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[bookmark: _Toc191565745]ABSTRACT

 	Customer satisfaction plays a vital role in the success and sustainability of any business. In the digital era, businesses must focus on effective digital marketing strategies to attract and retain customers. This study examines how digital marketing influences customer satisfaction in Myanmar, using Shwe Note, a popular book summary application, as a case study. The research focuses on five key factors of digital marketing: product, price, promotion, engagement, and customer reviews. A sample of 200 online users of Shwe Note was selected to understand their level of satisfaction and the impact of digital marketing on their user experience. The study highlights how different aspects of digital marketing contribute to customer retention and loyalty. This study examines the impact of the digital marketing mix on customer satisfaction with Shwe Note, a book summary application in Myanmar. The research focuses on five key factors: product, price, promotion, engagement, and customer reviews. A quantitative research method was applied, using a survey questionnaire to collect data from 200 respondents. The results show that all five digital marketing mix elements have a positive and significant impact on customer satisfaction. Among these factors, the product was identified as the most influential, followed by promotion, customer reviews, price, and engagement. The study confirms that a well-structured digital marketing mix strategy contributes to higher customer satisfaction, leading to customer loyalty and increased business success. Based on these findings, Shwe Note should continue to improve its digital marketing strategies, focusing on product quality, pricing strategies, promotional activities, and customer engagement to enhance user satisfaction. This study also highlights certain limitations, such as a restricted sample size and geographical scope. Future research is recommended to include a larger sample across different regions of Myanmar and explore additional factors that may influence customer satisfaction. Comparative studies between different digital book platforms are also suggested to provide a broader understanding of the industry.
Keywords: digital marketing mix, customer satisfaction, Shwe Note, product, price, promotion, engagement, customer reviews
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[bookmark: _Toc191565748]CHAPTER I
[bookmark: _Toc191565749]INTRODUCTION

Customer satisfaction is like the lifeblood of any business. Whether it is digital marketing, on-ground marketing, or any other marketing field, a business cannot survive for long without satisfied customers. In today’s highly competitive world, customer satisfaction is the key to staying in business. In fact, it would not be wrong to say that it is the key to business success. The more users a business has, the more successful it will be. However, for long-term success, those users must also be satisfied. The happier the customers are, the more sustainable the business will be.
In the digital age, becoming famous is easier than ever. The reason is that there are now more digital platforms where people can share their opinions freely with just a smartphone. A single positive review from one person can make a business instantly popular. However, a negative comment from an unknown person can just as easily damage a business’s reputation. This is why businesses need to ensure that their customers are satisfied with the products and services they provide. Only then will the business be able to survive and grow in the long run. When customers are satisfied, they naturally share their experiences with others. Word-of-mouth marketing is one of the most powerful ways to promote a business, and it can lead to increased profits and long-term success.
Currently, in Myanmar, locally made products are gaining more support compared to foreign imports. This trend is particularly visible in the clothing industry, where local brands are growing, and communities that support local products are expanding. One such successful local business is Shwe Note, a platform that translates internationally popular books into Burmese. Among book summary applications, Shwe Note is one of the most successful in Myanmar. Its success is closely connected to customer satisfaction.
This study examines how the digital marketing mix affects customer satisfaction with Shwe Note Myanmar. Each customer’s level of satisfaction is influenced by different aspects of the digital marketing mix. To fully understand customer satisfaction, the marketing mix is an essential factor to consider.

1.1 [bookmark: _Toc191565750]Background of the study 
Customer satisfaction is a way to measure how well a company’s product or service meets or exceeds customer expectations. It plays a major role in a company’s success, as studies show that only one in five customers is willing to forgive even a single bad experience with a business. However, when a business provides personalized and highly efficient customer service, it shows that it understands and meets its customers' needs, sometimes even exceeding their expectations. Satisfied customers are more likely to return, stay loyal, and continue supporting the business in the long run. 

1.2 [bookmark: _Toc191565751]Problem Statement of the Study
In Myanmar, only a small number of people develop the habit of reading from a young age. When I was a child, I used to read children’s comics like Shwe Thway Journal, Myaing Yazar Twut P Cartoon, and Moe Thout Pann Journal. At that time, people read more books, especially before smartphones became common. But, novels were more popular than other types of literature. As times changed, foreign books were translated and printed, making them more accessible. However, due to time constraints, people did not read as widely as before. With further modernization, e-books became available on smartphones, and eventually, reading applications started to appear.
In recent years, Myanmar’s political situation and the rise of social media have made it harder for young people to focus on one thing for a long time. Since Facebook is the most popular social platform in Myanmar, people spend a large portion of their day scrolling through it. Because of this, businesses work hard to gain visibility on Facebook and capture people’s attention in different ways. But, since most users engage with Facebook mainly for entertainment, it has become challenging for businesses to attract new customers. Even more difficult is retaining existing customers and turning them into loyal ones. The key to overcoming this challenge is ensuring customer satisfaction.
For Shwe Note, becoming a successful book application in Myanmar, where reading habits are not strong—was not an easy task. Many people do not even take the time to read messages on social media, making it even harder to get them to engage with books. However, if Shwe Note can provide a service that meets customer needs and expectations, it will continue to attract users.
Understanding this, Shwe Note constantly strives to offer something unique compared to other book summary applications in the market. The company focuses on delivering a service that keeps customers satisfied. This research highlights the key marketing mix factors that contribute to customer satisfaction and help businesses like Shwe Note succeed.

1.3 [bookmark: _Toc191565752]Objective of the Study
The purpose of this study is to focus on the customer satisfaction of Shwe Note in Myanmar. In order to know these results, three objectives are set. The objectives of the study are as follows:
(a) To examine the customer perception on digital marketing mix elements of Shwe Note in Myanmar
(b) To analyze the impact of digital marketing mix elements (product, price, promotion, engagement and review) on customer satisfaction of Shwe Note in Myanmar.

1.4 [bookmark: _Toc191565753]Research Questions of the Study
Research Question will mainly focus on what is the relationship between digital marketing mix elements and customers satisfactions of Shwe Note in Myanmar?
2 [bookmark: _Toc191565754]What is the customer perception on digital marketing mix elements of Shwe Note in Myanmar?
3 How impact of digital marketing mix elements (product, price, promotion, engagement and review) on customer satisfaction of Shwe Note in Myanmar?

1.5 Scope and Limitation of the Study 
This study was originally intended to cover the entire book industry in Myanmar, providing a broader and more comprehensive understanding of how digital marketing influences customer satisfaction across various platforms. However, due to certain limitations such as time constraints and restricted financial resources, the research will specifically focus on Shwe Note, which is a well-known and widely used book summary application in Myanmar. The scope of this study is limited to online customers of Shwe Note, with a carefully selected sample size of 200 participants. By narrowing the focus to this specific group, the research aims to gain deeper insights into users who are already familiar with digital platforms and actively engage with book-related content online. This targeted approach will allow for a more detailed analysis of customer satisfaction factors that are directly influenced by digital marketing strategies.
As a result, the conclusions drawn from this study will be relevant and specific to Shwe Note’s unique user base in Myanmar. But, it is important to note that these findings may not be directly applicable to other book summary applications or audiobook platforms operating in the market. Despite this limitation, the study is expected to provide valuable and meaningful insights into customer satisfaction, highlighting the key factors that contribute to user engagement and retention. Additionally, it will shed light on the role of digital marketing in shaping customer experiences within Myanmar’s growing digital book industry.

1.6 [bookmark: _Toc191565755]Organization of the Study
 	This study is divided into five chapters. Chapter One introduces the study by providing background information on digital marketing and customer satisfaction. It also explains what Shwe Note is, how it works, and why it is important in the digital marketing field. The chapter discusses the research problem, objectives, and questions, highlighting how digital marketing affects customer satisfaction for Shwe Note. Chapter Two reviews previous studies related to digital marketing and customer satisfaction. It explains key concepts and theories and focuses on three main variables: product, price, promotion, engagement, and review. This chapter also explores how these factors influence customer satisfaction in the case of Shwe Note. Chapter Three describes the research methodology used in the study. It explains the research design, the data collection process, and the methods used to analyze the data. This chapter ensures that the study is well-structured and provides reliable results. Chapter Four presents the research findings and discusses their meaning. The results are analyzed to understand how digital marketing mix elements impacts Shwe Note’s customer satisfaction. Comparisons are made with past studies to see if the findings align with or differ from existing knowledge. Finally, Chapter Five summarizes the key findings of the study and provides recommendations for Shwe Note. It suggests ways the app can improve its digital marketing strategies to enhance customer satisfaction. Additionally, this chapter offers ideas for future research on similar topi
[bookmark: _Toc191565756]CHAPTER II
[bookmark: _Toc191565757]LITERATURE REVIEW

In the field of marketing, the reason for choosing digital marketing in this thesis is that, with the rapid development of technology and modern lifestyles, people now spend most of their time on digital platforms. Businesses must adapt to this change to stay competitive. In Myanmar, Facebook remains the most popular and widely used platform, making it a crucial tool for businesses to connect with potential customers.
To succeed, businesses need to master digital marketing strategies to effectively attract and engage customers. Reaching customers through digital platforms allows businesses to interact with them more easily, understand their preferences, and offer personalized experiences. If customers are satisfied with the products or services, they are more likely to return and recommend the business to others. As a result, customer satisfaction plays a key role in business growth, helping companies build a strong reputation and increase their customer base. Therefore, customer satisfaction is not just an outcome but a vital factor in the success of digital marketing.

2.1 [bookmark: _Toc191565758]Introduction and Importance of Subject Area 
In today’s world, almost everything is available online, and the internet has made our lives much easier. With just a phone or laptop, we can access many services and complete various tasks. Whether it is online shopping, booking tickets, recharging mobile plans, paying bills, or making online transactions, the internet allows us to do these activities quickly and conveniently.
Because of this growing trend of internet usage, businesses are now shifting towards digital marketing. If we look at market statistics, nearly 80% of buyers search online before purchasing a product or service. This shows how important digital marketing has become for businesses to attract customers and stay competitive.
Digital marketing is a modern way of promoting and selling products or services using the internet. It involves different online marketing channels such as search engines, social media platforms, and email to connect with the right audience. Through digital marketing, businesses can find potential customers, engage with them, and build trust in their brand, leading to long-term success (Journal of Emerging Technologies and Innovative Research, 2014).

2.2 [bookmark: _Toc191565759]Theoretical concepts and Principles 
Digital marketing theory is about understanding the key principles that lead to success in the online world. In this section, we will explore the fundamental ideas that shape digital marketing. The marketing mix and customer touchpoints play a crucial role in digital marketing theory. They help businesses effectively promote their products or services to their target audience. The marketing mix refers to the combination of product, price, promotion, and place (distribution). It involves making decisions about the right products to offer, setting competitive prices, designing effective marketing campaigns, and selecting the best distribution channels. Digital marketing is built on strong marketing theories that are based on real-life experiences. These theories help businesses improve their marketing strategies. Since social media platforms serve different customer needs, digital marketing content should be adapted accordingly. The marketing mix, including the 7Ps model, is an important framework used to guide digital marketing efforts (SUN MEDIA MARKETING, n.d.).

2.2.1 [bookmark: _Toc191565760]Product Theory 
The first step in a digital marketing plan is to know exactly what product or service you are offering. To promote it successfully, you must understand what it is, how it works, and who will benefit from it. Once you have a clear understanding of your product, you can create a marketing plan that helps you connect with the right audience. (Steven J Wilson, n.d.) By identifying the unique selling points (USPs) of your product or service for your target audience, you can create focused and effective online marketing campaigns that connect well with potential customers (Stein, 2023). When creating a digital marketing strategy, it is essential to focus on the product and what makes it unique. Knowing the product’s strengths and understanding its target audience will help businesses design a successful marketing campaign (Croma Campus, n.d.).
There are three main types of products that can be sold in the online market. Physical products are tangible items that customers can touch and use, such as computer components, books, equipment, medicines, and stationery. Services or intangible products provide value without being physical objects. These include medical insurance, travel services, bill payments, and consultancy. Digitized products exist in digital form and can be downloaded or accessed online, such as software, music, movies, and computer games. When customers look for a product or service, they care most about how it benefits them. That is why businesses should focus on designing high-quality products and improving their product lines to meet customer needs. This strategy is known as product-led marketing. Instead of relying only on advertising, product-led marketing ensures that the product itself attracts and retains customers. In a marketing mix, product strategy includes every aspect of what is being sold. Key factors to consider are design, which affects how a product looks and functions; quality, which determines durability and performance; and features, which add value and uniqueness. Businesses should also consider options, such as different sizes, colors, or versions, and presentation, which involves packaging and display. Finally, market positioning plays a crucial role in how the product stands out from competitors. By carefully developing the products with these factors in mind, businesses can create strong offerings that attract customers and succeed in the online market (Pistol & Bucea-Manea-Tonis, 2017).

2.2.2 [bookmark: _Toc191565761]Price Theory 
 	Marketers have always focused on consumer satisfaction and purchasing decisions, as these two factors play a key role in business growth. Understanding and improving these aspects can help businesses expand and succeed. Digital marketing is one of the major influences that shape both consumer satisfaction and purchase decisions. Therefore, this study aims to determine whether digital marketing affects purchasing decisions and consumer satisfaction, how purchasing decisions impact consumer satisfaction, and whether purchasing decisions act as a bridge between digital marketing and customer satisfaction. Digital marketing has transformed how consumers search for product information, interact with brands, and make purchases. Today’s consumers can easily access product details, reviews, and recommendations through digital platforms (Adam, Handra, & Annas, 2022). In a highly competitive business environment, purchasing decisions and consumer satisfaction are crucial for maintaining market position and achieving long-term success.
Consumer purchasing decisions refer to the choices consumers make when selecting products, services, or brands based on their preferences. To encourage consumers to make a purchase, businesses must ensure that their products are not only appealing but also fulfill the needs and desires of potential buyers. A consumer’s decision to purchase is influenced by their interests, expectations, values, attitudes, and behaviors. Therefore, companies must focus on creating a positive buying experience to strengthen consumer trust and satisfaction. Price is one of the key factors that influence consumers in deciding whether to purchase or use a product or service. It is determined by both buyers and sellers, either through auctions or by sellers setting a fixed price for all buyers. Price refers to the amount of money a customer pays for a product or service or the amount they are willing to spend to obtain, own, or use it (Kottler, Armstrong, Harris, & He, 2020). Additionally, a customer's willingness to pay depends on the characteristics and unique features of the product or service. This means that if a product offers significant value or benefits, customers may be willing to pay a higher price (Putri & Merlian, 2022). The world of B2B (business-to-business) and B2C (business-to-consumer) software may seem very different from the high fashion industry, but there are several principles that apply to both sectors: Consumers want to purchase high-quality products, and the price is often seen as an indicator of quality. Business leaders often prioritize the “best” or most expensive option over a cheaper, less-known alternative, even if the more expensive option isn’t necessarily better. Many businesses also exhibit irrational behavior when it comes to purchasing, favoring aspirational brands over those that offer better value for money. When customers are considering buying a product, the price plays a crucial role in their decision-making process. It helps set expectations about the product’s quality and value. If the price aligns with what customers believe the product is worth, it can result in a positive customer experience. However, dissatisfaction can arise if customers feel they are paying too much for the product. Pricing is one of the most difficult aspects of product creation and sales. If the price is set too high, it may alienate potential customers, forcing the business to lower prices later on. On the other hand, setting a price too low could undermine the service and reduce profit margins. Clearly, pricing has a significant impact on customer satisfaction. When pricing is fair and reasonable, it can enhance customer satisfaction. But if pricing is wrong, it can hurt the overall customer experience.

2.2.3 [bookmark: _Toc191565762]Promotion
 	Once you have decided what you are selling and set the price, the next step is to promote your product. There are many ways to market your product or service online, and the best strategy depends on your goals and target audience. Common methods include content marketing, search engine optimization (SEO), social media marketing, and pay-per-click (PPC) advertising. Promotion includes the different methods businesses use to market their products or services. These methods include social media advertising, email marketing, and search engine optimization (SEO). Jim Blyth describes promotion as "the marketing communications used to make the offer known to potential customers and persuade them to explore it further." To build an effective promotional strategy, it’s important to include elements of the marketing mix. Content marketing plays a key role by creating valuable content that informs, entertains, or educates your audience. Social media marketing helps you connect with your audience on platforms like Facebook, Instagram, or Twitter, sharing content and generating excitement about your product or service. Email marketing allows you to send targeted messages to subscribers, offering useful information, special promotions, or updates. Paid advertising is another valuable tool, where you can use pay-per-click (PPC) ads, display ads, or sponsored posts to increase visibility and drive traffic to your site. Finally, it's important to regularly track and measure the performance of your promotional efforts. By doing this, you can adjust your strategy as needed to optimize results and achieve your marketing goals.

2.2.4 [bookmark: _Toc191565763]Engagement Theory 
 	Digital culture plays a major role in shaping online purchasing behavior. One of the biggest influences on consumers today is the growing use of social media platforms. As more people spend time on social media, their buying decisions are increasingly influenced by the content they see online. Digital marketing has not only changed the way consumers make purchasing decisions but has also transformed how businesses and customers interact. Companies now use digital platforms to connect with their audience, respond to their needs, and build lasting relationships. Another important impact of digital marketing is on brand loyalty. With so many choices available online, it has become more challenging for businesses to keep customers for a long time. However, by engaging with customers through social media and other digital channels, businesses can strengthen their relationships and increase brand awareness. A study by Forbes found that 62% of Millennials are more likely to stay loyal to a brand when it interacts with them on social media (Forbes, 2017).
 	
2.2.5 [bookmark: _Toc191565764]Customer Review Theory 
Satisfied customers not only make repeat purchases but also recommend the brand to others, making customer satisfaction a key factor in the market success of any company. Achieving high customer satisfaction can be considered one of the most important drivers for a company’s success in the marketplace. Many experts agree that satisfaction is an emotional response that occurs when there is a comparison between a customer’s expectations before purchasing a product and their actual experience after using it. Customer satisfaction results when a company meets or exceeds the customer’s needs and desires, which happens when the company’s offerings align with the customer’s expectations. This is largely influenced by the customer’s assessment of the product or service’s characteristics and quality.

2.3 [bookmark: _Toc191565765]Review of Empirical Studies 
This section reviews studies related to digital marketing and its impact on customer satisfaction, with a focus on the three key variables of the study: engagement, price, and customer reviews. The purpose is to highlight key findings and identify gaps in the existing literature.
 	Quality management has a rich history that stretches back to the early days of manufacturing and has become a key focus for both researchers and practitioners as a crucial factor for businesses to remain competitive worldwide. Zeithaml defined quality as "an attitude toward the overall excellence of a product or service that an organization provides to its customers." Gavin further explained that quality refers to a product's ability to meet a customer’s needs and is regarded as being of higher quality. On the other hand, Tjiptono emphasized that product quality is shaped by various factors, including the goods and services offered, the people involved, the processes used, and the environment in which they are delivered.
 	Product quality plays a crucial role in building customer loyalty. Statistics highlight its importance, especially among Gen Z. According to data, 74% of customers believe that product quality is the most important factor in staying loyal to a brand. For Gen Z shoppers, 57% associate quality with brand loyalty, and 50% of them say that quality influenced their most recent purchase decision. Additionally, 46% of customers become loyal to a brand if they are impressed by the quality early on. 
 	Manali conducted a study on the theoretical aspects of consumer purchasing behavior and the factors that influence it (Manali, 2015). The research examined the connection between consumer buying behavior and the various factors that impact their purchasing decisions. The findings provide strong evidence that both internal and external influences play a significant role in shaping consumer behavior. 
 	According to Al Salamin, the high prices of well-known brands can have a negative impact on the purchasing process, making customers less likely to buy (Al-Salamin, Al-Baqshi, Al Rasasi, & Al Salem, 2015). There is intense competition to capture consumers' attention and persuade them to choose a product or service. The promotion mix is a key component of the marketing mix, playing a crucial role in achieving market success and reaching business goals. Promotion is typically used to ensure that consumers are aware of the products a business has available for sale.
 	Kumar conducted a study exploring the impact of sales promotion strategies on consumers' shopping experiences (Kumar & Das, 2009). The study found that, when product satisfaction remains constant, sales can be boosted by improving the shopping experience. This includes factors like ease of finding products, convenience, helpful sales staff, and customer-friendly marketing policies. It also highlighted that purchase decisions for the same product with the same promotion may vary across different stores, due to the differing shopping experiences provided by each store.
 	Pettitt and Brassington classified promotional tools into five categories: sales promotion, advertising, personal selling, public relations, and direct marketing. Promotion is a direct communication method through which an organization seeks to reach its audience and raise awareness about its products. Engaging with more customers leads to stronger customer satisfaction over time. In addition to this, when businesses put more effort into their engagement strategies, they are able to build trust with their customers and keep them loyal for a longer period. By focusing on engagement, companies can improve customer retention and ensure a positive relationship with their audience.
 	Customer engagement is the process of building a strong and meaningful relationship with customers, with the goal of increasing customer loyalty (Ho & Chung, 2020). It involves creating interactions that keep customers connected and interested in the brand over time. Effective CE increases brand loyalty and influences customer discussion and purchase behavior. Customer feedback is defined as the communication from customers regarding a product or service (Erickson & Eckrich, 2001). With the rise of social media, feedback has shifted from private communication to a public platform. Previously, customer opinions were shared in private, but now they are openly visible to a wider audience. Additionally, customer influence is no longer limited to verbal word-of-mouth (WOM) communication. A modern perspective includes non-verbal forms of communication as well (Libai, et al., 2010).
 	There are five main types of customer feedback, known as the 5Cs. Compliments refer to positive feedback from satisfied customers, while complaints highlight dissatisfaction. Comments are neutral statements, such as customers explaining how they use a product. Concerns arise when customers point out issues that are not direct complaints but could become problems if left unaddressed. Lastly, counsel includes suggestions and constructive criticism aimed at improving the product or service. Understanding these types of feedback allows businesses to enhance their offerings, address potential issues, and build stronger relationships with customers.

2.4 [bookmark: _Toc191565766]Conceptual Framework of the Study
 	This study will specifically focus on digital marketing mix activities, including engagement, price, and customer reviews. The conceptual framework of the study is presented in Figure 2.1.
                          Figure (2.1): Conceptual Framework of the Study			
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Source: Own Compilation (2025)
 	According to Figure 2.1, this study focuses on the marketing mix of Shwe Note Myanmar, a book summary application, and its impact on customer satisfaction. The figure illustrates the relationship between independent and dependent variables. The conceptual framework shown in Figure 2.1 is developed based on insights from previous research and theoretical frameworks. In this study, customer satisfaction is the dependent variable, while engagement, price, and customer reviews are the independent variables. The findings suggest that digital marketing mix of Shwe Note Myanmar has a positive relationship with customer satisfaction.
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[bookmark: _Toc191565767]CHAPTER III
[bookmark: _Toc191565768]METHODOLOGY

This chapter covers the research methodology, including the research design and data collection methods. It concludes with a discussion on ethical considerations. The study aims to provide a clear understanding of customer satisfaction in relation to key digital marketing mix elements: price, engagement, customer reviews, product and promotion. It is expected that the findings will offer valuable insights into Myanmar’s book industry, providing useful information that can help businesses improve customer satisfaction. By analyzing these factors, the study seeks to contribute to the development of more effective marketing strategies that better align with customer needs and preferences.

3.1 [bookmark: _Toc191565769]Research Method
 	Choosing the right research method is very important because it depends on several key factors. When conducting research, there are two main types of methods that researchers can use: quantitative and qualitative. Each of these methods serves a different purpose. Quantitative research is mainly used when researchers want to test or confirm a theory or hypothesis. It helps them collect numerical data that can be measured and analyzed to find patterns, relationships, or trends. On the other hand, qualitative research is used when researchers want to gain a deeper understanding of a particular topic, event, or situation. Instead of focusing on numbers, qualitative research explores the reasons, opinions, and experiences behind certain observations.
Quantitative research methods are especially useful when studying events or behaviors that affect a specific group of people, also known as the sample population. Some of the most common quantitative research methods include distributing questionnaires, conducting structured observations, and performing experiments. These methods help researchers gather measurable data, which can then be analyzed using statistical techniques. By using these approaches, researchers can make conclusions based on evidence rather than assumptions.
In this study, a quantitative research method was chosen to examine the relationship between independent variables and the dependent variable within a selected population. This means that numerical data was collected to understand how different factors influence the outcome of the study. At the same time, a qualitative research method was also used to gain deeper insights into the situation. Specifically, the qualitative approach helped explore and better understand how different aspects of the digital marketing mix influence customer satisfaction with Shwe Note Myanmar.
The study focuses on three key factors within the digital marketing mix: engagement, price, and customer reviews. To measure their impact on customer satisfaction, a quantitative research approach was applied. This method is particularly useful because it allows researchers to analyze data in numerical form, making it easier to compare results, identify patterns, and draw clear conclusions. By using this approach, the study provides measurable insights into how these factors contribute to customer satisfaction with Shwe Note Myanmar.

3.2 [bookmark: _Toc191565770]Research Design 
 	This study is a descriptive research project, which means it aims to describe and analyze certain relationships based on collected data. The main purpose of this study is to explore the connection between three important factors—engagement, price, and customer reviews—and how these factors influence customer satisfaction. By understanding these relationships, the study seeks to provide useful insights into how digital marketing affects customer satisfaction in an online setting.
Ideally, the study would have been conducted on a much larger scale. The best approach would have been to examine the entire book industry in Myanmar, which would have provided a broader and more general understanding of how digital marketing impacts customer satisfaction across different book-related platforms. However, conducting research on such a large scale requires a lot of time and money. Due to these limitations, this study focuses on a specific platform, Shwe Note, which is one of the most popular book summary applications in Myanmar.
The research is limited to online customers of Shwe Note, meaning only people who use this platform will be included in the study. To ensure the research remains focused and manageable, the study uses a sample size of 200 participants. These participants are selected from users who are familiar with digital platforms and regularly engage with book content online. By narrowing the study to this specific group, the research can gather more detailed and relevant insights about Shwe Note’s customers and their experiences.
Since this study focuses only on Shwe Note users, the results and conclusions may not apply to other book-related platforms, such as different book summary or audiobook applications. This means that while the study will provide valuable findings, these findings are specific to Shwe Note’s user base in Myanmar and cannot be directly applied to the entire book industry or to similar applications in other regions. However, within Myanmar’s digital book industry, this research is expected to provide meaningful insights into customer satisfaction and the role that digital marketing plays in shaping user experiences.

3.3 [bookmark: _Toc191565771]Data Collection method
 	This study will use primary data, which means that the information will be collected directly from participants rather than using existing data from other sources. To gather this primary data, a survey will be conducted using a structured questionnaire. A structured questionnaire is a set of carefully designed questions that are given to participants in a fixed format. This method was chosen for several important reasons. First, it is a cost-effective way to collect data, meaning it does not require a large budget. Second, it allows respondents to remain anonymous, which means they do not have to reveal their personal details. This helps them feel more comfortable when answering questions, making them more likely to provide honest and accurate responses.
In this survey, participants will be asked to rate different statements using a scale from 1 to 5. This type of rating scale helps researchers understand the opinions, attitudes, and experiences of the participants more clearly. By assigning numerical values to their responses, the collected data can be analyzed more easily, allowing the study to identify trends and relationships between different factors.
Apart from collecting primary data, this study will also make use of secondary data. Secondary data refers to information that has already been published or recorded by other researchers, experts, or organizations. This data will come from different sources, including internet articles, academic theses, research journals, and international publications. These sources contain valuable information related to the topic of the study and will help provide a detailed review of previous research and existing knowledge on the subject. By combining both primary and secondary data, the study aims to provide a well-rounded and reliable analysis of the factors affecting customer satisfaction with Shwe Note.

3.4 [bookmark: _Toc191565772]Ethical Consideration
 	To make sure that all participants are treated fairly and their rights are fully protected, they will be given clear information about the purpose of the study before taking part. They will be informed that their participation is completely voluntary, meaning that they are not required to join the study if they do not want to. If a participant decides to take part but later changes their mind, they will have the full right to withdraw from the study at any time. They will not have to provide a reason for leaving, and there will be no negative consequences if they choose to stop participating.
To ensure that the privacy and confidentiality of participants are fully protected, all responses collected during the study will remain completely anonymous. This means that no personal details, such as names or contact information, will be collected or shared with anyone. The data gathered from the survey will only be used for academic purposes and will not be used for any other reason. Additionally, all collected information will be stored in a secure location to prevent unauthorized access. This step is important to make sure that the data remains safe and protected.
Before answering the survey questions, each participant will be asked to provide their informed consent. This means that they will be given a clear explanation of the study and will need to agree to take part willingly. No one will be forced or pressured to participate. The study will also follow any ethical guidelines and approvals set by the SWISS SCHOOL OF BUSINESS RESEARCH. These guidelines help ensure that all research is conducted in a responsible and respectful manner. By following these ethical practices, the study will ensure that all participants are treated with fairness, respect, and integrity throughout the entire research process.

3.5 [bookmark: _Toc191565773]Description of Population and Sample
  	In order to achieve the research objectives, both primary and secondary data were used in this study. The data was collected from 200 people in Myanmar using Google Forms. The sample size of this study consisted of customers who had been using the Shwe Note Book Summary Application during the data collection period.
 	Therefore, the sample size for this research is 200, and the data was collected accordingly. For this purpose, a questionnaire was developed and validated. The data analysis and conclusions in this study are based on both primary and secondary data. Secondary data was obtained from textbooks, articles, journals, and online sources.

3.5.1 [bookmark: _Toc191565774]Questionnaires
            To measure the research variables, this study used structured questionnaires from the previous studies. The variables were developed based on previous research by using a 5-points Likert scale ranging from 1 = strongly disagree to 5= strongly agree and comprising three sections. The first part of the questionnaire includes the demographic characteristics of the respondents, the second part of the questionnaire consists of questions on dimensions of digital marketing mix strategy such as product, price, promotion, engagement and customer review. 
            The research questionnaires were developed based on previous research. The questionnaires for all independent and dependent have been adopted. For all the measures, respondents were asked to rate on a five-point Likert-type scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).
 
3.5.2 [bookmark: _hx4m9g7qhgk4][bookmark: _Toc191565775]Data Collection
 	The process of data collection in this study involves gathering two types of information: primary data and secondary data. Each type of data serves a different purpose in the research. Primary data refers to information that is collected directly from first-hand sources. This means that the data is gathered through methods such as surveys, experiments, and direct observations. For this study, the primary data was collected directly from the respondents, who are users of the Shwe Note application.
Among the different ways to collect primary data, conducting a survey was chosen as the most suitable method for this study. A survey allows researchers to gather a large amount of data in an organized manner, making it easier to analyze responses and identify patterns. To collect the primary data, a structured questionnaire was designed and distributed to Shwe Note users. A total of 200 respondents participated in the survey, answering all questions in the questionnaire.
The questionnaire was carefully structured to ensure that it covered all necessary aspects of the study. It used a five-point Likert scale, where respondents rated each statement on a scale from 1 to 5. The scale ranged from “strongly disagree” to “strongly agree,” allowing researchers to measure opinions and attitudes accurately. The questionnaire was divided into two main parts. The first part collected demographic information about the respondents, such as their age, gender, and other background details. The second part focused on key topics related to the study, including the digital marketing mix strategy and customer satisfaction.
In addition to primary data, secondary data was also used to support the study. Secondary data refers to information that has already been collected and published by other researchers, experts, or organizations. This data was gathered from various sources, including previous research studies, textbooks, websites, academic journals, and published articles. These sources helped provide background information and supported the findings of the primary data.
To select the participants for the survey, a simple random sampling technique was applied. The questionnaire was distributed using a convenience sampling method, meaning that respondents were chosen based on their availability and willingness to participate. By using this approach, the study ensured that the data was collected efficiently.
Finally, to analyze the collected data, analytical research methods were applied. These methods helped in examining the responses, identifying trends, and drawing meaningful conclusions about the relationship between digital marketing strategies and customer satisfaction in the Shwe Note application.
 
3.6 [bookmark: _chxoebylfe4s][bookmark: _Toc191565776]Reliability Analysis
            Reliability analysis refers to the fact that a scale should consistently reflect the construct it is measuring. It was undertaken in order to test the internal consistency of the variables in the questionnaire. Then, Cronbach’s alpha was selected to conduct the reliability test as it is the most common tool for internal consistency reliability coefficient in particular psychometric measurement. It tests to see if multiple question Likert scale surveys are reliable. Cronbah’s alpha said that the test is accurately measuring the variable of interest. 
            This study aims to explore the impact of digital marketing mix factors on customer satisfaction towards Shwe Note book and to analyze the relationship between digital marketing mix and customer satisfaction. The survey question used for this study consists of two sections. Section one is the question for demographic information. Section two contains the questions for the digital marketing mix factors. The questions in the section are closed questions (i.e., the respondents are required to choose one or more out of given possible answers). Then, the questions in section two and three are measured with a five-point Likert scale ranging from “strongly disagree to strongly agree” (1=strongly disagree to 5=strongly agree). In this study, reliability analysis is applied to test the internal consistency of the variables in the questionnaire.
 
3.7 [bookmark: _qgcnoioiygcx][bookmark: _Toc191565777]Data Analysis
 	Data analysis is a research method for the objective, systematic and qualitative explanation of the clear content of a statement. The consequences and interpretation of data analysis provide crucial information for the study. The collected data through a structured questionnaire were analyzed using SPSS version 23. Both analytical method and Linear Regression method were used in this study. Analytical research is used to describe characteristics of a population or phenomenon being studied.

3.7.1 [bookmark: _b4ms67d3of4n][bookmark: _Toc191565778]Descriptive Analysis
            The study performed a descriptive analysis of all demographic variables as well as all variables including independent and dependent variables. Descriptive statistics include the process of converting the bulk of raw data into tables, charts, frequency distributions, and percentages to describe the responses as it is a better method of presenting the findings of the study (Babbie, & Mouton, 2010). The mean, percentages, and standard deviation are the most used descriptive statistics and the results were presented in tables.
 
3.7.2 [bookmark: _8mfppxiambo3][bookmark: _Toc191565779]Correlation Analysis
            Pearson’s correlation coefficient statistical analysis was computed to determine the relationship between the variables and helped to show any correlations and variances. Pearson’s correlation coefficient measures the strength and direction of a linear relationship between independent and dependent variables (Moinester & Gottfried,2014).  In this study, the relationship between marketing mix and customer satisfaction towards Shwe Note was analyzed by Person’s correlation analysis.
 
3.7.3 [bookmark: _4mvc0oplzzuu][bookmark: _Toc191565780]Regression Analysis
            Multiple linear regression analysis was applied on the influence of digital marketing mix strategy on customer satisfaction towards Shwe Note. The purpose of multiple regression analysis is to find the explanatory relationship of two or more independent variables toward one dependent variable. In this model, the independent variables will be digital marketing mix strategy, while the dependent variable will be customer satisfaction. Further, this analysis may be used to show whether the relationship between variables is positive and negative. The model equation in multiple regression analysis is:
Y= β0+β1X1+β2X2+⋯+βnXn+ε
Where:
Y= dependent variable
X1= independent variable
X2= independent variable
β0= constant, the value of Y when all X values are zero
βn = the slope of the regression surface (The β represents the regression coefficient associated with each X1)
ε = an error term, normally distributed about a mean of 0
            Coefficient of determination test is used to know how well the variables fit in the regression model. In this test, the Adjusted R Square result shows how immeasurably the dependent variable can represent the independent variable. The closer it closes to 100% the better the result is. It means that the model fits.
















[bookmark: _Toc191565781]CHAPTER IV
[bookmark: _Toc191565782]ANALYSIS AND RESULTS

The data for this study was analyzed using SPSS to achieve the objectives of the research. In the first part of this chapter, general information about the respondents, descriptive statistics, and the reliability of the variables are provided. The main aim of this chapter is to examine the factors that influence customer satisfaction regarding the marketing mix of Shwe Note Myanmar.

4.1 [bookmark: _Toc191565783]Profile of Respondents 
            The survey is conducted to 200 of Shwe Note users. After the survey, it was found that all of the respondents had completed the questionnaires. According to the survey data, the respondent’s personal (demographic) factors are classified into five categories such as gender, age, education and monthly income All of these topics are discussed in the following tables. The data are presented in terms of the number and percentage of respondents as shown in the table.

4.1.1 [bookmark: _w3nbq9zg5xxo][bookmark: _Toc191565784]Gender    
            The researcher sought to analyze the gender of the respondents. Findings revealed that 71 of respondents were male and 129 of respondents were female as shown in table 4.1 below. There are a total of 200 respondents to the survey. In this study, female respondents are more than male respondents.
Table (4.1): Gender
	Gender
	Frequency (N)
	Percentage (%)

	Male
	71
	35.5

	Female
	129
	64.5

	Total
	200
	100


Source: Survey Data (2025)

4.1.2 [bookmark: _hv4rvwed39vj][bookmark: _Toc191565785]Age 
The researcher sought to analyze the age of respondents. Then three different types of age group are surveyed for this research. The largest reader of the respondents is the group of respondents who are between 18-25 years old. The smallest portion of respondents is between 34-41. Therefore, it can be verified that young people (18-25 years) prefer to read Shwe Note.
Table (4.2): Age
	Age
	Frequency(N)
	Percentage (%)

	18-25
	82
	41

	26-33
	72
	36

	34-41
	46
	23

	Total
	200
	100


[bookmark: _pvx5lccwy49n][bookmark: _71nl52pmvo90]Source: Survey Data (2025)

4.1.3 [bookmark: _b4sx83himjoy][bookmark: _Toc191565786]Education Level 
            The study sought to find out the educational background of the respondents. The findings are presented in table (4.3) below. From the analysis results, 19% were business owners, 7% were freelance, 15% were government staff, 10% were retired, 14% were students, 34% were university students. This can be concluded that most of the respondents are university students.
Table (4.3): Education Level
	Education Level
	Frequency (N)
	Percentage (%)

	Business Owner
	38
	19

	Freelance
	14
	7

	Government Staff
	30
	15

	Retired
	20
	10

	Student
	29
	14

	University Student
	69
	34

	Total
	200
	100


[bookmark: _3pkcv76jkuez][bookmark: _2xfir2jnlns6]Source: Survey Data (2025)
4.1.4 [bookmark: _ypxmto8slavp][bookmark: _Toc191565787]Monthly Income
Rate of monthly income of respondents is classified into (5) groups and the results of respondents are shown in table (4.4).
Table (4.4): Monthly Income
	Monthly income
	Frequency (N)
	Percentage (%)

	300,000 - 600,000
	34
	17

	600,000 - 900,000
	42
	21

	900,000 - 1,200,000
	28
	14

	Less than 300,000
	67
	33

	More than 1,200,000
	29
	14

	Total
	200
	100


Source: Survey Data (2025)
According to the analysis result, it is found that 17 % of respondents earned 300,000 - 600,000, 21% of respondents’ monthly income earned 600,000 - 900,000 MMK, whereas 14 % of respondents earned between 900,000 - 1,200,000 MMK, 33 % of respondents earned Less than 300,000 MMK, and another 14 % monthly income is more than 1,200,000. The majority of respondent’s monthly income was Less than 300,000 MMK.

4.1.5 Times of reading books
Rate of often reading a book of respondents is classified into (4) groups and the results of respondents are shown in table (4.5).
Table (4.5): Times of reading books
	Times of reading books
	Frequency (N)
	Percentage (%)

	Everyday
	53
	26

	Once a month
	44
	22

	Once a week
	71
	35

	Others
	32
	16

	Total
	200
	100


Source: Survey Data (2025)
 	According to the analysis result, it is found that 26 % of respondents read books every day and 22% of respondents read once a month, whereas 35 % of respondents read once a week and 16% of respondents select others. The majority of respondents read a book once a week.
4.1.6 Knowing Shwe Note
Rate of knowing Shwe Note of respondents is classified into (4) groups and the results of respondents are shown in table (4.6).
Table (4.6): Knowing Shwe Note
	Knowing Shwe Note
	Frequency (N)
	Percentage (%)

	Facebook
	75
	37.5

	Friend’s recommendation
	52
	26

	Personal Research
	34
	17

	Through Celebrity
	39
	19.5

	Total
	200
	100


Source: Survey Data (2025)
 	According to the analysis result, it is found that 37.5 % of respondents know Shwe Note by Facebook, and 26% of respondents know through a friend's recommendation, whereas 17 % of respondents through personal research and 19.5% of respondents through celebrity. The majority of respondents know Shwe Note by Facebook.

4.1.7 Using Shwe Note
Rate of using Shwe Note of respondents is classified into (4) groups and the results of respondents are shown in table (4.7).






Table (4.7): Using Shwe Note
	Using Shwe Note
	Frequency (N)
	Percentage (%)

	1-3 years
	42
	21

	6 - 1 year
	39
	19.5

	More than 3 years
	35
	17.5

	Under 6 months
	84
	42

	Total
	200
	100


Source: Survey Data (2025)
 	According to the analysis result, it is found that 21 % of respondents have known Shwe Note 1-3 years, and 19.5% of respondents 6-1 years whereas 17.5 % of respondents read more than 3 years and 42% of respondents under 6 months. The majority of respondents have known Shwe Note under 6 months.

4.2 [bookmark: _c3ukjhlmv1j8][bookmark: _Toc191565791]Reliability Analysis 
 In this section, the results of reliability analysis to test the internal consistency of the marketing mix and customer loyalty are presented.
Table (4.8): Reliability Analysis
	Construct
	Cronbach’s α
	Items

	Engagement
	0.894
	4

	Price
	0.905
	4

	Review
	0.916
	4

	Product
	0.912
	4

	Promotion
	0.886
	4

	Customer Satisfaction
	0.902
	4


Source: Survey Data (2025)
Table (4.8) shows the reliability of all variables. First variable engagement has alpha value of 0.894. Second variable price has 4 items and has alpha value of 0.905. Third variable Review has alpha value of 0.916, and has 4 items. Fourth variable product has also 4 items with alpha value of 0.912. Fifth variable promotion has 4 items and the value of alpha 0.886. Final variable customer satisfaction has also 4 items with an alpha value of 0.902. 
4.3 [bookmark: _Toc191565792]Digital Marketing Mix Factors of Shwe Note
The questionnaire assessed the digital marketing mix factors towards Shwe Note. The included the digital marketing mix factors variables (Product, Price, Promotion, Engagement and Customer Review), as well as outcome variable (customer satisfaction). These variables had means and standard deviations calculated for each variable. In addition, an interpretive approach was used where each variable was placed on the original interpretation scale. A width of 0.8 for each interpretation was used (range/number of interpretations). These interpretations were:
·      1.00 to 1.79 – Strongly disagree
·      1.80 to 2.59 – Disagree 
·      2.60 to 3.39 – Neutral
·      3.40 to 4.19 – Agree
·      4.20 to 5.00 – Strongly Agree
            In this part, the effect of digital marketing mix factors on customer satisfaction are analyzed based on the digital marketing mix. The mean value and standard deviation of each factor was analyzed by 5 Point Likert Scale and resulted in the following tables.
 
4.3.1 [bookmark: _upgydyizdlvu][bookmark: _Toc191565793]Product
            The following Table (4.9) shows the mean value and standard deviation of product quality factors that influence on customer satisfaction of Shwe Note. For this product quality questionnaire, there are four questions to analyze. The results are shown as the following Table (4.9).
Table (4.9): Product 
	No.
	Description
	Mean
	Standard
Deviation

	1.
	The book summaries on Shwe Note are clear and
easy to understand.
	4.18
	1.079

	2.
	Shwe Note provides enough variety of books and topics that interest you.
	4.20
	0.081

	3.
	Shwe Note meets your expectations as a book
summary app.
	4.21
	0.036

	4.
	Satisfy level of the quality of the book summaries
on Shwe Note.
	4.07
	1.203

	Overall Mean
	4.165
	0.59975


Source: Survey Data (2025)
            As shown in above Table (4.9), all respondents have same option with four questions of the survey and their mean value is 4.165. The mean value of “Shwe Note meets your expectations as a book summary app.” is the highest mean score. It points out that the respondents use Shwe Note because it is also one of the book summary apps which meets their expectation among other apps.

4.3.2 [bookmark: _6l3hkrp4n24d][bookmark: _Toc191565794]Price
            The following Table (4.10) shows the mean value and standard deviation of price setting factors that influence on customer satisfaction of Shwe Note. For this price setting questionnaire, there are four questions to analyze. The results are shown as the following Table (4.10).
Table (4.10): Price 
	No.
	Description
	Mean
	Standard
Deviation

	1.
	Shwe Note’s pricing is reasonable for the services
it offers.
	4.11
	1.115

	2.
	Each Shwe Note subscription matches its value.
	4.07
	1.176

	3.
	Promotional offers and discounts from Shwe Note make it more attractive to me
	4.12
	1.070

	4.
	I would continue using Shwe Note even if there were a slight price increase.
	4.21
	1.076

	Overall Mean
	4.1275
	1.10925


Source: Survey Data (2025)
          As mention in Table (4.10), it is found that the respondents are recognized with the offer price of Shwe Note with the overall mean value 4.1275 because the value is above the neutral score of 3. The mean value of “I would continue using Shwe Note even if there were a slight price increase.” is highest mean score which mean the customer are highly acceptable the having a reasonable price level about the packages. The lowest mean score value is “Each Shwe Note subscription matches its value.”. It can be concluded that the offer price is highly important on reasonable price levels because customer is interested in product, they are not price sensitive.
4.3.3 [bookmark: _Toc191565795]Promotion
            The respondent’s perception on the promotion activities of Shwe Note is present in Table (4.11).
Table (4.11): Promotion
	No.
	Description
	Mean
	Standard
Deviation

	1.
	I found Shwe Note through its online promotions (ads, social media, etc.)
	4.15
	1.106

	2.
	Shwe Note’s promotions (discounts, special
offers) encourage me to subscribe.
	4.03
	1.260

	3.
	Shwe Note’s online marketing effectively attracts new users.
	4.22
	.973

	4.
	I have clicked on a Shwe Note advertisement before.
	4.23
	1.025

	
	Overall Mean
	4.1575
	1.091


Source: Survey Data (2025)
            As shown in Table (4.11), majority of respondents are recognized with the four of statements and their mean value is more than 3. It indicates that respondents are very interested in promotions on social media. The highest mean score is “I have clicked on a Shwe Note advertisement before.” and the lowest mean score is “Shwe Note’s promotions (discounts, special offers) encourage me to subscribe”. There is no large difference between the highest and the lowest. It indicates that the information of promotion or the activities of promotion which are held by Shwe Note are not very important of respondents and it also neutral.

4.3.4 [bookmark: _ovg96vmgq2nh][bookmark: _Toc191565796]Engagement
[bookmark: _tlo4p3vl42nb] 	The respondent’s engagement on the of Shwe Note is present in Table (4.12).







Table (4.12): Engagement 
	No.
	Description
	Mean
	Standard
Deviation

	1.
	Shwe Note always announces promotions and special items through their Facebook channel.
	4.04
	1.219

	2.
	Shwe Note frequently updates its content to keep it fresh and relevant.
	4.03
	1.140

	3.
	I feel motivated to use Shwe Note regularly because of its design and content.
	4.14
	1.092

	4.
	Notifications from Shwe Note remind me to use the app.
	4.05
	1.157

	Overall Mean
	4.065
	1.152


Source: Survey Data (2025)
            As shown in Table (4.12), most of the respondents agree with the four of statements and their mean value is more than 3. The mean value of “I feel motivated to use Shwe Note regularly because of its design and content.” is the highest mean score 4.14. The overall mean value of engagement is 4.065. It can be conducted that customers are always engaged with Shwe Note.
 
4.3.5 [bookmark: _nphzi1wjcx50][bookmark: _Toc191565797]Customer Review 
            The following Table (4.13) shows the mean value and standard deviation of process factors that influence on customer satisfaction of Shwe Note. For this process questionnaire, there are four questions to analyze. The results are shown as the following Table (4.13).
Table (4.13): Customer Review 
	No.
	Description
	Mean
	Standard
Deviation

	1.
	I trust the feedback provided by other users on Shwe Note.
	4.12
	1.105

	2.
	Shwe Note takes user feedback seriously and makes improvements.
	4.06
	1.144

	3.
	Reviews and ratings on Shwe Note help me decide which summaries to read.
	4.22
	1.052

	4.
	Positive reviews of Shwe Note encouraged me to try the app.
	4.15
	1.142

	Overall Mean
	4.1375
	1.11075


Source: Survey Data (2025)
            As shown in above Table (4.13), most of respondents have same option with four questions of the survey and their overall mean value is 4.1375. Then mean value of “Reviews and ratings on Shwe Note help me decide which summaries to read.” is highest mean score. It points out that customer review on Facebook affects and attracts readers to use Shwe Note app.  

4.3.6 [bookmark: _Toc191565798]Customer Satisfaction
            The following Table (4.14), shows the mean value and standard deviation of customer satisfaction on Shwe Note. There are four questions to be analyzed and the results are shown as Table (4.14).
Table (4.14): Customer Satisfaction
	No.
	Customer Satisfaction
	Mean
	Standard
Deviation

	1.
	I am satisfied with the quality of the book
summaries provided by Shwe Note.
	4.28
	1.033

	2.
	Using Shwe Note has improved my overall reading experience.
	4.19
	1.044

	3.
	I would recommend Shwe Note to friends and family.
	4.07
	1.152

	4.
	I am likely to renew my subscription or continue using Shwe Note in the future.
	4.13
	1.084

	Overall Mean
	4.16
	1.07825


Source: Survey Data (2025)
            As shown in Table (4.14), the respondents agree with all of the statements of customer loyalty and all of the mean value is more than 3. The mean values are range between 4.07 and 4.28. Moreover, the overall mean value if customer loyalty is 4.16 which represents the respondents are pleasured and satisfied with Shwe Note. Therefore, the customer satisfaction of Shwe Note is clearly shown.
 
4.4 [bookmark: _Toc191565799]Analysis on the Relationship Between Digital Marketing Mix and Customer Satisfaction
 	Pearson correlation is a statistical test that assesses the strength of the relationship between two numerical data variables. In this study, to identify the relationship between marketing mix strategy (Product, Price, Promotion, Engagement, and Customer review) and customer satisfaction is measured Pearson correlation.
According to Table (4.15), all the independent variables have moderate positive relationship with dependent variables. Engagement, price, review, product and promotion strong positive relationship with customer loyalty (r = 1, 0.882, 0.858, 0.831 and 0.872).
Table (4.15): Relationship between Marketing Mix and Customer Satisfaction
	
	Engage-ment
	Price
	Review
	Prod-uct
	Promotion
	Customer Satisfaction

	Engage-ment
	Pearson Correlation
	1
	.882**
	.858**
	.831**
	.872**
	.851**

	
	Sig. (2-tailed)
	
	<.001
	<.001
	<.001
	<.001
	<.001

	
	N
	200
	200
	200
	200
	200
	200

	Price
	Pearson Correlation
	.882**
	1
	.891**
	.871**
	.811**
	.857**

	
	Sig. (2-tailed)
	<.001
	
	<.001
	<.001
	<.001
	<.001

	
	N
	200
	200
	200
	200
	200
	200

	Review
	Pearson Correlation
	.858**
	.891**
	1
	.886**
	.806**
	.888**

	
	Sig. (2-tailed)
	<.001
	<.001
	
	<.001
	<.001
	<.001

	
	N
	200
	200
	200
	200
	200
	200

	Product
	Pearson Correlation
	.831**
	.871**
	.886**
	1
	.879**
	.888**

	
	Sig. (2-tailed)
	<.001
	<.001
	<.001
	
	<.001
	<.001

	
	N
	200
	200
	200
	200
	200
	200

	Promo-tion
	Pearson Correlation
	.782**
	.811**
	.806**
	.879**
	1
	.896**

	
	Sig. (2-tailed)
	<0.001
	<.001
	<.001
	<.001
	
	<.001

	
	N
	200
	200
	200
	200
	200
	200

	Customer Satisfac-tion
	Pearson Correlation
	.851**
	.857**
	.888**
	.888**
	.896**
	1

	
	Sig. (2-tailed)
	<.001
	<.001
	<.001
	<.001
	<.001
	<.001

	
	N
	200
	200
	200
	200
	200
	200


Source: Survey Data (2025)
 	Results of the correlation shows all the engagement, price, review, product, promotion and customer satisfaction have positive relationship with customer satisfaction. Values are 1, 0.882, 0.858, 0.831, 0.782 and 0.851. This means that the digital marketing mix strategy is effective on customer satisfaction. However, promotion with a value of 0.782 is slightly lower than other value.

4.5 [bookmark: _Toc123474357][bookmark: _Toc172392477][bookmark: _Toc191565800]Analysis on the Effect of Digital Marketing Mix on Customer Satisfaction
 	The linear regression model is applied for exploring the effect of digital marketing mix on customer satisfaction. The result of the analysis is shown in Table (4.16).
Table (4.16): Effect of Digital Marketing Mix on Customer Satisfaction
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.113
	.105
	
	1.072
	.285

	
	Engagement
	.163
	.051
	.173
	3.178
	.002

	
	Price
	-.011
	.062
	-.011
	-.174
	.862

	
	Review
	.307
	.059
	.321
	5.170
	.000

	
	Product
	.087
	.064
	.090
	1.362
	.175

	
	Promotion
	.434
	.051
	.432
	8.456
	.000

	Fit Indices 
F= 314.337, P= 0.05
R2 = 0.890

	a. Dependent Variable: Customer Satisfaction


*has significant influence on the dependent variable

Note:  ***Significant at 1% Level, ** Significant at 5% Level, * Significant at 10% Level 
The result in Table (4.16) shows that the F-value of 314.337, which is significant at the 0.05 level. The significant value of F is 0.000, which if much lower than (α) of 0.05. Therefore, this means that the Digital Marketing Mix engagement, price, review, product, promotion – as the independent variables, have significant effect on the customer satisfaction with Shwe Note Myanmar as the dependent variable. 
The t-test result shows that engagement, review, and promotion are independent variables whose P-value is lower than significance level of 0.05. On the other hand, the other 2Ps – price and product are having the P-value higher than the significance level of 0.05. Therefore, it can be said that from the researcher’s research question, only engagement, review, and promotion that are individually have significant influence on customer satisfaction toward Shwe Note Myanmar, while the rest of the Ps (price and product) are not to have significant effect on customer loyalty of Shwe Note Myanmar individually. 
According to the adjusted R square result, the Adjusted R square is 0.890, this means that 89% of the variation in the customer satisfaction toward Shwe Note Myanmar as the dependent variable can be explained by the variation of the Digital Marketing Mix, taking into account the sample size and number of independent variables. The remaining 11% is explained by the variation of other variables outside the regression model.
 	



 
 
 












[bookmark: _Toc191565801]CHAPTER V
[bookmark: _Toc191565802]CONCLUSION

            This chapter is the conclusion of the study that includes the finding and discussion of the previous chapter, the suggestion and recommendation of the study and limitations of the study. Finding and discussion are based on the influencing factors of customer satisfaction and the analysis of digital marketing mix and customer satisfaction of Myanmar Shwe Note. Suggestion and recommendation are based on the result of the finding and limitation of the study described on the result of the finding.
 
5.1 [bookmark: _7bch5no3c63k][bookmark: _Toc191565803]Finding and Discussions
The main goal of this study is to understand how the digital marketing mix affects customer satisfaction and how it influences customer satisfaction with Shwe Note. Customer satisfaction is very important because it plays a big role in a company’s success and profitability. It is also closely connected to customer buying behavior. When customers are happy with a company’s marketing strategies, they are more likely to stay loyal. This can help increase sales and profits, especially in a highly competitive market.
One of the key objectives of this study was to find out which part of the marketing mix is most important to Shwe Note customers. Based on the results, customers value the product the most, with an average score of 4.165. The second most important factor is promotion (4.157), followed by customer reviews (4.1375),  price (4.1275), and engagement (4.065). This means that customers are mainly attracted to Shwe Note because of the product itself, as well as the promotions and customer reviews.
The correlation analysis also shows that all five marketing mix factors—product, price, promotion, engagement, and customer reviews—are positively linked to customer satisfaction. This means that as these factors improve, customer satisfaction also increases. The results clearly indicate that each of these factors plays a role in influencing how satisfied customers feel when using Shwe Note.
Based on these findings, the study concludes that the digital marketing mix has a direct and positive impact on customer satisfaction. Since all five elements are proven to affect customer satisfaction, it is important for Shwe Note to focus on improving them. This study suggests that by strengthening its digital marketing mix strategies, Shwe Note can continue to increase customer satisfaction and achieve long-term success.
 
5.2 [bookmark: _azztqovb242z][bookmark: _Toc191565804]Suggestion and Recommendations
[bookmark: _qoun1vncgt6m][bookmark: _Toc191565805]This study looks at how digital marketing mix factors affect customer satisfaction with Shwe Note. The results show that there is a strong and positive relationship between digital marketing mix strategies and customer satisfaction. This means that Shwe Note should continue to focus on improving all aspects of its digital marketing mix to keep its customers satisfied.
The study also provides several recommendations. First, the findings confirm that digital marketing mix strategies play an important role in customer satisfaction. This suggests that businesses that use the right mix of digital marketing strategies are more likely to make their customers happy and encourage them to keep using their services. To achieve this, Shwe Note should focus on fair pricing, effective communication, and strong promotional efforts. Since the study found that book readers care about prices, businesses should make sure their products are priced competitively. They should also try to reduce operational costs and set reasonable prices to attract more customers.
As the digital book summary industry becomes more competitive, it is important to improve the quality of apps to meet customer expectations. Companies should also work on better ways to communicate with their customers and improve their services. Comparing their progress with competitors can help them find areas where they need to improve.
The research results show that the products in the digital marketing mix have a strong positive impact on customer satisfaction. This means that if Shwe Note continues to upgrade and improve its products, more customers will subscribe. The study also found that people play an important role in customer satisfaction. This means that having the right people to support and assist customers will encourage more purchases.
In conclusion, businesses should focus on improving their digital marketing mix strategies to increase customer satisfaction and achieve long-term success.

5.3 Suggestion for Further Studies     
This study explored how the digital marketing mix affects customer satisfaction with Shwe Note. The research focused on five key factors, also known as independent variables: product, price, promotion, engagement, and customer reviews. However, the results suggest that other factors might also influence customer satisfaction. Future researchers are encouraged to include additional variables to gain a more complete understanding of what impacts customer satisfaction with Shwe Note.
Due to time limitations, this study was conducted with a sample of 200 respondents from Myanmar. Future researchers may consider expanding their study by collecting data from a larger number of respondents across the entire country, including all states and regions. This would help provide a more accurate and comprehensive view of customer satisfaction.
Additionally, future studies could compare multiple businesses within the same industry. A comparative study among different companies would help generalize the findings and make the research more reliable. By including more respondents and companies, future research could provide deeper insights and stronger statistical significance.
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QUESTIONNAIRE 

 	This research is intended to explore “IMPACT OF DIGITAL MARKETING MIX ON CUSTOMER SATISFACTION: A CASE STUDY OF SHWE NOTE, MYANMAR”. 
The survey focuses on Bachelor of Business Administration programs offered by the Centre for Professional Development. The information gathered will be used solely for academic purposes and will remain strictly confidential. Thank you for taking the time to assist.

Part A: Demographic Information
1.Gender 
Male                                 Female                            Other 




2. Your Age:
18 - 25 years		     

26 - 33 years		

34 - 41 years		

42 - 49 years		

50 years and above		


3. Educational Level:
University Level	

Diploma		

Bachelor		

Master		


4. Occupation Level:
 Student 			 Private Staff			


 Government Staff		 Business Owner	


 Retired 			 Freelance			



5. Monthly Income:
 Less than and 300,000 Kyats 	 900,001 - 1,200,000 Kyat


 300,001 - 600,000 Kyats	  	 1,200,001-1,500,000Kyats	


 600,001 - 900,000 Kyats 	   	 More than 1,500,000 Kyats	



6. How often do you read a book?
 Once a week		 		  Everyday	


 Once a month		 	  Others		



7. How do you know the book summary application Shwe Note?
 Facebook 				 Through celebrity


 Recommendation 			 Personal research



8. How long do you use Shwe Note?
 Less than 6 months			 1–3 years


 6 months to 1 year 			 More than 3 years





Part B: Digital Marketing Mix Strategy on Customer Satisfaction (Engagement, Price, Review, Product and Promotion)

Please choose your opinion on each of the following questions by using the Five
Likert scales.
Please make a tick mark (√) in the appropriate column to the right side where:
(1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree).

	No
	Engagement
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1
	Shwe Note always announces promotions and special items through their Facebook channel.
	
	
	
	
	

	2
	Shwe Note frequently updates its content to keep it fresh and relevant.
	
	
	
	
	

	3
	I feel motivated to use Shwe Note regularly because of its design and content.
	
	
	
	
	

	4
	Notifications from Shwe Note remind me to use the app.
	
	
	
	
	




	No
	Price
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1
	Shwe Note's pricing is reasonable for the services it offers.
	
	
	
	
	

	2
	Each Shwe Note subscription matches its value.
	
	
	
	
	

	3
	Promotional offers and discounts from Shwe Note make it more attractive to me
	
	
	
	
	

	4
	I would continue using Shwe Note even if there were a slight price increase.
	
	
	
	
	



	No
	Review
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1
	I trust the feedback provided by other users on Shwe Note.
	
	
	
	
	

	2
	Shwe Note takes user feedback seriously and makes improvements.
	
	
	
	
	

	3
	Reviews and ratings on Shwe Note help me decide which summaries to read.
	
	
	
	
	

	4
	Positive reviews of Shwe Note encouraged me to try the app.
	
	
	
	
	




	No
	Product
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1
	The book summaries on Shwe Note are clear and easy to understand.
	
	
	
	
	

	2
	Shwe Note provides enough variety of books and topics that interest you
	
	
	
	
	

	3
	Shwe Note meets your expectations as a book summary app.
	
	
	
	
	

	4
	Satisfy level of the quality of the book summaries on Shwe Note.
	
	
	
	
	






	No
	Promotions
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1
	I found Shwe Note through its online promotions (ads, social media, etc.)
	
	
	
	
	

	2
	Shwe Note’s promotions (discounts, special offers) encourage me to subscribe.
	
	
	
	
	

	3
	Shwe Note’s online marketing effectively attracts new users.
	
	
	
	
	

	4
	I have clicked on a Shwe Note advertisement before.
	
	
	
	
	




















[bookmark: _GoBack]Part C: Customer Satisfaction
Please choose your opinion on each of the following questions by using the Five
Likert scales.

Please make a tick mark (√) in the appropriate column to the right side where:
(1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree).

	No
	Customer Satisfaction
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	1
	I am satisfied with the quality of the book summaries provided by Shwe Note.
	
	
	
	
	

	2
	Using Shwe Note has improved my overall reading experience.
	
	
	
	
	

	3
	I would recommend Shwe Note to friends and family.
	
	
	
	
	

	4
	I am likely to renew my subscription or continue using Shwe Note in the future.
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