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3Summary

SUMMARY

Latest Global State of Small Business Report

Today we are releasing the third edition of The Global State of Small Business Report, a survey research collaboration with 
the Organisation for Economic Co-operation and Development (OECD) and the World Bank to provide monthly updates on 
how small businesses are faring as they weather the global pandemic. From surveying an additional 25,000 small 
businesses across more than 50 countries in July, we found that:

While small businesses 
continue to reopen, many 
still reported lower sales and 
sustained reductions in 
employment due to the 
COVID-19 pandemic.

Financial challenges have 
overtaken lockdown orders 
as the primary reason 
surveyed small businesses 
reported being closed.

Many small businesses have 
seen the benefits of shifting 
to e-commerce. 

Read the third Global State of Small Business Report here.

https://dataforgood.fb.com/global-state-of-smb/
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SUMMARY

Digital Tools in Crisis and Recovery Consumer Report

We’re also sharing findings from a research study we commissioned from Deloitte that examines the impact of 
COVID-19 on consumers' behavior, purchasing patterns, and their use of digital tools to search for and interact with 
businesses across 13* markets.

*13 markets: Australia, Brazil, France, India, Indonesia, Italy, Mexico, New Zealand, the Philippines, Spain, Sri Lanka, United Kingdom, United States

Read Deloitte's Digital Tools in Crisis and Recovery Consumer Report here.

48% of consumers 
surveyed reported an 
increase in online 
spending since the 
outbreak of COVID-19.

Nearly two-thirds of 
shoppers surveyed who 
substituted one of their 
frequented businesses for 
a new one reported using 
digital tools to discover 
these new businesses.

Of those surveyed who 
started shopping at new 
businesses since COVID-19, 
73% said that at least one 
of those new businesses 
was a small business.

31% of respondents said 
they plan to increase their 
spending with small, local 
businesses when the 
COVID-19 pandemic is 
over.

https://about.fb.com/wp-content/uploads/2020/09/Deloitte-Digital-Tools-in-Crisis-and-Recovery-Report.pdf
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GLOBAL STATE OF SMALL BUSINESS REPORT: WAVE III UPDATE

Overview

Global State of 
Small Business Report

The Global State of Small Business Report, 
based on the Future of Business Survey, is an 
ongoing research collaboration by Facebook, 
the Organisation for Economic Co-operation 
and Development (OECD), and the World Bank 
to survey small and medium-sized businesses 
around the world over a six-month period in 
the context of COVID-19. The aim of these 2020 
surveys, together with the associated reports 
and updates, is to provide a window into SMBs’ 
experiences amid COVID-19. As we measure 
the pandemic’s effects on business closures, 
revenue, employment, and finances, we also 
gain insight into SMBs’ needs and challenges.
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GLOBAL STATE OF SMALL BUSINESS REPORT: WAVE III UPDATE

Methodology

Wave III

The Global State of Small Business Report: 
Wave III Update was based on a survey of 
more than 25,000 owners, managers, and 
employees in more than 50 countries and 
regions, conducted July 24–30, 2020. The 
Wave III update reflected the gradual 
ongoing resumption of in-person business 
operations — albeit marked by continued 
reductions in production and in demand for 
goods and services — as countries eased 
lockdown restrictions. The survey showed 
sustained impacts on SMB sales, 
employment, and financial constraints. The 
update also included an analysis of SMBs’ 
adoption of digital sales and factors that may 
influence their propensity to move online.

7

The first 2020 wave of the Future of Business Survey among owners 
and employees was conducted on the Facebook platform between 
May 28-31, 2020, with at least 151 respondents in Brazil. The second 
wave was conducted between June 24-30, 2020, with at least 246 
respondents in Brazil. The third wave was conducted between July 
24-30, 2020, with at least 321 respondents in Brazil.

In order to qualify for the sample, respondents were required to be 
an administrator of an active Facebook Business Page. Statistics are 
reported for those who owned or managed an SMB, and are 
weighted to adjust for non-response. Respondents were asked their 
opinions and experiences regarding the impacts of COVID-19 on 
business operations. Respondents were invited to the survey and 
took it within the Facebook app, with participation completely 
optional and non-compensated. For more details on the 
methodology and sampling, visit: 
https://dataforgood.fb.com/global-state-of-smb.

https://dataforgood.fb.com/global-state-of-smb
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GLOBAL STATE OF SMALL BUSINESS REPORT: WAVE III UPDATE

Trend Analysis

of female-led SMBs in July and 91% of male-led SMBs in 
July on Facebook reported that they were operational or 
engaging in any revenue-generating activities.

How small businesses in Brazil have been impacted

77% 

of SMBs in July on Facebook reported that they were 
operational or engaging in any revenue-generating activities. 

of operational SMBs in July on Facebook reported that their sales
in the past month were lower than the same month last year.

of operational SMBs in July on Facebook reported they 
had reduced the number of employees/workers as a 
result of the COVID-19 pandemic.
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GLOBAL STATE OF SMALL BUSINESS REPORT: WAVE III UPDATE

Trend Analysis

of operational SMBs in July on Facebook expected cash flow 
to be a challenge in the next few months.

How small businesses in Brazil have been impacted

48% 

of operational SMBs in July on Facebook reported 25% or 
more of their sales were made digitally in the past month.

of operational SMBs in July on Facebook reported 50% or 
more of their sales were made digitally in the past month.

of owners and managers of operational SMBs in July 
on Facebook reported they felt optimistic about the 
future of their business.
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The Digital Tools Consumer Survey was 
conducted in July 2020 to assess how 
consumers’ utilization of digital 
technologies and social media has adapted 
to support continued engagement with 
businesses during the COVID-19 pandemic 
in 13 countries across the world. 

The objective of this research is to provide 
timely and relevant insights on the impacts 
of COVID-19 on consumers, and the 
adjustments they have implemented in 
these unprecedented times amid quickly 
changing conditions.

DIGITAL TOOLS IN CRISIS AND RECOVERY

Overview

AUSTRALIA BRAZIL INDIA

UK US MEXICO ITALY

SPAIN INDONESIA SRI LANKA FRANCE

NEW ZEALAND PHILIPPINES
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The Digital Tools Consumer Survey was conducted in July 
2020 among adult internet users by Ipsos Public Affairs, with 
at least 500 respondents in each country. Only adults 18+ 
qualified for the sample. Respondents were asked their 
opinions and experiences regarding the impacts of COVID-19 
on their activities and engagement with businesses via 
digital tools and social media. A number of opt-in online 
panels were used for sampling and survey administration. 
Subsequent to data collection, a multi-step process was 
used for weighting to adjust for representativeness in 
accordance with demographic characteristics, including age, 
gender, education, and region, in line with the latest online 
population statistics. As such, the sample is representative of 
the 18+ online population of each country.

For more details on the methodology and sampling for this 
survey, see the Deloitte Digital Tools in Crisis and Recovery 
Consumer Report.

DIGITAL TOOLS IN CRISIS AND RECOVERY

Methodology
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DIGITAL TOOLS IN CRISIS AND RECOVERY

Consumer habits and experiences 
since COVID-19 in Brazil

of consumers surveyed reported that they have 
been spending more time using online messaging

51% 

of consumers surveyed reported that they have 
been spending more time using social media 

of consumers surveyed reported that their 
spending online has increased

of consumers surveyed reported that they 
have stopped buying from an existing 
supplier and started buying from at least 
one new business

48% 

49% 

56% 

Changing habits of consumers: using online 
messaging and social media

Changing habits of consumers: spending
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Purchasing from businesses led by underrepresented groups

DIGITAL TOOLS IN CRISIS AND RECOVERY

Consumers in Brazil who reported having stopped 
buying from an existing business and started 
buying from at least one new business since COVID-19

of consumers surveyed reported they have 
started to purchase from women-owned or 
operated businesses

21% 
of consumers surveyed reported they have 
started to purchase from minority-owned or 
operated businesses

30% 
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Purchasing from new (local) small businesses

DIGITAL TOOLS IN CRISIS AND RECOVERY

Consumers in Brazil who reported having stopped 
buying from an existing business and started 
buying from at least one new business since COVID-19

of consumers surveyed reported that they 
have started to purchase from new local 
small businesses

58% 

59% of female consumers (vs 57% of 
male consumers) surveyed reported 
that they have started to purchase 
from new local small businesses 

of consumers surveyed reported that they have 
started to purchase from new small businesses 
(local or non-local)

73% 

71% of female consumers (vs 74% of male 
consumers) surveyed reported that they 
have started to purchase from new small 
businesses (local or non-local)
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DIGITAL TOOLS IN CRISIS AND RECOVERY

Consumers in Brazil who reported having stopped buying 
from an existing business and started buying from at 
least one new business since COVID-19

Motivations for purchasing from new small 
businesses (local or non-local)

Using social media to discover and buy 
from new businesses 

of consumers surveyed who have started to purchase 
from new small businesses reported that they chose 
these businesses because they were concerned 
about business survival or for their local community 

48% 
of consumers surveyed who have started making 
purchases from new small businesses reported 
that social media helped them to discover these 
new small businesses (local or non-local)

54% 

of consumers surveyed who have started to 
purchase from new small businesses reported that 
they chose these businesses because they provided 
better offerings or quicker service 

67% 
of consumers surveyed who have started to purchase 
from new large businesses reported that social media 
helped them to discover these businesses 

49% 
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Using social media to discover new businesses 

of consumers surveyed 
reported that social media 
has helped them to 
discover new businesses

41% 
of consumers surveyed who reported 
that social media helped them to 
discover new businesses reported 
that these newly discovered 
businesses were small businesses 
(local or non-local)

of consumers surveyed who reported 
that social media helped them to 
discover new businesses reported that 
these newly discovered businesses 
were local small businesses

46% 36% 

DIGITAL TOOLS IN CRISIS AND RECOVERY

Consumers in Brazil who did not switch from an existing 
business but still discovered new businesses since COVID-19
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DIGITAL TOOLS IN CRISIS AND RECOVERY

How all consumers in Brazil surveyed have 
engaged since COVID-19

Future plans for purchasing after the pandemic is over

of consumers surveyed reported that 
they expect to spend more at small 
businesses (local or non-local)

34% 
of consumers surveyed reported 
that they expect to spend more at 
local small businesses 

39% 
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DIGITAL TOOLS IN CRISIS AND RECOVERY

How all consumers in Brazil surveyed have 
engaged since COVID-19

Changing usage of social media and online messaging to engage with businesses

43% 
of consumers surveyed reported that they 
have used social media business pages 
more often to find business information 

of consumers surveyed reported that 
they have used more direct messaging 
through messaging apps to 
communicate with businesses

50% 

72% 
of consumers surveyed reported that they have 
used some form of social media or online 
messaging more to communicate with business

45% 
of consumers surveyed reported that they have 
used social media more for browsing products
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DIGITAL TOOLS IN CRISIS AND RECOVERY

How all consumers in Brazil surveyed have 
engaged since COVID-19

Changing usage and utility of digital tools 

of consumers surveyed reported that they have 
been using online payment systems more often 

31% 
of consumers surveyed reported that personalized 
search results have helped them to discover and 
engage with businesses

22% 



21Digital Tools in Crisis and Recovery

The importance of Facebook’s Family of Apps for communicating with businesses

of consumers surveyed reported that they 
found WhatsApp important for 
communicating with businesses

81% 

of consumers surveyed reported that they 
found Facebook important for 
communicating with businesses 

of consumers surveyed reported that they 
found Facebook Messenger important for 
communicating with businesses 

of consumers surveyed reported that they 
found Instagram important for 
communicating with businesses 

51%

33%

49% 

DIGITAL TOOLS IN CRISIS AND RECOVERY

Consumers in Brazil who have done more communication with
businesses via social media or digital tools since COVID-19
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Using social media to find substitute activities 

of consumers surveyed reported that they found 
social media useful for finding alternatives to their 
usual hobbies or activities

31% 

DIGITAL TOOLS IN CRISIS AND RECOVERY

Consumers in Brazil who have found substitutes 
for their usual hobbies since COVID-19
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