[image: ]
IMPACT OF MARKETING MIX ON CUSTOMER SATISFACTION: A CASE STUDY OF WHITE STUDIO’S FANCY & ACCESSORIES, YANGON, MYANMAR






BACHELOR OF BUSINESS ADMINISTRATION
(BBA)





SHWE YAMIN OO
SSBR/2023/BBA251095



DECEMBER 2024

[image: ]
IMPACT OF MARKETING MIX ON CUSTOMER SATISFACTION: A CASE STUDY OF WHITE STUDIO’S FANCY & ACCESSORIES, YANGON, MYANMAR


A Destination Presented
by
SHWE YAMIN OO


Submitted to the Swiss School of Business Research
 in partial fulfillment of the requirements for the degree of




BACHELOR OF BUSINESS ADMINISTRATION
(BBA)






DECEMBER 2024





Copyright by SHWE YA MIN OO, 2024


All Rights Reserved

IMPACT OF MARKETING MIX ON CUSTOMER SATISFACTION: A CASE STUDY OF WHITE STUDIO’S FANCY & ACCESSORIES, YANGON, MYANMAR

A Destination Presented
by
SHWE YAMIN OO


Approved as to style and content by:



	
Dr. Paing Soe, Chair
President, Centre for Professional Development





	
Daw Myat Myat Oo, Supervisor
Academic Director, Centre for Professional Development





 Dr. Stephen Harrison
Dean 
Swiss School of Business Research

ii



ACKNOWLEDGEMENT

I would like to begin by expressing my heartfelt gratitude to Dr. Paing Soe, President of Centre for Professional Development, and Dr. Stephen Harrison, Dean of the Swiss School of Business Research, for allowing me to conduct this study.
I am especially thankful to my supervisor, Daw Myat Myat Oo, Academic Director, for her patient guidance, invaluable advice, and encouragement throughout my time as her student. Her immense knowledge and insightful comments, as well as her regular feedback and challenging questions, were crucial to the successful completion of this study.
I also want to extend my appreciation to all the professors, associate professors, visiting lecturers, tutors, and staff at Centre for Professional Development for their administrative support and encouragement during my academic journey.
Additionally, I am grateful to the customers of White Studio’s Fancy & Accessories and everyone associated with the organization for providing essential data and assistance for my research. Their willingness to share their valuable time for interviews made this study possible.
[bookmark: Text1]Finally, I would like to thank everyone who contributed in various ways to my research, as well as my friends at SSBR BBA for their support and for sharing their knowledge and experiences..



 Shwe Yamin Oo
SSBR/2023/BBA251095






ABSTRACT

Impact of Marketing Mix on Customer Satisfaction: A Case Study of White Studio’s Fancy & Accessories, Yangon, Myanmar investigates the relationship between the marketing mix elements and customer satisfaction within the context of White Studio’s Fancy & Accessories in Yangon, Myanmar. By analyzing the effectiveness of the 4Ps of marketing—Product, Price, Place, and Promotion—this study aims to identify how these factors contribute to customer satisfaction and loyalty, which are crucial in a competitive retail environment, that can lead to the growth of a business. To achieve this objective, the study evaluates several key variables, including product quality, pricing strategies, shop location (place), promotional activities, overall customer satisfaction, and customer loyalty. The research findings reveal that product quality stands out as having the most substantial impact on customer satisfaction levels. High-quality products not only enhance the perception of value among customers but also cultivate a deeper sense of brand loyalty and satisfaction. Furthermore, the study highlights the importance of pricing strategies in shaping customer satisfaction. When customers perceive the price of a product to be fair and aligned with its quality, their overall satisfaction increases significantly. This is particularly relevant in the context of fancy accessories, where consumers often expect a balance between quality and price.
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CHAPTER I
INTRODUCTION

1.1 Background Information of the Study
In today's dynamic business environment, customer satisfaction has emerged as a vital driver of strategic competitiveness. Companies are increasingly recognizing that meeting and exceeding customer expectations is essential for standing out in a crowded marketplace. The fancy accessories market, in particular, is experiencing rapid growth and evolution, fueled by ever-changing fashion trends and the rise of innovative global brands. Consumers are constantly seeking new styles and unique products, which has led to a surge in the availability of diverse accessory options. As new products enter the local market, they often boast enhanced quality and craftsmanship, providing consumers with improved choices. This influx of better-quality items not only satisfies consumer demand but also fosters healthy competition among brands, which can lead to even more exciting developments in the industry. Even organizations come to realize that they will achieve long-term success only when their customers are satisfied with their product or service is better than other competitors in this market. According to (Thomassen, 2003), customer satisfaction as a perception of the customer as a result of consciously or unconsciously comparing their experiences with their expectations.
The competition in today’s market is the competition of service, which is based on the competition of customer satisfaction (Wang, 2002). Companies that prioritize excellent service are better positioned to meet the evolving needs and expectations of their customers. By combining these marketing mix factors (product, price, place, and promotion), customer satisfaction is easy to improve in order to achieve more success in business success. This improvement not only leads to increased loyalty and repeat business but also fosters positive word-of-mouth referrals, thereby driving greater overall success. On the other hand, customers described 4Ps as the marketing tools used   by companies to create profit (Philip Kolter, 2015). Understanding how these elements interact helps businesses create more effective strategies tailored to their target market, ultimately leading to a win-win scenario for both the company and its customers.
Customer satisfaction refers to how effectively businesses, as providers of products or services, meet the needs and expectations of their customers. When customers are satisfied with their experience, they are more likely to become loyal and return for repeat purchases. Additionally, satisfied customers are more likely to recommend the business to others, leading to increased revenue and long-term growth. Customer satisfaction is the level of a person's feeling state, which results from comparing performance appraisals or final product results regarding customer expectations (Kotler P. , 2013). Furthermore, customer satisfaction is like a feeling that appears to be the output of an assessment of the experience of using a product or service (Tjiptomo, 2014). Organizations should focus on retaining existing customers while also targeting potential new ones. Measuring customer satisfaction provides insight into how successfully the organization delivers products and services in the marketplace.
White Studio Fancy brand was established on July 10, 2022, with the primary goal of serving as a wholesaler of high-quality Thai fancy accessories. Recognizing an emerging demand in the market, the brand expanded its operations in 2023 by launching retail shops where customers can purchase a diverse range of its products directly. From its inception, White Studio has prioritized quality, innovation, and customer satisfaction, which has significantly propelled its growth. Starting from modest beginnings, the brand has swiftly ascended to become a leader in the fancy accessories market, particularly known for its unique designs and exceptional craftsmanship. As a result of its commitment to excellence, White Studio has secured a prominent market share in Myanmar's accessory sector, making it one of the most sought-after brands in the country. The company continually invests in understanding customer needs and preferences, believing that its long-term success hinges entirely on delivering superior customer satisfaction. White Studio is dedicated to providing outstanding service to its customers across all areas of its business, ensuring that every interaction reflects its core values of quality and care. Whether through prompt customer service, personalized shopping experiences, or responsive feedback mechanisms, White Studio aims to exceed customer expectations at every turn..
This thesis presents a research study on how the marketing mix impacts customer satisfaction at White Studio's Fancy & Accessories Retail Shop. Each customer's purchasing decision is influenced by different elements of the marketing mix. Understanding customer satisfaction is vital in the marketing field, and the marketing mix is a key factor in this process. The study will employ both qualitative and quantitative research methods.

1.2 Problem Statement of the Study
In recent years, our country's economy has undergone substantial growth, primarily driven by advancements in internet access and the forces of globalization. This evolution has created new opportunities and transformed various sectors, with the fashion industry standing out as a key beneficiary. The fashion sector has experienced a remarkable transformation, leading to an extensive diversification of its products and offerings. As a result, consumers now enjoy unprecedented access to a broad spectrum of styles that cater to different tastes and preferences. This includes a wide array of clothing options, from casual wear to formal attire, as well as a vast selection of footwear that ranges from everyday sneakers to high-end designer shoes.
The market for fashionable accessories has expanded significantly. Consumers can now find everything from statement jewelry to stylish bags and hats, enabling them to express their unique styles and personalities more easily than ever before. The combination of increased online shopping opportunities and a global marketplace has empowered consumers, making fashion more accessible and diverse than at any previous time in history.
As the marketplace in Myanmar continues to expand, a growing number of brands from ASEAN countries and various Asian nations are beginning to establish a presence in this dynamic market. These international brands are introducing a diverse array of innovative products that appeal to local consumers, ranging from fashion and electronics to beauty and household items. 
To effectively compete with well-established local brands, these newcomers are employing strategic pricing tactics, often setting their prices lower than those of their local counterparts. This aggressive pricing strategy not only helps them attract price-sensitive consumers but also intensifies the overall competition in the market. As a result, local brands are finding it increasingly challenging to maintain their market share and customer loyalty. In response, they are being compelled to enhance their offerings, improve product quality, and refine their marketing strategies to solidify their positions in the market. This competitive landscape is fostering an environment of innovation and improvement that ultimately benefits consumers in Myanmar.
White Studio has emerged as a prominent leader in Myanmar's fashion accessories retail market. Since its inception, the brand has strategically built a strong presence across multiple social media platforms, including Facebook, Instagram, and TikTok. By creating engaging content and interactive campaigns, White Studio effectively reaches a diverse audience, fostering a strong connection with its customers and encouraging brand loyalty. In addition to its thriving online visibility, White Studio has successfully established a network of physical retail stores throughout Myanmar. These stores serve not only as points of sale but also as brand experience zones, allowing customers to explore the quality and design of the products firsthand. The combination of a robust e-commerce strategy and well-placed physical locations has significantly contributed to White Studio's impressive sales figures, solidifying its reputation and market position as a leader in the fashion accessories industry.
As competition intensifies in the market, White Studio finds itself in a difficult position with a noticeable decrease in sales volume. This decline can be attributed to the entry of new companies that offer similar products, which has created a more challenging landscape for White Studio to navigate. In light of these developments, the management team recognizes the urgent need to reassess and refine their current strategies to remain competitive. Realizing that customer satisfaction is essential for success in today’s business environment, the top management has made it a priority to enhance the overall customer experience. This commitment involves exploring various initiatives aimed at understanding customer needs more deeply, improving product quality, and streamlining customer service processes. By focusing on these areas, White Studio aims not only to retain its existing customers but also to attract new ones, ultimately leading to an increase in sales volumes and strengthening its position in the market.
In response to this urgent need, the present research study aims to explore how the marketing mix comprising product, price, place, and promotion affects customer satisfaction for White Studio in Myanmar. By analyzing these variables, the study seeks to provide valuable insights that can help the brand navigate the competitive landscape and implement effective strategies to enhance customer loyalty and satisfaction.
1.3 Objective of the Study
[bookmark: _Hlk183821048]The main objective of this study is focus on;
1. To investigate the marketing factors of White Studio’s Fancy & Accessories Retail Shop in Myanmar.
2. To examine the relationship between marketing mix and customer satisfaction of White Studio’s Fancy & Accessories Retail Shop in Myanmar.
3. To analyze the impact of marketing mix and customer satisfaction of White Studio’s Fancy & Accessories Retail Shop in Myanmar.

1.4 Research Questions of the Study
1. What are the marketing factors of White Studio’s Fancy & Accessories Retail Shop in Myanmar?
2. What is the relationship between marketing mix and customer satisfaction of White Studio’s Fancy & Accessories Retail Shop in Myanmar?
3. What is the impact of marketing mix on customer satisfaction of White Studio’s Fancy & Accessories Retail Shop in Myanmar?

1.5 Scope and Limitation of the Study
Due to limitations in both time and financial resources, this research study will concentrate on examining the impact of the marketing mix on customer satisfaction specifically at White Studio in Myanmar. The study will strategically gather data from customers who visit White Studio's fancy shops, particularly at their branches located in South Oakkalapa and Hle Dan in Yangon. The primary objective of this research is to gain a deeper understanding of the factors influencing customer satisfaction at White Studio’s Fancy & Accessories Retail Shop. To achieve this, the study will involve a targeted sample size of 200 customers, all of whom will be residents of Yangon City. This focused area of study will help in ensuring that the insights gathered are relevant and specific to the local context.
It is important to note that the conclusions drawn from this research will be limited to the unique characteristics and experiences associated with White Studio in Myanmar. As such, the findings may not hold true for similar products or retail environments outside of this specific context. By focusing solely on White Studio, the research aims to uncover valuable insights that could inform future marketing strategies and enhance overall customer satisfaction.

1.6 Organization of the Study
The study will consist of five chapters and a list of references. The chapters are as follows: introduction, literature review, methodology, data analysis and interpretation, and conclusion.
Chapter One is the Introduction. It covers the background of the study, the background of the company, the statement of the problem, the objectives of the study (both general and specific), the scope of the study, the significance of the study,
 the delimitations of the study, the definition of key terms, and the organization of the study.
Chapter Two provides a review of related literature. It examines the effects of customer service, operational performance, and marketing strategies across various FMCG sectors in different countries on customer satisfaction.
Chapter Three focuses on the research methods for this study. It discusses the research design to be utilized, the procedures for defining the population, the sampling frame, the sampling technique, the determination of sample size, sources of data, data collection instruments, and methods of data analysis.
Chapter Four includes the data analysis and interpretation section. Finally, Chapter Five summarizes the research findings and presents the overall conclusions derived from the results.









CHAPTER II
LITERATURE REVIEW

2.1 Introduction and Importance of Subject Area
This chapter presents the theoretical background of marketing mix practices and defines the concept of customer satisfaction. The study will explore how the marketing mix influences customer satisfaction.
The marketing mix is a fundamental concept in marketing theory, serving as a model for creating and implementing effective marketing strategies. According to Hartono (2010), the marketing mix can be divided into two categories: product marketing and service marketing. The service marketing mix includes seven elements, known as the 7 P's: product, price, place, promotion, people, physical evidence, and process. On the other hand, the product marketing mix consists of four elements, referred to as the 4 P's: product, price, place, and promotion. The marketing mix, encompassing product, price, place, and promotion, is central to modern marketing practices (Philip Kotler, 2012). When blending the marketing mix elements, marketers must consider their target market. They need to understand the wants and needs of their customers and then use these mixed elements to develop effective marketing strategies and plans that will satisfy those wants. The marketing mix is a metric that greatly influences customer loyalty compared to other factors in marketing (Choudhury, Services Marketing Issues in Emerging Economies, 2020). The framework's significance lies in helping businesses meet customer expectations and enhance satisfaction.
The marketing mix is a critical framework in the field of marketing that enables businesses to formulate and implement effective strategies aimed at reaching and satisfying their target customers. It typically encompasses several components, often referred to as the "4 Ps": Product, Price, Place, and Promotion. Product refers to the goods or services offered by a business, designed to meet the needs and desires of consumers. Understanding customer preferences and developing products that align with these needs is essential for success. Price involves determining the right cost at which to sell the product, considering factors such as production costs, competitor pricing, and perceived value. Setting the appropriate price is crucial, as it impacts profitability and customer perception. Place, addresses how the product is distributed and made accessible to consumers. This can include various channels, such as online platforms, retail locations, or direct sales, and enhancing distribution efficiency is key to maximizing reach. Promotion encompasses the strategies employed to communicate the value of the product to the target market. This can include advertising, public relations, social media, and sales promotions, all aimed at increasing awareness and driving sales. 
Customer satisfaction, a key indicator of business success, directly correlates with profitability and loyalty (Christian Homburg, 2005). Customer Satisfaction depends on the type of business environment. The CS plays an important role in an effective and efficient concept for companies dealing with global & local competition oriented to improve customer service. The four key steps for successful marketing are identified as understanding the customer, making value for customer, communicating the value to target market, and making it easy for the customer to buy. The customer equity approach is not separable from the marketing mix’s basic concepts, including product, price, place, promotion, people, process, and physical evidence (Angella J.Kim, 2012).Kotler and Keller (2006) proposed that satisfaction is a personal feeling of satisfaction or dissatisfaction resulting from comparing service performances in relation to customers' expectations.
	The marketing mix has become increasingly crucial in Myanmar's retail sector, which has experienced significant growth as a result of the country's economic liberalization. This period of transformation has created a wealth of new opportunities for businesses to flourish, but it also presents a unique set of challenges due to the evolving preferences and expectations of consumers. To navigate this dynamic marketplace, companies like White Studio’s Fancy & Accessories must focus on developing and implementing marketing strategies that are specifically tailored to the diverse cultural backgrounds and values of their target audience. A nuanced understanding of local customs, traditions, and consumer behavior will enable these businesses to create more effective and relevant marketing campaigns.
The marketing mix consists of key elements such as product, price, place, and promotion, and managing these components effectively can lead to a significant boost in customer satisfaction. Businesses that prioritize customer satisfaction are more likely to foster loyalty; satisfied customers tend to stick with a brand, share their positive experiences with peers, and make repeat purchases. This cycle of loyalty and advocacy ultimately contributes to the long-term success and viability of the business.

Moreover, in today’s competitive landscape, a well-executed marketing mix not only serves as a means to achieve short-term sales goals but also positions a brand for sustainable growth. By strategically aligning their marketing efforts with consumer needs and market trends, businesses can gain a competitive edge that ensures they stand out in the marketplace and successfully navigate the challenges ahead. Overall, investing in a well-rounded marketing mix is essential for any business looking to thrive in Myanmar’s evolving retail environment.

2.2 Theoretical Concepts and Principles
	The marketing mix is a fundamental concept in marketing theory. It serves as a model for creating and implementing effective marketing strategies. This model emphasizes the importance of combining different factors in a way that achieves both organizational goals and consumer needs. The concept of the Marketing Mix was first developed by James Culliton in1948 Jerome McCarthy later expanded on this concept, dividing the marketing mix into four factors in 1964 (Lee, 2009). These four factors are product, price, place, and promotion. The marketing mix is a set of marketing tools that companies use to continuously achieve their company's goals in the target market (Kotler P. , 2013). Furthermore, the marketing mix is a strategy that combines various marketing activities to generate sufficient income.
Product can be defined as everything that potentially has value to the target market that can give benefits and satisfaction include products and services (W.Cravens, 2000). Product is also defined as anything that can be offered into a market for attention, use, or consumption that might satisfy a need (Kotler A. a., 2006). The term "product" encompasses both tangible, physical items and services. While it traditionally refers to physical goods, its definition has expanded to include services provided by service-oriented organizations. Additionally, when a consumer purchases a product, it also involves the post-sales relationship with the company. This relationship can encompass aspects such as customer service and any warranties associated with the product (Ling, 2007). 
Ferrell (2005) highlighted the significance of the product as the core component of the marketing mix strategy. According to him, retailers can leverage the unique attributes of their products to stand out in a competitive market. This differentiation allows them to attract and retain customers by meeting specific needs and preferences. Borden (1984) elaborated on the characteristics that define a product, which include crucial elements such as quality which encompasses durability and reliability design, which refers to the aesthetics and functionality, and features, which are the various attributes and specifications that enhance the product's value. Additionally, the brand name plays a vital role in establishing trust and loyalty among consumers, while product sizes cater to diverse customer requirements and usage scenarios. Together, these elements contribute to a comprehensive understanding of what constitutes a successful product in the retail landscape.
The price is the amount that customers must pay for a product. Price is the amount of value that consumers exchange for some benefits by owning or using an item or service (Kotler P. , 2013). Price is considered as the most important measurement of repurchase intentions (Grewal, 2000). The price level of a product plays a crucial role in determining its demand within the market. In economic theory, a decrease in price typically leads to an increase in demand, while an increase in price generally results in a decrease in demand. This relationship is closely tied to the concept of price elasticity, which measures how sensitive the quantity demanded is to changes in price. Different products exhibit varying levels of price elasticity based on factors such as consumer preferences, the availability of substitutes, and the overall economic context. The connection between price and the quantity of goods sold is essential in calculating profitability. When prices are set appropriately considering demand fluctuations, businesses can maximize their revenue and profit margins. 
Moreover, the establishment of pricing strategies is influenced by the product portfolio management. Companies must consider various elements, including the product's lifespan, competitive landscape, cost structures, and target market dynamics. These factors help shape sales goals and market share objectives, ultimately guiding pricing decisions to achieve desired business outcomes. A well-thought-out pricing strategy not only enhances market competitiveness but also aligns with the company’s long-term vision and financial targets.
Promotion is an activity that communicates product superiority and persuades target customers to buy it (Armstrong, 2016). The main purpose of promotion is to provide information, attract attention, and then influence increased sales. Promotion is defined as sales promotion, advertising, personal selling, public relations and direct marketing (Borden, 1984). Promotion encompasses a wide range of communication strategies and tools that marketers utilize to engage with their target audience in the marketplace. These strategies can include advertising, public relations, sales promotions, and personal selling, among others. One aspect of promotion that is often not clearly defined is the role and function of a human sales force. The human sales force plays a crucial role in establishing personal connections with customers, understanding their needs, and effectively conveying the value of products or services. This personal interaction can often lead to increased customer loyalty and sales, highlighting the importance of human elements in a comprehensive promotional strategy.
According to (Del l. Hawkins, 2010) , Place is a channel used to get the products to the target customers inside and outside the company, where target customers usually make the purchase. The concept of a "distribution channel" plays a crucial role in connecting products to consumers, encompassing a variety of both physical and digital platforms. This includes traditional brick-and-mortar stores, online marketplaces, and direct-to-consumer websites. Organizations recognize the significance of strategically selecting locations for their distribution channels, as these decisions directly impact service delivery and the overall customer experience. Effective decision-making in this area is essential not only for meeting consumer needs but also for ensuring that products are readily available when and where customers want them. By optimizing their distribution channels, businesses can enhance customer satisfaction, build loyalty, and ultimately drive sales in an increasingly competitive market. A well-considered distribution strategy should offer valuable insights into customer preferences, competitive dynamics, promotional efforts, and overall marketing initiatives. It should pay attention to how it can deliver the service at the right time and at the right place, and which channel should be used to deliver the service (Copley, 2004).
Customer satisfaction is a perception that varies in degree. To provide quality products and services, it is essential to meet customer requirements. This concept, known as customer satisfaction, measures how well the products and services offered by a company meet or exceed customer expectations. It is considered a crucial performance indicator within the business sector. In a competitive marketplace where businesses vie for customers, customer satisfaction serves as an important differentiator and has increasingly become a vital component of business strategy. The four key steps for successful marketing are identified as understanding the customer, making the value of the customer, communicating the value to the target market, and making it easy for the customer to buy (Ling, 2007). During the last decade, satisfaction has been considered one of the most important theoretical as well as practical issues for most marketers and customer researchers (A, 2004). The marketing mix is a foundational concept in marketing that helps businesses develop effective strategies to reach and satisfy customers. By effectively managing the marketing mix, businesses can enhance customer satisfaction, leading to increased loyalty, positive word-of-mouth, and long-term success.

2.3 Variables of the Study
	In research, variables are any characteristics that can take on different values, such as height, age, temperature, or test scores. Researchers often manipulate or measure independent and dependent variables in studies to test cause-and-effect relationships (Bhandari, 2022). This research explores the connection between the marketing mix and customer satisfaction at White Studio's Fancy & Accessories in Yangon, Myanmar. The study's variables are divided into independent and dependent variables.
	The dependent variable in this study is Customer Satisfaction, a critical measure of business success. Customer satisfaction is defined as the degree to which a product or service meets or exceeds customer expectations (R.L, 1980). It is influenced by customers’ experiences with the marketing mix elements and plays a significant role in driving loyalty, retention, and positive word-of-mouth (Christian Homburg, 2005).
	An independent variable is a variable in a study or experiment that researchers manipulate or change to observe its effects on another variable, known as the dependent variable. The independent variables in this study are the four elements of the marketing mix (Product, Price, Place, and Promotion) which serve as the foundational components of the marketing strategy (McCarthy, 1960).
	This study investigates the hypothesis that the marketing mix elements collectively and individually influence customer satisfaction. The relationship between these variables has been extensively studied, showing that product quality and pricing significantly influence satisfaction levels (Zeithaml, 1996). Place and promotional strategies are also critical, especially in competitive retail environments, as they enhance convenience and awareness (Bitner, 1992) .
2.4 Reviews of Empirical Studies
	This section delves into various models and findings from earlier research that explore the connection between the marketing mix, also known as the 4 Ps (product, price, place, and promotion), and customer satisfaction. One foundational piece of research in this field comes from Oliver (1980), who put forth the theory of "expectation in conformity." This theory posits that customer satisfaction is largely influenced by the comparison between a customer's expectations and the actual performance of a product or service. Specifically, when the service delivered exceeds customer expectations, individuals are likely to experience a higher level of satisfaction. This concept emphasizes the importance of managing customer expectations to enhance overall satisfaction with products and services. Understanding this relationship is crucial for businesses aiming to improve customer loyalty and retention through effective marketing strategies.
	A comprehensive study conducted by Kotler and Keller (2016) emphasizes the importance of product design aligned with customer expectations. Their findings indicate that when products are thoughtfully designed, they significantly enhance customer satisfaction and foster greater loyalty among consumers. Additionally, research within the retail sector reveals that a diverse range of products, coupled with high quality, is vital for retaining customers in an increasingly competitive marketplace. This body of research consistently underscores that product quality is not merely a feature but rather a fundamental determinant of customer satisfaction. High-quality products not only meet the immediate needs of customers but also create an emotional connection, encouraging repeat purchases and long-term brand loyalty. Therefore, businesses aiming to thrive in competitive environments must prioritize both the variety and quality of their product offerings to effectively satisfy and retain their clientele.
	A case study exploring the experiences of banking customers in Ethiopia (Souar et al., 2015) reveals that implementing transparent pricing strategies can greatly enhance customer trust and foster long-term loyalty. By clearly communicating pricing structures and avoiding hidden fees, banks can build a stronger relationship with their customers, leading to a more positive banking experience. Furthermore, a thorough meta-analysis conducted by Zeithaml (1988) emphasizes the critical role of perceived value, which is significantly shaped by pricing strategies, in determining overall customer satisfaction. This analysis illustrates that customers evaluate the worth of a service based on the price they pay concerning the benefits they receive. Moreover, extensive research supports the idea that fair and competitive pricing is a vital factor influencing customer satisfaction levels. When customers perceive pricing as equitable and comparable to competitors, they are more likely to feel satisfied with their choices, resulting in increased brand loyalty and a willingness to recommend the services to others. In summary, transparent and fair pricing not only builds trust but also plays a fundamental role in enhancing customer satisfaction in the banking sector.
	Research conducted by Bitner (1992) emphasized how critical timely delivery is for customer satisfaction, as well as the convenience of purchasing locations. In the realm of e-commerce, studies reveal that enhancing delivery speeds ensuring that products arrive quickly and improving the usability of online platforms can play a significant role in fostering customer loyalty. Furthermore, the establishment of efficient and accessible distribution channels is vital for elevating overall customer satisfaction, making it easier for consumers to obtain the products they want when they want them.
	A comprehensive study conducted by Buil, De Chernatony, and Martínez in 2013 highlights the importance of strategically targeted promotional campaigns in enhancing brand equity and fostering customer satisfaction. The researchers found that these campaigns, tailored to specific audiences, can create a more meaningful connection between the brand and its customers. In addition, their findings emphasize the critical role of advertising within the service sector. Informative and persuasive advertising not only attracts new customers but also plays a vital role in retaining existing ones. Effective communication of a service's benefits and qualities helps build trust and reliability among customers. Moreover, various promotional strategies such as offering discounts, implementing advertising campaigns, and establishing loyalty programs were shown to significantly influence customer satisfaction levels. These strategies not only incentivize purchases but also encourage repeat business, contributing to a positive overall customer experience and improving long-term brand loyalty.
	In his 2018 thesis, Kirubel Wube Adera explored the impact of the 4Ps—Product, Price, Place, and Promotion—on customer satisfaction at the Ethiopian Trading Enterprise (ETE). The study involved a survey of 150 respondents who were selected using simple random sampling. Through correlation and linear regression analyses, the findings indicated that while all four components of the 4Ps had a significant collective impact on customer satisfaction, only the price variable showed a significant effect when considered individually. This suggests that ETE should prioritize improving its pricing strategy while also maintaining the quality of its products and the effectiveness of its distribution efforts.

2.5 Conceptual Framework of the Study
	The conceptual framework of this study is depicted as shown in Figure (2.1).


Figure 2.1 Conceptual Framework of the Study
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Source: Own Compilation Based on Previous Studies
	This framework, illustrated in Figure 2.1, shows the relationships between the marketing mix and customer satisfaction. It considers customer satisfaction as the dependent variable and four independent variables: product, price, shop location, and promotion. The framework suggests that the marketing mix directly influences customer satisfaction.




CHAPTER III
METHODOLOGY

3.1 Research Methods

	The proposed research study is designed to conduct an in-depth analysis of customer satisfaction as it relates to the marketing mix, commonly known as the 4Ps: Product, Price, Place, and Promotion. The objective of this study is to gain a deeper understanding of how these marketing components influence customer satisfaction within the fashion and accessories market in Myanmar, a growing sector characterized by increasing consumer demand and competition. The research intends to yield insights that will be instrumental for businesses, particularly White Studio’s Fancy & Accessories, in refining their marketing strategies. By enhancing the marketing mix based on the findings, companies can better meet customer needs, ultimately improving overall satisfaction levels.
This study will utilize a descriptive-analytical approach to explore the connections between independent variables (the 4Ps of marketing) and the dependent variable, which is customer satisfaction. In the descriptive phase, the research will clearly outline and identify the specific elements of the marketing mix strategy used by White Studio. This will involve gathering qualitative and quantitative data to assess how each component contributes to the overall customer experience. Following this, the analytical phase will focus on testing the research model by examining the correlation between the various components of the marketing mix and customer satisfaction. Statistical methods will be employed to analyze the data collected, allowing for a robust interpretation of the relationships involved. By the end of the study, it is expected that actionable recommendations will emerge to guide businesses in optimizing their marketing strategies to enhance customer satisfaction in Myanmar's fashion and accessories market.

3.2 Research Design

	The purpose of this study is to investigate customer satisfaction levels and how the 4Ps of the marketing mix—Product, Price, Place, and Promotion—affect this satisfaction among customers of White Studio’s Fancy & Accessories in Myanmar. To gather relevant data for this research, we will employ a convenience sampling method, which involves selecting participants who are easily accessible and willing to provide feedback. This approach will allow us to gain insights into customer perceptions and experiences with the brand, ultimately helping to identify key factors that contribute to overall satisfaction. Additionally, the findings will contribute valuable information to enhance marketing strategies and improve customer experiences at White Studio. Convenience sampling is chosen because it can be carried out conveniently as customers for the study is easily available for the researcher to participate as respondents (Farrokhi, 2012). The researcher will employ a random sampling method to ensure a representative selection of participants for the study. Specifically, two branch retail shops of White Studio's Fancy & Accessories, located in different areas of Yangon, will be chosen to gather data from customers. The selection of these branches will be based on their foot traffic and diversity of clientele to enhance the study's comprehensiveness. A total of 200 customers will be invited to participate in the survey, providing insights into their shopping experiences and preferences. This approach aims to gather a wide range of perspectives and ensure that the findings are reflective of the customer base at these retail locations.

3.3 Data Collection Method

	Gathering data is a fundamental process that involves the systematic collection and measurement of information regarding specific variables of interest. This methodical approach is essential for researchers as it enables them to formulate informed answers to their research questions, rigorously test hypotheses, and effectively evaluate outcomes. In the realm of business research, data collection encompasses the acquisition of information from a diverse array of sources, which is crucial for deriving valuable insights that aid in decision-making and adequately addressing research inquiries. 
Undertaking this process requires careful planning and the implementation of structured and objective methods to ensure that the data gathered is reliable, valid, and relevant to the research objectives. The current study specifically relies on primary data obtained through a well-designed questionnaire survey. This survey method involves the collection of information from participants through structured questionnaires or interviews, wherein respondents are prompted to evaluate a series of statements by rating them on a Likert scale that ranges from 1 to 5. This scale allows for nuanced responses, capturing the intensity of their opinions or experiences concerning the statements presented.
In conjunction with the primary data collected, the study will also leverage secondary data sourced from various platforms. These include reputable online resources, academic theses, scholarly journals, and international publications that provide comprehensive literature reviews. By integrating both primary and secondary data, the research aims to create a robust informational foundation that enhances the overall quality and depth of the analysis.

3.4 Ethical Considerations

	The study emphasized the protection of participants' personal information. Data collected were anonymized to ensure privacy, with participants' identities safeguarded throughout the research. Only aggregated data were presented in the findings to prevent exposure of individual responses.


























CHAPTER IV
ANALYSIS AND RESULTS

4.1 Description of Population and Sample

	The target population for this study includes customers who have made purchases from White Studio’s Fancy & Accessories in Yangon. This customer base is characterized by a rich diversity, encompassing various age groups, genders, and socio-economic backgrounds, which allows for a comprehensive understanding of the market. Specifically, the study will focus on individuals who have engaged with the brand within the past year. By narrowing in on this time frame, we aim to gather insights from customers whose recent experiences and interactions are likely to reflect the current quality of products and services offered. This approach will enable us to assess their levels of satisfaction and identify perceptions regarding the effectiveness of the marketing mix employed by White Studio. Valuable feedback from this group will help inform future marketing strategies and enhance customer engagement initiatives.
	The customer base is distinguished by its diversity, incorporating individuals from various demographic backgrounds. This includes different age groups, such as 21-30, 31-40, 41-50, and 51-60, as well as a range of gender identities, encompassing male, female, and non-binary individuals. Furthermore, the customer population reflects various socio-economic statuses, spanning low, middle, and high-income brackets. The primary focus of our analysis is on customers who have frequented our store on multiple occasions. Their repeated interactions provide us with essential insights into overall customer satisfaction and loyalty towards our brand. We place particular emphasis on customers residing in Yangon, as they represent a significant portion of our customer base. However, we also recognize the value added by visitors from neighboring regions and tourists, who, although less frequent, contribute to our diverse customer demographics. This broader engagement helps us better understand the varying preferences and needs of our clientele, allowing us to enhance our services and offerings accordingly.
	The sample in this study refers to a carefully selected subset of the population that is intended to provide insights into the larger group. This selection process is crucial for ensuring that the data collected is both relevant and representative. For this particular study, we aim to include a total of 200 customers who are frequent purchasers at White Studio. To optimize accessibility and maintain cost-effectiveness during data collection, we will implement various sampling methods. One approach will be random sampling, which involves selecting customers in a way that each individual has an equal chance of being chosen, thereby minimizing selection bias. Additionally, we will consider convenience sampling, where participants are selected based on their availability and willingness to participate, ensuring that we can efficiently gather data without incurring excessive costs.
Moreover, to enhance the representativeness of our sample across different customer demographics, we will utilize a stratified sampling technique. This method involves dividing the customer base into distinct segments—such as age, buying frequency, or geographic location—and then randomly selecting individuals from each segment. This ensures that all variations within the customer population are adequately represented in our study. The determination of the sample size will be guided by statistical power analysis, which helps us identify the minimum number of respondents needed to achieve reliable and valid results. Our target is to reach at least 200 respondents, as this number is statistically significant and will provide us with a solid foundation for analyzing customer behaviors and preferences within White Studio.
	Data will be collected through a carefully structured questionnaire designed to thoroughly assess customer perceptions of each component of the marketing mix: Product, Price, Place, and Promotion. This questionnaire will also evaluate overall customer satisfaction with the brand's offerings. The structure of the questionnaire will largely consist of closed-ended questions that utilize Likert scales, which range from 1 to 5. This scale will help quantify customer opinions, allowing respondents to express their level of agreement or satisfaction with various elements, such as product quality, pricing strategies, availability of products, and the effectiveness of promotional activities. In addition to the closed-ended questions, the questionnaire will include several open-ended questions. These will give respondents the opportunity to provide qualitative feedback regarding their personal experiences with the brand and any suggestions they may have for improvements. This qualitative data will be invaluable in gaining deeper insights into customer attitudes and preferences.
To encourage a high response rate and ensure diverse participation, the survey will be distributed through multiple channels. It will be available online via popular social media platforms and email campaigns, making it easily accessible to a broad audience. Furthermore, to reach customers who might prefer in-person engagement, hard copies of the questionnaire will be made available in-store. This multi-channel approach aims to maximize participation and gather comprehensive data for analysis.

4.2 Statistical Analysis and Interpretation of Results
	The demographic factors of respondents from White Studio's Fancy & Accessories include gender, age, marital status, employment status, and monthly income. Each characteristic has been analyzed in terms of both absolute values and percentages. The data collected from this survey regarding the respondents' profiles is organized in Table 4.1.

Table 4.1 Demographic Data of the Respondents
	No
	Statements
	Category
	No of Respondents
	Percent

	
	Respondents
	
	200
	100.00

	1
	Gender
	Male
	23
	11.50

	
	
	Female
	177
	88.50

	2
	Age
	Under and equal to 20
	32
	16.00

	
	
	21 - 30
	95
	47.50

	
	
	31 - 40
	38
	19.00

	
	
	41 - 50
	19
	9.50

	
	
	51 - 60
	11
	5.50

	
	
	Over 60
	5
	2.50

	3
	Marital Status
	Single
	125
	62.50

	
	
	Married
	72
	36.00

	
	
	Others(specify)
	3
	1.50

	4
	Employment Status
	Student
	30
	15.00

	
	
	Company Staff
	176
	88.00

	
	
	Self Employed
	15
	7.50

	
	
	Others(specify)
	9
	4.50

	5
	Income per month
	Less than and equal to 250,000 MMK
	30
	15.00

	
	
	250,001MMK to 500,000MMK
	58
	29.00

	
	
	500,001MMK to 750,000MMK
	95
	47.50

	
	
	750,001MMK to 1,000,000MMK
	11
	5.50

	
	
	Above 1,000,000MMK
	6
	3.00



Source: Survey Data (2024)

4.2.1 Reliability Analysis
	The reliability of the scales in the questionnaire is assessed using the Cronbach's alpha test. This study measures customer perceptions of service dimensions such as Product, Price, Place, and Promotion, along with customer satisfaction. Each factor includes a different number of items evaluated on a five-point Likert scale. The scale is considered reliable when its items demonstrate internal consistency. The Cronbach's alpha value, which ranges from 0 to 1, indicates reliability: values close to zero reflect low reliability, while values near one indicate high reliability. An alpha value of 0.7 or higher is generally accepted as reliable. The reliability test results based on Cronbach's alpha coefficient for the scale items are summarized in Table 4.2.

Table 4.2 Reliability Analysis
	Sr.No.
	Scale Items
	No. of Items
	Cronbach’s Alpha

	1
	Product
	4
	0.935

	2
	Price
	4
	0.754

	3
	Place
	4
	0.770

	4
	Promotion
	4
	0.704

	5
	Customer Satisfaction
	4
	0.679



Source: Survey Data (2024)
	According to Table 4.2, Cronbach's alpha values for all scales exceed the cut-off value of 0.7. This indicates a high level of reliability, suggesting that the scales used in this study produce highly dependable data. This section explores customer perceptions of WS's products and services. A five-point Likert scale questionnaire has been utilized to assess customer sentiment on several factors. The scale values are assigned as follows: 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, and 5 = Strongly Agree. Therefore, the mean value for each statement can range between 1 and 5. If the mean value for a particular statement exceeds 3.0, it indicates that respondents generally agree with that statement. Conversely, a mean value below 3.0 suggests greater disagreement.

4.2.2 Product
	Product is one of the elements of the marketing mix. Four questions are used to measure customer perception of the product offered by White Studios. The mean scores of the products are shown in Table 4.3.

Table 4.3 Product Dimension
	No
	Description
	Mean
	Standard Deviation

	1
	WS offers high-quality products that meet my expectations.
	4.02
	1.072

	2
	The designs of WS's accessories are unique and trendy.
	4.04
	0.953

	3
	WS provides a wide variety of accessories to choose from.
	4.26
	0.846

	4
	The packing of WS's products enhances their appeal.
	4.13
	0.963

	
	Overall mean
	3.11
	




According to the data presented in Table 4.3, the overall average mean value stands at 3.11. This finding suggests that the respondents generally have a favorable perception of the products from White Studios. The positive impression among customers is particularly noteworthy, as it indicates satisfaction with the offerings provided by the company. 
Furthermore, when examining the various product statements included in the survey, it becomes evident that customers expressed the highest level of positive sentiment toward one specific product offered by White Studios. This highlights not only the effectiveness of the product but also the overall reputation of the brand in the eyes of its consumers. The positive feedback received can serve as a valuable asset for the company as it continues to develop and market its products. 

4.2.3 Price
	The second component of the marketing mix is pricing. Customers were asked four questions to gauge their perception and opinion of the prices of WS's products.

Table 4.4 Price Dimension
	No
	Description
	Mean
	Standard Deviation

	1
	The pricing of WS's products is reasonable for the quality provided.
	4.14
	0.819

	2
	WS offers good value for money.
	4.27
	0.624

	3
	Discounts and promotions by WS are attractive and beneficial.
	4.36
	0.531

	4
	I am willing to pay a premium for WS's unique products.
	4.32
	0.556

	
	Overall mean
	4.27
	




According to the data presented in Table 4.4, the overall average mean value stands at 4.27. This finding suggests that the respondents generally have a favorable perception of the price from White Studios. The positive impression among customers is particularly noteworthy, as it indicates satisfaction with the offerings provided by the company. 



4.2.4 Place
	The third essential element of the marketing mix is place. When discussing place, we focus on four key questions: service uptime, points of sale, and the ease of setup and location. These considerations are crucial for ensuring that our services are accessible and convenient for our customers.
Table 4.5 Place Dimension
	No
	Description
	Mean
	Standard Deviation

	1
	WS's store locations are convenient to access.
	4.33
	0.722

	2
	The online shopping platform of WS is user-friendly and reliable.
	4.31
	0.758

	3
	Product availability is consistent, both online and in-store.
	4.26
	0.785

	4
	Delivery services provided by WS are timely and efficient.
	4.34
	0.661

	
	Overall mean
	4.31
	




	According to the results of the analysis, the overall mean score for the "place" factor is 4.3. This figure suggests that customers have a positive perception of WS's distribution practices. In other words, a majority of respondents seem to agree with how WS manages the distribution of its products or services. This level of agreement indicates that the company is effectively meeting customer expectations in this area, which may contribute to overall satisfaction. It may also reflect the efficiency and effectiveness of their distribution strategies, further emphasizing the importance of this factor in customer opinions.

4.2.5 Promotion
	Promotion is one element of the marketing mix. Five questions were used to gather customers' opinions.


Table 4.6 Promotion Dimension
	No
	Description
	Mean
	Standard Deviation

	1
	WS's advertisements and promotions are engaging and appealing
	4.39
	0.794

	2
	The brand communicates effectively about new products and offers.
	4.40

	0.672

	3
	WS's promotional campaigns reflect my style and preferences.
	4.33
	0.751

	4
	posts and influencer collaborations by WS enhance its appeal.
	4.39
	0.648

	
	Overall mean
	4.38
	




	According to Table 4.6, the overall mean score for promotion is 4.38, indicating a generally positive perception among customers. This suggests that customers view WS’s promotional efforts favorably. They perceive that WS’s communication strategies are effectively linked to advertisements disseminated through various media channels, including traditional outlets and digital platforms like the Internet, as well as through direct marketing initiatives. Among the different promotional methods evaluated, brand communication stands out as the most effective, receiving the highest mean value. This implies that customers resonate strongly with how WS presents its brand, reinforcing the importance of effective brand messaging in building customer awareness and loyalty. Overall, these findings highlight the significance of a well-rounded promotional strategy that leverages multiple channels to engage with customers effectively.






4.2.6 Marketing Mix Model

Table 4.7 Marketing Mix,4 P
	No
	Description
	Mean

	1
	Product
	3.11

	2
	Price
	4.27

	3
	Place
	4.31

	4
	Promotion
	4.38

	
	Overall mean
	4.02



	The data from the table indicates that the promotion factor has the highest average score, signifying that it ranks the highest in terms of customer satisfaction between the two branches. This is followed by the product factor, the price factor, and finally the place factor.

4.2.7 Customer Satisfaction
Table 4.8 Customer Satisfaction
	No
	Description
	Mean
	Standard Deviation

	1
	The quality and variety of products meet my expectations.
	4.04
	0.953

	2
	The pricing of the products is reasonable and provides good value for money.
	4.27
	0.624

	3
	The store’s location and online shopping experience are convenient and accessible.
	4.31
	0.758

	4
	The promotional activities and advertisements are engaging and informative.
	4.33
	0.751

	
	Overall mean
	4.24
	



	According to the data presented in Table 4.8, the overall mean score for customer satisfaction is 4.24, which significantly exceeds the neutral value of 3. This disparity indicates that customers not only hold a favorable perception of White Studio's services but are also genuinely satisfied with the overall quality of the customer service provided. When analyzing the specific statements regarding customer satisfaction, it becomes evident that customers expressed the strongest positive feedback to the promotions offered by White Studio. This suggests that many customers find these promotional efforts to be both simple to understand and convenient to utilize, enhancing their overall experience with the brand. Such strong responses regarding promotions highlight an important aspect of White Studio's offerings, reflecting a successful strategy in engaging customers and meeting their needs effectively. Overall, these findings underscore the positive relationship customers have with White Studio, emphasizing its strengths in customer satisfaction and service delivery.

4.2.8 Analysis on Effect of Marketing Mix on Customer Satisfaction
	This study analyzes the impact of the marketing mix on customer satisfaction using multiple linear regression analysis. A multivariate regression model is employed to examine how customer perceptions affect customer satisfaction at White Studio. The results are summarized in the following table.
In regression analysis, the correlation coefficient, R, measures the strength of the relationship between the dependent variable and the independent variables in the regression equation. This coefficient always falls between -1 and 1, inclusive. The regression coefficient represents the slope of the regression line. The regression formula can be expressed as Y = a + bi Xi, where bi denotes the regression coefficients, indicating the rate of change of the dependent variable 'Y' in response to changes in the independent variable 'Xi'.
	The results of the regression test are presented in Table 4.9. The correlation coefficient or coefficient of determination, R-value, signifies the correlation between independent variables (average values of customer perception) and dependent variables (average values of customer satisfaction). The R Square value is 0.735 and the Adjusted R square value is 0.731. The Adjusted R Square value indicates the proportional variance in the dependent variable (average customer satisfaction value) predicted by 4 perception values (independent variables). In this case, it can be interpreted that changes in independent variables cause 73.1% of the variation in customer satisfaction; average values of 4 perceptions on White Studio.
The regression model can be written as:
Y = a + b1 X1 + b2X2 + bзX3 + b4X4
Where, Y is for average value of customer satisfaction, dependent variable of
regression model, a is the regression constant of the equation, Xi is for Average value of Product, X2 is for Average value of Price, X3 is for Average value of Place, X4 is for Average value of Promotion, which are independent variables or predictors, b1 is the regression coefficient for Product, b2: is the regression coefficient for Price, b3 is the regression coefficient for Place, be is the regression coefficient for Promotion.
According to Table 4.11, product, price, place and promotion have significant positive relationship with customer satisfaction because their significance values are less than 0.05. Since b1 is (0.063), b2 is (0.238), b3 is (0.094), b4 is (0.257), which are regression coefficients of the model and the regression equation is:
Y = 0.063 X1 + 0.238X2 + 0.094X4 + 0.257X5
	Reliability has the greatest impact on customer satisfaction, as evidenced by its standardized coefficient of 0.319. This highlights a strong positive relationship between reliability and customer satisfaction. Therefore, White Studio should prioritize consistently delivering services as promised to ensure trust and satisfaction among its customers.













Table 4.9 Effect of Marketing Mix on Customer Satisfaction
	Independent Variables
	Unstandardized Coefficients
	
	Standardized Coefficients
	
	
	Collinearity Statistics
	

	
	B
	Std. Error
	Beta
	t
	Sig.
	Tolerance
	VIF

	(Constant)
	0.189
	0.132
	
	1.610
	0.108
	
	

	Product
	0.063**
	0.025
	0.077
	2.607
	0.010
	0.800
	1.250

	Price
	0.238***
	0.027
	0.319
	8.665
	0.000
	0.523
	1.911

	Place
	0.094***
	0.032
	0.101
	2.977
	0.003
	0.619
	1.615

	Promotion
	0.257***
	0.030
	0.301
	8.482
	0.000
	0.562
	1.779

	R square
	0.735
	
	
	
	
	
	

	Adjusted R square
	0.731
	
	
	
	
	
	

	F-Value
	148.623***
	
	
	
	
	
	

	Durbin- Watson
	1.873
	
	
	
	
	
	


Source: Survey Data (2024)
**,***: Statistical Significance at 5% level and 1% level.
The regression coefficient for the product is 0.063, which is significant at the 5% level. This indicates that customer satisfaction increases by 0.063 units for every one-unit increase in the product. Similarly, the regression coefficient for price is 0.238, significant at the 1% level, meaning customer satisfaction increases by 0.238 units for every one-unit increase in price. The regression coefficient for place is 0.094, also significant at the 1% level, showing that customer satisfaction rises by 0.094 units for every one-unit increase in place. Furthermore, the regression coefficient for promotion is 0.257, significant at the 1% level, implying that customer satisfaction increases by 0.257 units for every one-unit increase in promotion.
Additionally, the Durbin-Watson value of 1.874 falls within the acceptable range of 1.54 to 2.46, indicating no autocorrelation. All tolerance values exceed 0.1, and all VIF values are below 10, confirming the absence of multicollinearity among the independent variables.

























	CHAPTER V
CONCLUSION

5.1 Findings and Discussions
	The primary objective of this study is to conduct a comprehensive analysis of the factors that influence customer satisfaction at White Studio's Fancy & Accessories Retail Shop in Myanmar. To achieve this objective, the study evaluates several key variables, including product quality, pricing strategies, shop location (place), promotional activities, overall customer satisfaction, and customer loyalty. The research findings reveal that product quality stands out as having the most substantial impact on customer satisfaction levels. High-quality products not only enhance the perception of value among customers but also cultivate a deeper sense of brand loyalty and satisfaction. Furthermore, the study highlights the importance of pricing strategies in shaping customer satisfaction. When customers perceive the price of a product to be fair and aligned with its quality, their overall satisfaction increases significantly. This is particularly relevant in the context of fancy accessories, where consumers often expect a balance between quality and price.
The study also considers the role of the shop's location in influencing customer satisfaction. Given that the primary target demographic comprises female customers, the physical accessibility of the retail shop may play a moderate role in attracting these customers. However, it is essential to note that the availability of products through both physical storefronts and online platforms allows for greater flexibility and convenience, which can mitigate concerns related to location. In addition to product quality and pricing, promotional efforts play a crucial role in enhancing customer satisfaction. Effective advertising campaigns that highlight new product launches and special promotions can create excitement and drive customer engagement. By tailoring these promotional efforts to meet the specific preferences and needs of their customers, White Studio can further boost customer satisfaction levels. Overall, the results of this study confirm that White Studio has successfully integrated various elements of the marketing mix including product, price, place, and promotion to foster a high level of customer satisfaction and loyalty. This strategic approach not only enhances the brand’s reputation but also positions the company for sustained success in the competitive retail landscape of Myanmar.
5.2 Suggestions and Recommendations
	Based on the research findings and theoretical background presented in Chapter 2, the following recommendations aim to enhance customer satisfaction through effective marketing mix strategies. 
White Studio should focus on optimizing its service processes to effectively reduce waiting times, thereby enhancing the overall customer experience. This can be achieved by analyzing current workflows and identifying areas for improvement, which will create a more efficient and customer-friendly environment. To ensure seamless interactions for clients, it is crucial to establish clear communication channels and feedback mechanisms that allow customers to express their needs and concerns. Additionally, implementing regular training programs for staff is vital. These programs should aim to enhance employees' interpersonal skills, professionalism, and problem-solving abilities. Offering workshops and role-playing scenarios can equip staff with the tools they need to handle various customer interactions effectively, as the "People" factor plays a significant role in influencing customer satisfaction and loyalty.
White Studio should explore the development of more creative and targeted marketing campaigns to boost customer engagement. This could include social media strategies, collaborations with local influencers, and the use of personalized promotions or exclusive offers. By raising awareness of its services through innovative marketing efforts, White Studio can attract new clients while maintaining strong relationships with existing ones, ultimately contributing to the studio's growth and success.
	To improve White Studio's digital presence, it is essential to prioritize several key strategies. First, invest in online promotions through targeted advertising on social media platforms and search engines to reach potential clients more effectively. Additionally, focus on creating engaging and compelling content that resonates with the audience, such as behind-the-scenes videos, client testimonials, and informative blog posts that showcase the studio’s expertise and creativity. It is crucial to develop user-friendly platforms, such as an intuitive website and mobile applications, that enhance the user experience. This will facilitate easier navigation and provide potential clients with seamless access to White Studio’s services. Ensuring that the website is optimized for search engines will also boost visibility and attract a wider audience.
To create a more effective marketing strategy, White Studio should conduct a thorough analysis comparing customer perceptions of each element of the marketing mix, product, price, place, and promotion with the importance that customers place on these factors. This will help identify areas for improvement and highlight which elements resonate most strongly with the target audience. Consider diversifying service offerings to appeal to a broader demographic. This could involve providing additional creative services, such as graphic design or animation, as well as expanding media production capabilities, such as video editing and social media content creation. Collaborating with international firms can also be a strategic move to increase exposure, gain new clients, and broaden White Studio’s market reach. By implementing these strategies, White Studio can effectively enhance its brand presence and attract a more extensive client base.

5.3 Suggestions for Further Research
	This research provides a comprehensive analysis of the marketing mix and customer satisfaction at White Studio, utilizing data collected from 200 customers. The investigation focuses on key aspects such as product offerings, pricing strategies, promotional efforts, and distribution channels employed by the business. Given the limitations of time and resources inherent in this study, it is advisable for future research to expand its scope by examining a wider array of local and international businesses within the retail and fashion sectors. By adopting this broader perspective, subsequent studies could yield a more nuanced understanding of the competitive landscape and consumer preferences within the industry in Myanmar.
Additionally, future investigations must take into account other pivotal factors that influence consumer experience and loyalty. These factors may include service quality, which encompasses elements such as staff professionalism and responsiveness, as well as consumer behavior patterns that dictate purchasing decisions. Furthermore, effective customer relationship management strategies are vital for fostering customer loyalty and enhancing overall satisfaction. 
Finally, assessing business performance metrics within the fashion and retail sectors would provide invaluable insights into market dynamics. By understanding how various businesses perform against industry benchmarks, researchers can identify overarching trends and challenges, ultimately contributing to a more robust understanding of the operational environment for retailers in Myanmar.
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APPENDIX 
SWISS SCHOOL OF BUSINESS RESEARCH
BBA PROGRAMME

Questionnaire for Customer Satisfaction on Product and Service of White Studio’s Fancy & Accessories.

This survey is conducted as part of the requirements for a Bachelor of Business Administration (BBA) degree. Its purpose is to investigate customer satisfaction regarding the products and customer service of WS. Please note that this survey is solely for the BBA thesis paper and is not related to any other business purposes. We kindly ask you to answer the following questions. Thank you for your valuable time.

Part 1: Demographic 

1. Gender 
· Male
· Female

2. Age
· Under and equal to 20
· 21-30
· 31-40
· 41-50
· 51-60
· over 60

3. Marital status
· Single
· Married 
· others(specify)
4. Employment status
· student
· Company Staff
· Self-employed
· Others(specify)
5. Income per month
· less than and equal to 250,000MMK
· 250,001 to 500,000MMK
· 500,001 to 750,000MMK
· 750,001 to 1,000,000MMK
· Above 1,000,000MMK

Part 2. Customers’ Perception of WS’s Product and Service

Rank the following statements for your perception of WS's product & service. (1=Strongly Disagree, 2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree)

	
	
	1
	2
	3
	4
	5

	
	Product
	
	
	
	
	

	1
	WS offers high-quality products that meet my expectations.
	
	
	
	
	

	2
	The designs of WS's accessories are unique and trendy.
	
	
	
	
	

	3
	WS provides a wide variety of accessories to choose from.
	
	
	
	
	

	4
	The packing of WS's products enhances their appeal.
	
	
	
	
	




	
	
	1
	2
	3
	4
	5

	
	Price
	
	
	
	
	

	1
	The pricing of WS's products is reasonable for the quality provided.
	
	
	
	
	

	2
	WS offers good value for money.
	
	
	
	
	

	3
	Discounts and promotions by WS are attractive and beneficial.
	
	
	
	
	

	4
	I am willing to pay a premium for WS's unique products.
	
	
	
	
	



	
	
	1
	2
	3
	4
	5

	
	Place
	
	
	
	
	

	1
	WS's store locations are convenient to access.
	
	
	
	
	

	2
	The online shopping platform of WS is user-friendly and reliable.
	
	
	
	
	

	3
	Product availability is consistent, both online and in-store.
	
	
	
	
	

	4
	Delivery services provided by WS are timely and efficient.
	
	
	
	
	




	
	
	1
	2
	3
	4
	5

	
	Promotion
	
	
	
	
	

	1
	WS's advertisements and promotions are engaging and appealing
	
	
	
	
	

	2
	The brand communicates effectively about new products and offers.
	
	
	
	
	

	3
	WS's promotional campaigns reflect my style and preferences.
	
	
	
	
	

	4
	posts and influencer collaborations by WS enhance its appeal.
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Part 3. Customer Satisfaction of WS’s Product and Service
Rank the following statements for your perception of WS's product & service. (1=Strongly Disagree, 2=Disagree, 3=Neutral, 4=Agree, 5=Strongly Agree)

	
	
	1
	2
	3
	4
	5

	
	Customer Satisfaction
	
	
	
	
	

	1
	The quality and variety of products meet my expectations.
	
	
	
	
	

	2
	The pricing of the products is reasonable and provides good value for money.
	
	
	
	
	

	3
	The store’s location and online shopping experience are convenient and accessible.
	
	
	
	
	

	4
	The promotional activities and advertisements are engaging and informative.
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