate that SMEs actively pursue competitive advantage through strategic
planning, market monitoring, unique strengths, and continuous improvement. Organizational
resources and capabilities are important foundations of competitive advantage (Belas et al., 2024;
Achmad & Wiratmadja, 2025). The comparatively lower differentiation indicator suggests that
the surveyed SMEs may further strengthen distinctiveness in products, services, branding, and
customer experience. Overall, the results indicate that the participating businesses have
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established competitive advantage, but differentiation remains an area that can be further
developed to support customer attraction and retention.

Strategy was Fully Implemented, with an overall mean of M = 4.52 (SD = 0.49). Strategic
decision-making that considers market trends and customer needs obtained the highest indicator
mean. The results suggest that the SMEs practice deliberate and adaptive strategic management
by aligning business strategies with long-term goals, evaluating outcomes, and responding to
market and customer conditions. Strategic agility is important to firm performance in both
developed and emerging markets (Vrontis et al., 2023), while strategic communication can
support implementation by strengthening participation, information sharing, feedback, and
collaboration (Alakas & Oztiirk, 2026). Sari et al. (2024) likewise found that sustainable strategic
planning and management influence sustainable performance among MSMEs. Taken together,
the findings on Resources, Capabilities, Competitive Advantage, and Strategy demonstrate that
the surveyed SMEs possess a strong internal base for sustaining competitiveness, while
continued technology adoption, employee training, differentiation, and strategy communication
can further strengthen implementation.

Differences in Resource-Based View Theory According to Profile

The significant differences in Resources and Competitive Advantage according to age
indicate that age may be associated with how respondents perceive and utilize organizational
resources and competitive position. Respondents aged 3645 years obtained the highest mean
ranks for both Resources and Competitive Advantage. However, age did not significantly
differentiate Capabilities and Strategy. This pattern suggests that demographic characteristics
alone do not determine the development of organizational capabilities or strategic practices.
Handoyo et al. (2023) emphasized that firm characteristics should be considered together with
the business environment and strategic orientation, while Otache (2024) showed that
entrepreneurial management and the effective use of organizational resources contribute to
competitive advantage and SME performance.

No significant differences in Resources, Capabilities, Competitive Advantage, and Strategy
were found according to sex. This indicates that male and female respondents held generally
comparable assessments of the RBV dimensions. The finding is consistent with evidence that
gender differences in SME outcomes are not necessarily direct or uniform across dimensions of
business performance (Exposito et al., 2024). Sudarnice et al. (2024) also emphasized that
gender interacts with entrepreneurial behavior and access to capital rather than acting as a
standalone determinant of business outcomes. Accordingly, the results suggest that resource use,
capability development, competitive advantage, and strategic practices among the surveyed
SME:s are not primarily explained by sex.

Position in the business significantly differentiated Resources and Competitive Advantage,
with managers reporting higher mean ranks than owners. This may reflect differences in
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managerial responsibilities and closer exposure to day-to-day resource allocation, operational
decisions, and competitive actions. Otache (2024) emphasized that entrepreneurial management
is associated with competitive advantage and SME performance, while Abid et al. (2023)
demonstrated that SMEs can use resources embedded within the firm to strengthen competitive
advantage under resource constraints. At the same time, no significant differences were found in
Capabilities and Strategy according to position, indicating that these dimensions may be
perceived more consistently across owners and managers.

Years in the business did not significantly differentiate Resources, Capabilities, Competitive
Advantage, or Strategy. The absence of differences suggests that business longevity alone does
not determine how SMEs perceive their internal resources and strategic practices. Handoyo et al.
(2023) similarly noted that firm age should be considered together with business-environment
and strategic-orientation factors, while Kim and Trulaske (2024) showed that the effects of firm
age on organizational performance depend on contextual conditions such as industry dynamism
and organizational practices. Thus, SMEs with different lengths of operation may still maintain
comparable resource, capability, competitive, and strategic practices.

For industry or sector, Education had the highest mean ranks for Resources (MR = 90.60) and
Capabilities (MR = 94.50). Information Technology/Software had the lowest mean ranks for
Resources and Capabilities, and also the lowest mean rank for Competitive Advantage. Industry
or sector significantly differentiated Resources, Capabilities, and Competitive Advantage but not
Strategy. These differences may reflect sector-specific operational requirements, resource
structures, technological demands, and competitive environments. Saeedikiya et al. (2024)
emphasized that organizations develop capabilities in response to technological and market
conditions, while Saputra et al. (2024) found that dynamic capabilities and digitalization
contribute to competitive advantage. Achmad and Wiratmadja (2025) further showed that
knowledge management, innovation capability, and organizational resources can strengthen
competitive advantage. Overall, industry context appears to shape the availability and use of
resources and capabilities even when strategic approaches remain broadly similar across sectors.

Effectiveness of Michael Porter’s Competitive Strategies

As presented in Table 3, Cost Leadership, Focus, and Differentiation Strategies were all
assessed as Highly Effective. Cost Leadership ranked first (M = 4.59, SD = 0.49). The detailed
findings show that minimizing production or operational costs obtained the highest indicator
mean, followed by prioritizing cost control in strategic decision-making. This indicates that the
surveyed SMEs emphasize operational efficiency, competitive pricing, overhead reduction, and
continuous improvement as mechanisms for maintaining profitability. Research shows that cost
leadership can improve SME competitiveness and performance when firms control costs and use
resources efficiently (Isichei et al., 2024). Arianpoor and Moghaddampoor (2024) likewise
emphasized that cost leadership can contribute to supply-chain management efficiency. The high
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rating of Cost Leadership therefore reflects the practical importance of efficiency and cost
control in resource-constrained SMEs.

Focus Strategy ranked second (M = 4.51, SD = 0.56). Tailoring products or services to the
needs of a particular customer group was its highest-rated indicator, followed by specialized
offerings and targeting a defined market segment or niche. The results indicate that the SMEs
prioritize depth of service within specific markets rather than broad market coverage. Customer
participation and customization can enhance perceived value and customer satisfaction (Ngo &
O'Cass, 2023), while market segmentation and customer relationship capabilities can improve
SME performance by concentrating resources on clearly defined customer groups (Kamboj &
Rahman, 2024). Cenamor et al. (2023) further explained that entrepreneurial SMEs can leverage
digital technologies to create and capture value in niche markets. Thus, Focus Strategy is highly
effective because it enables SMEs to match limited resources with specialized customer
requirements.

Differentiation Strategy ranked third but remained Highly Effective (M = 4.46, SD = 0.51).
Achieving customer satisfaction through distinctive features or services obtained the highest
indicator mean, while product or service uniqueness and branding were comparatively lower.
The results indicate that the SMEs actively pursue differentiation through distinctive offerings,
innovation, and customer-oriented product development, but can further strengthen branding and
uniqueness. Rubio-Andrés et al. (2024) found that competitive strategy and innovation can
improve SME market performance, while Riviere and Upson (2025) showed that SMEs respond
to customer and competitor pressures through strategic actions that include innovation and
differentiated market responses. Pramuki and Kusumawati (2024) likewise linked market
orientation and product innovation with marketing performance through competitive advantage.
The comparatively lower rank of Differentiation does not indicate ineffectiveness; rather, it
identifies an area where additional investment in branding, innovation, and unique customer
value may further strengthen market positioning.

Taken together, the ranking of Cost Leadership first, Focus second, and Differentiation third
indicates that the surveyed SMEs place greatest emphasis on operational efficiency, followed by
specialized market responsiveness, while still maintaining a strong differentiation orientation.
These strategies should not be interpreted as mutually exclusive. Gutiérrez-Broncano et al. (2024)
found that hybrid competitive strategies can support SME performance through innovation and
adaptive capacity. The findings therefore suggest that SMEs can sustain cost efficiency and niche
responsiveness while strengthening differentiated value in order to remain competitive as market
conditions change.

628
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Differences in Competitive Strategies According to Profile

The effectiveness of Differentiation, Cost Leadership, and Focus Strategies did not
significantly differ according to age or sex. This suggests that respondents across age and sex
groups generally view the three competitive strategies as similarly effective. Handoyo et al.
(2023) emphasized that strategic orientation is shaped by the business environment and
organizational characteristics rather than by one demographic factor alone. Gutiérrez-Broncano
et al. (2024) likewise associated competitive strategies with innovation and adaptive capacity,
while Zahoor et al. (2024) highlighted the importance of strategic agility when SMEs respond to
complex business challenges. Thus, the absence of age and sex differences indicates that
competitive-strategy effectiveness may depend more on organizational and market conditions
than on these respondent characteristics.

Position in the business significantly differentiated all three competitive strategies, with
managers reporting higher mean ranks than owners for Differentiation, Cost Leadership, and
Focus Strategies. The finding may reflect managers’ closer involvement in translating strategic
decisions into daily operations and evaluating their implementation. Lea and Khuong (2025)
emphasized the contribution of strategic orientations, learning capability, and innovation to SME
organizational effectiveness. Khattak (2024) also showed that managerial characteristics can
influence digital transformation and sustainable competitive performance, while Anwar et al.
(2025) identified multiple organizational antecedents of SME strategic orientation. Accordingly,
managers’ higher assessments may be associated with their greater operational exposure to how
competitive strategies are executed and monitored.

The actual Kruskal-Wallis results for years in business show no significant differences in
Differentiation, Cost Leadership, or Focus Strategy

This result indicates that the perceived effectiveness of competitive strategies is generally
stable across businesses with different lengths of operation. Handoyo et al. (2023) and Kim and
Trulaske (2024) both suggest interpreting firm age or longevity alongside organizational and
environmental factors, rather than as a standalone determinant of performance or strategic
behavior.

Industry or sector significantly differentiated Differentiation and Focus Strategies, but not
Cost Leadership. This suggests that sector-specific customer expectations, market structures, and
opportunities for specialization shape how SMEs differentiate offerings and focus on selected
segments. Navaia et al. (2023) associated differentiation with positional advantage when firms
respond to market requirements, while Fluhrer and Brahm (2023) showed that SME positioning
approaches vary with entrepreneurs’ perceptions of their competitive environment. Eromafuru
(2025) also emphasized the importance of industry-relevant core competencies in
competitiveness. By contrast, the absence of an industry difference in Cost Leadership suggests
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that cost control and operating efficiency are broadly applicable across the sectors represented in
the sample.

Effectiveness of Value Creation Strategies

As shown in Table 5, Value to Customers, Value to Owners, and Value to Employees were all
assessed as Highly Effective. Value to Customers ranked first (M = 4.63, SD = 0.47).
Consistently meeting customer expectations obtained the highest indicator mean, followed by
prioritizing customer needs and preferences and providing high-quality, reliable products or
services. The findings indicate that customer-centered practices are a core operational priority
among the surveyed SMEs. Putri et al. (2024) demonstrated that customer orientation and service
quality contribute to customer satisfaction, while Arkadan et al. (2024) emphasized that customer
experience orientation supports value creation and stronger customer relationships. Madueke and
Eyupoglu (2024) also linked service quality with customer loyalty among SMEs. The high rating
for Value to Customers therefore reflects the importance of consistent quality, responsiveness,
and customer experience in sustaining repeat patronage and business growth.

Value to Owners ranked second (M = 4.58, SD = 0.51). Risk management practices to protect
owner investments obtained the highest indicator mean, followed by profit reinvestment and
clear information on business performance. These results indicate that the SMEs create owner
value through financial stewardship, risk management, reinvestment, accountability, and
alignment with long-term owner interests. Belas et al. (2024) emphasized the role of financial
management in SME sustainability, while Momtaz and Parra (2025) found that sustainability-
oriented practices and ESG-related information can contribute to SME financial performance.
Wen et al. (2023) further showed that governance mechanisms can support SME performance by
strengthening oversight and accountability. Overall, the findings indicate that owner value is
closely connected with responsible financial and strategic management.

Value to Employees ranked third but was still Highly Effective (M = 4.29, SD = 0.59).
Maintaining a positive and supportive work environment obtained the highest indicator mean,
while employee involvement in decision-making obtained the lowest. The results indicate that
SMEs generally support employee welfare, fair compensation, development, motivation, and
recognition, but employee participation in decisions remains an area for improvement. Ferron
Vilchez et al. (2024) found a reciprocal relationship between organizational support and
employee engagement in SMEs. In the Philippine context, Abrias (2024) found that training and
development and compensation can predict employee engagement. Wicaksari et al. (2024) also
linked engagement and rewards with employee retention, while Gelencsér et al. (2024)
highlighted the importance of employee involvement and organizational support in retention.
Therefore, strengthening participation and empowerment may help the surveyed SMEs convert
supportive employment practices into stronger commitment and engagement.
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The ranking of Value to Customers first, Value to Owners second, and Value to Employees
third suggests that the surveyed SMEs place greatest emphasis on external customer value and
owner sustainability, while employee-oriented value receives comparatively less emphasis. This
does not mean that employee value is weak, because it remained Highly Effective. Rather, it
identifies an opportunity to strengthen employee development, recognition, communication, and
involvement in decision-making. Paulino et al. (2024) emphasized that employee-centered
human resource practices, including skill development, engagement, communication, and
retention-oriented practices, can improve SME productivity and reduce turnover. A more
balanced approach across customers, owners, and employees can therefore reinforce sustainable
stakeholder value creation.

Relationship Between Value Creation and Competitive Strategies

As reflected in Table 6, all three competitive strategies were significantly and positively
related to all dimensions of value creation. For Value to Owners, Differentiation Strategy had a
moderate relationship (r; = .521, p <.001), while Cost Leadership (rs = .675, p <.001) and Focus
Strategy (rs = .722, p < .001) had strong relationships. The strongest association in the study was
between Focus Strategy and Value to Owners. This suggests that concentrating resources on
selected customer groups or market niches may be particularly compatible with protecting owner
investments, reinvesting profits, supporting long-term owner interests, and generating financial
returns.

For Value to Customers, Differentiation Strategy (r; = .461, p < .001) and Cost Leadership
Strategy (rs = .537, p < .001) had moderate positive relationships, while Focus Strategy had a
strong positive relationship (r; = .603, p < .001). The stronger Focus relationship may reflect
focused strategies' ability to identify specific customer groups and respond closely to specialized
needs. Kamboj and Rahman (2024) linked market segmentation and customer relationship
capabilities with SME performance and customer value, while Rather and Hollebeek (2024)
emphasized the role of customer engagement and value creation in customer loyalty. The
findings therefore show that strategies centered on targeted markets can be especially relevant to
customer-oriented value.

The three relationships with Value to Employees were statistically significant but weak:
Differentiation (rs = .385), Cost Leadership (r; = .384), and Focus Strategy (rs = .337), all p
< .001. This indicates that competitive strategies are more strongly associated with owner- and
customer-oriented outcomes than with employee value. Komakech et al. (2024) nevertheless
emphasized that employee engagement can interact with competitive strategy and contribute to
competitiveness. The weaker coefficients therefore suggest that employee value may depend
more directly on human-resource and organizational support practices than on market-facing
competitive strategy alone.
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Overall, the correlation findings establish that Differentiation, Cost Leadership, and Focus
Strategies are significantly associated with value creation among the surveyed SMEs. Rubio-
Andrés et al. (2024) reported that competitive strategies can enhance SME market performance
through innovation, while Ngatno and Prihatini (2024) found that differentiation and cost
leadership are associated with firm performance under varying environmental conditions. Garcia
Moreno (2024) likewise supported the positive role of differentiation in SME performance. The
present findings extend this logic to stakeholder value by showing that competitive strategy is
associated with value for owners, customers, and employees, although the strength of these
relationships differs across stakeholder groups.

Sustainable Business Action Plan

Based on the findings, the study proposes an SME Sustainable Resource, Competitive
Strategy, and Value Creation Enhancement Program. The action plan logically follows the areas
identified in the results: technological resources and employee training require continued
strengthening within the RBV dimensions; Differentiation, although Highly Effective, ranked
below Cost Leadership and Focus; Value to Employees ranked below Value to Customers and
Value to Owners; and selected differences according to age, position, and industry or sector
indicate that improvement activities should not be applied uniformly to all SME:s.

The proposed program therefore focuses on strengthening financial, physical, human, and
technological resource use; improving workforce capabilities and innovation; sustaining
competitive advantage through market monitoring and continuous improvement; strengthening
strategic management; maintaining Cost Leadership and Focus while improving Differentiation;
sustaining value creation for customers and owners; and enhancing employee value, engagement,
and continuous development. Continuous monitoring and evaluation ensure the recommended
activities respond to actual SME conditions and contribute to long-term competitiveness and
business sustainability. In this way, the action plan serves as the practical integration of the
study’s RBV, competitive strategy, and value creation findings.

Conclusion

1. The Resource-Based View Theory was fully implemented among the SMEs, as
reflected in the high ratings across Resources, Capabilities, Competitive Advantage, and
Strategy. This indicates that the SMEs generally possess and utilize resources, capabilities,
competitive practices, and strategies that support the development and maintenance of their
competitive advantage.

2. The implementation of the Resource-Based View Theory differed significantly
according to age in terms of Resources and Competitive Advantage, according to position in
terms of Resources and Competitive Advantage, and according to industry or sector in terms
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of Resources, Capabilities, and Competitive Advantage. No significant differences were
found across all RBV dimensions according to sex and years in the business, while Strategy
also did not significantly differ according to age, position, and industry or sector. Therefore,
implementation of the Resource-Based View Theory varies by selected respondent
characteristics, particularly age, position, and industry or sector, rather than uniformly across
all profile variables.

3. Porter’s competitive strategies were found to be highly effective among the SMEs,
with Cost Leadership obtaining the highest overall assessment, followed by Focus and
Differentiation Strategies. This indicates that SMEs effectively use cost efficiency, market
focus, and differentiation practices to strengthen their competitive positioning.

4. The effectiveness of Porter’s competitive strategies did not significantly differ
according to age, sex, and years in the business. However, position showed significant
differences across all three strategies, and industry or sector showed significant differences
for the Differentiation and Focus Strategies. Thus, perceived effectiveness is generally
consistent across most respondent characteristics but varies by position and, for selected
strategies, by the industry or sector in which the SME operates.

5. The value creation strategies of the SMEs were found to be highly effective, with
Value to Customers receiving the highest assessment, followed by Value to Owners and
Value to Employees. This indicates that SMEs place strong emphasis on creating value for
stakeholders, particularly customers, while still recognizing the importance of generating
value for owners and employees.

6. All dimensions of value creation were found to have significant positive relationships
with Differentiation, Cost Leadership, and Focus Strategies. The strongest relationships were
observed between Value to Owners and Focus Strategy, followed by Value to Owners and
Cost Leadership Strategy. Therefore, higher assessments of value creation were associated
with higher assessments of the effectiveness of the competitive strategies employed by the
SMEs, demonstrating a significant relationship between value creation and competitive
positioning.

7. Based on the findings of the study, a sustainable business action plan for SMEs in
Bicol can be developed by integrating the identified strengths and areas for improvement in
Resource-Based View practices, competitive strategies, and value creation. The findings
provide a basis for sustaining effective resource management, Cost Leadership and Focus
Strategies, and value creation for customers and owners, while strengthening technological
resources, employee capability development, Differentiation Strategy, and value creation for
employees. The plan should also consider significant variations according to age, position,
and industry or sector to ensure that proposed interventions respond to the differing
conditions and needs of SMEs.



Online ISSN: 3082-5121

Aloysian Interdisciplinary Journal https://journals.aloysianpublications.com
of Social Sciences, Education, and Allied Fields

“Q
ALOYSIAN

BuBLicaT ToNS

Volume 2 Issue 9 (2026)

Recommendation

1. Sustain the full implementation of Resource-Based View practices through
regular resource assessment, capability development, and continuous improvement activities.
SME owners and managers may periodically review financial and inventory controls,
maximize the use of physical and human resources, adopt appropriate digital and
technological tools, provide continuing training and cross-training for employees, encourage
employee suggestions, and conduct process-improvement and innovation activities.
Particular attention may be given to technological resource utilization and employee training,
which received lower ratings within the Resources and Capabilities dimensions despite
being fully implemented.

2. Adopt targeted and needs-based adjustments in Resource-Based View practices
according to age, position in the business, and industry or sector. SME owners and managers
may conduct periodic assessments of resource availability, technological requirements,
workforce capabilities, and competitive conditions before determining the type of assistance
required by each group. Owners and managers may undertake joint resource reviews and
clarify their respective responsibilities in resource allocation and competitive decision-
making, while industry-specific interventions may include technology support, skills
development, market analysis, and resource-management training based on the operational
requirements of each sector. Since no significant differences were established according to
sex and years in business, interventions need not be differentiated solely on the basis of
these variables.

3. Maintain the high effectiveness of Cost Leadership and Focus Strategies while
continuously strengthening Differentiation Strategy through specific competitive practices.
SMEs may sustain Cost Leadership by regularly monitoring operating costs, controlling
overhead and waste, maintaining competitive pricing, and improving process efficiency.
SMEs may maintain a Focus Strategy by identifying clearly defined customer segments and
tailoring products, services, pricing, and promotional activities to their specific needs.
Differentiation Strategy may be further strengthened by conducting customer-preference
analyses, identifying gaps in existing products and services, developing distinctive product
or service features, improving branding, packaging, service delivery, and customer
experience, and testing new or improved offerings on a small scale before full
implementation.

4.  Strengthen coordination between SME owners and managers in competitive-
strategy decision-making and adapt Differentiation and Focus Strategies to industry-specific
conditions. Owners may focus on long-term strategic decisions involving pricing direction,
major investments, target markets, business positioning, and expansion, while managers may
translate these decisions into operational activities involving cost control, inventory
management, supplier coordination, promotions, service delivery, and customer relations.
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SMEs may also conduct periodic customer, competitor, and industry analyses to guide
adjustments in product or service features, branding, promotional approaches, and target-
market strategies according to the operating conditions of their respective industries.

5. Sustain the highly effective value creation strategies for customers, owners, and
employees through continuous monitoring and stakeholder-centered practices. SMEs may
maintain customer value by regularly gathering customer feedback, monitoring customer
satisfaction, improving complaint-resolution mechanisms, and ensuring reliable product and
service quality. SMEs may sustain value to owners through periodic financial-performance
reviews, risk assessments, clear reporting of business performance, and appropriate profit-
reinvestment decisions. Value to employees may be strengthened by maintaining fair
compensation and benefits, professional-development opportunities, recognition programs,
and a supportive work environment while increasing employee participation in appropriate
business decisions. Greater attention to employee participation is warranted because
employee involvement in decision-making obtained the lowest mean among the employee-
value indicators, although it remained Highly Effective

6. Integrate value creation with Cost Leadership, Differentiation, and Focus
Strategies through regular strategic monitoring and review. SMEs may ensure that cost-
efficiency initiatives under Cost Leadership do not compromise product or service quality
and employee welfare; assess whether differentiation initiatives improve customer
satisfaction, innovation, and financial returns; and determine whether Focus Strategy
enhances customer satisfaction, retention, and performance within selected market segments.
SME owners and managers may regularly monitor operating costs, profitability, customer
satisfaction, repeat patronage or retention, employee engagement, and strategic performance
and use these results to identify areas requiring adjustment. They may also focus on
incorporating employee development, recognition, participation, and welfare into
competitive-strategy implementation because the relationships between Value to Employees
and all three competitive strategies, although statistically significant, were comparatively
weak. Regularly reviewing and adjusting these indicators can help maintain alignment
between stakeholder value creation and competitive positioning over time.

7.  Create a sustainable business action plan for SMEs in Bicol that integrates
Resource-Based View practices, competitive strategies, and value creation based on the
identified strengths and areas for improvement of the participating SMEs. The plan may
include strategies for sustaining effective resource management, Cost Leadership and Focus
Strategies, and value creation for customers and owners, while strengthening technological
resources, employee capability development, Differentiation Strategy, and value creation for
employees. It should also provide needs-based and industry-responsive interventions that
consider differences according to age, position, and industry or sector, together with
appropriate monitoring and evaluation measures to assess implementation and guide
continuous improvement.
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