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ABSTRACT

This study examines satisfaction toward digital marketing practices among small and medium-sized enterprises (SMEs) in Thanlyin Township, Myanmar. As digital transformation accelerates nationwide, SMEs increasingly rely on online platforms particularly Facebook, Instagram, TikTok, and websites to reach and engage customers. The purpose of this research is to identify the key factors satisfaction and to assess how effectively SMEs utilize digital marketing channels within a semi-urban Myanmar context.

The study employed a quantitative research design using structured questionnaires distributed to 10 SMEs operating across various industries including food and beverage, beauty services, retail, logistics, pharmacy and education. Five major dimensions of digital marketing performance were measured: responsiveness, content quality, trust, perceived value, and overall satisfaction. Satisfaction of digital marketing for SMEs data were used to analyze trends, relationships, and impacts through descriptive statistics, correlation analysis. 

The findings reveal that overall satisfaction with digital marketing for SMEs in Thanlyin is moderately high with an average score of 4.05. Responsiveness emerged as the strongest predictor of satisfaction, displaying a highly positive correlation and contributing significantly to customer perception and engagement. Content quality and trust also demonstrated strong relationships with satisfaction, suggesting that informative, authentic, and visually engaging content plays a critical role in shaping digital experiences. Facebook was identified as the dominant digital platform due to its accessibility, affordability, and widespread user base in Myanmar.
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1.1 Background of the Study

Digital marketing has changed communication between businesses and customers in today's interconnected world. Digital marketing has revolutionized the marketing communication of businesses in today's globally interconnected market. Compared to traditional marketing methods like TV, radio, and print advertising, digital marketing uses online platforms such as social media, search engines, websites, email, and mobile apps to deliver the message and interact with their consumers more efficiently. Social media, search engines, websites, email, and mobile applications are online platforms through which digital marketing can promote a product or service and communicate with the target audience more effectively as opposed to traditional marketing methods like television, radio, and print advertising. Digital marketing offers excellent cost-effective opportunities for small and medium-sized enterprises (SMEs) which usually have limited financial and human resources and are frequently undercapitalized. Through digital marketing, SMEs can promote their brands, attract customers, and even establish customer loyalty.

In the contemporary business environment, the ability to adopt digital tools has become vital for organizations of all sizes. Due to rapid technological advancements, consumer behavior has shifted significantly, with people increasingly relying on online platforms for product research, purchasing decisions, and brand interaction. This development has created both opportunities and challenges for businesses. On one hand, digital marketing enables organizations to reach a wider audience, personalize communication, and measure marketing performance with greater accuracy. On the other hand, it requires new skills, continuous learning, and strategic adaptation to stay competitive in the ever-evolving digital environment. For many SMEs, especially in developing countries, transitioning from traditional to digital marketing practices is an essential step toward business sustainability.

As a new economy in Southeast Asia, Myanmar has had a remarkable trend of internet penetration and mobile connectivity. The top sources for the internet are unbelievable, but data and people have spoken. Data Reportal's Digital 2024 Myanmar Report said that more than 73% of the population in Myanmar had access to the internet. Moreover, social media platforms like Facebook, TikTok, Instagram, and YouTube are playing a vital role in people's online pursuits. There are substantial opportunities for SMEs to integrate digital marketing into their business strategies as a means of increasing their competitive advantage due to this change in trend, particularly in cities and towns.

In Myanmar’s economic landscape, the rise of mobile technology has been one of the most transformative developments in the last decade. Affordable smartphones, cheap data packs, and the influence of social media trends have reshaped how individuals access information and interact with businesses. As a result, many SMEs across the country are increasingly exploring digital channels to advertise products, communicate with customers, and maintain brand presence. Because traditional advertising such as billboards, newspapers, and flyers often requires higher investment, digital channels have become a more viable and measurable option. Furthermore, digital platforms allow businesses to track engagement, respond to customers instantly, and adjust their marketing strategies in real-time advantages that are especially important for businesses operating with limited budgets.

Thanlyin Township, which is situated beyond the Yangon River and linked to Yangon by the Thanlyin Bridge, is one of the fastest growing townships that makes an important contribution to the economic and industrial activities of the Yangon Region. The Thilawa Special Economic Zone (SEZ), the main center of trade, logistics, and industrial facilitation in Myanmar is in Thanlyin. Besides that, Thanlyin is a place where a variety of small and medium-sized enterprises work in different sectors such as food and beverage, retail, beauty and wellness, education, and even logistics. A lot of these businesses have stepped online with digital marketing to not only the people living nearby but also those coming from other areas.

The growing economic activities in Thanlyin have led to increasing competition among SMEs, making digital presence more crucial than ever. Many customers in urban and semi-urban areas now rely on digital recommendations, online reviews, and social media advertisements before making purchase decisions. Therefore, SMEs in Thanlyin are gradually recognizing the importance of maintaining active social media pages, running targeted advertisements, and engaging potential customers through digital content. Additionally, the township’s proximity to Yangon boosts market accessibility, allowing local SMEs to target not only residents of Thanlyin but also consumers from across the Yangon Region. With the rise of online marketplaces and delivery services, SMEs have even greater opportunities to expand their reach beyond geographical limitations.

Nonetheless, social capital-based SMEs in Thanlyin have been putting more emphasis on digital marketing. Still, how these digital marketing activities can be further leveraged to achieve satisfaction remains rather enigmatic. Satisfaction in digital marketing is impacted by the availability of information, the interactive nature of online platforms, the individualized content, the consumer's perception of trust, and the total value the customer receives.

SME owners’satisfaction with digital marketing is a critical factor in determining whether they will continue using digital tools in the long run. If business owners perceive that digital marketing brings benefits such as increased customer engagement, sales growth, or enhanced brand visibility, they are more likely to invest further in digital strategies. However, if they face challenges such as insufficient digital skills, difficulty in content creation, or poor understanding of advertising metrics their satisfaction may decrease, resulting in limited adoption. Therefore, studying satisfaction levels not only helps identify current challenges but also provides insights into how SMEs can better utilize digital platforms for sustainable growth.

Since small and medium enterprises in Thanlyin usually face problems with a small budget, digital skills, and access to advanced technologies, it is crucial to find out in what manner their digital marketing strategies make their customers happy. Thus, this study aims to determine the correlation between digital marketing activities and SMEs Owners’ satisfaction in Thanlyin Township.

Overall, understanding the relationship between digital marketing adoption and SME satisfaction is essential for developing supportive policies, training programs, and resource allocation that can empower local businesses. In a rapidly digitalizing economy like Myanmar’s, strengthening SMEs’ digital capabilities will not only enhance their competitiveness but also contribute to the broader regional economic development. This study therefore seeks to fill a significant research gap by examining how digital marketing practices influence SME owner satisfaction within the unique socio-economic context of Thanlyin Township.

1.2 Problem Statement

Even if Small and Medium-sized Enterprises (SMEs) in Thanlyin Township are tirelessly embracing digital marketing strategies, there is still a disconnect in their comprehension of the effect that such efforts have on satisfaction level of digital marketing. Several SMEs are using social media pages, Facebook ads, or just simple websites for business promotion; however, they are still facing some problems: limited expertise in digital marketing tools and strategies, difficulty in measuring the impact of online promotions on satisfaction, inconsistent service quality and responsiveness on digital platforms, budget limitations compared to larger enterprises in Yangon and beyond.

SMEs' expectations are increasing due to the fact that they are becoming more and more digitally connected and used to quick, easy and attractive online interactions. If small and medium-sized enterprises cannot react rapidly, give the correct information, or provide the agreed quality of service, then their customers will be unhappy. Small and medium-sized enterprises (SMEs) in Thanlyin face the danger of using resources inappropriately or not enhancing their online presence if they do not have trustworthy information about satisfaction. Consequently, this study is the solution to the problem of lacking empirical evidence that investigates satisfaction in the digital marketing of SMEs in Thanlyin Township.


1.3 Research Objectives

This research work is steered by objectives: 
(1) To assess the present digital marketing channel that have been implemented by the SMEs in Thanlyin Township. 
(2) To identify the degree of satisfaction with the SMEs' digital marketing efforts of SMEs in Thanlyin Township. 
(3) To analyse the influencing factors of satisfaction in digital marketing practices of SMEs in Thanlyin Township.

1.4 Research Questions

What digital marketing channels are most commonly utilized by small and medium-sized enterprises (SMEs) in Thanlyin Township?

What is the level of satisfaction among SMEs regarding the digital marketing activities in Thanlyin Township?

What key factors significantly influence the satisfaction with the digital marketing practices of SMEs in Thanlyin Township?

1.5 Significance of the Study
This research matter is of great importance to a wide range of people:
Small and Medium Enterprises in Thanlyin: Through this, Digital Marketing Agency get to know the real things about perception of their online marketing initiatives which is helpful in adjusting the business strategies for better satisfaction of SMEs who use digital platforms.

For SMEs: It emphasizes what of SMEs through their expectations and experiences to follow the online practices that best cater to customer needs.

For Academics and Researchers: It becomes a seed which gently breaks the ground for a small but significant body of research on satisfaction of digital marketing in Myanmar, especially focusing on the township level.

Policymakers and Business Support Organizations: The report delivers evidence-based insights that can be a valuable source of information for programs aimed at SME growth, as well as for providing training and support in the area of digital transformation.

1.6 Scope and Limitations
Location is Thanlyin Township, Yangon Region, Myanmar. My target is small and medium enterprises (SMEs) engaged in various industries (retail, food and beverage, services, logistics, etc.). Methodology: Survey questionnaires that were handed out to 10 SMEs in Thanlyin Township. Channels: Utilization of the full range of digital marketing platforms such as social media, SEO, email marketing, websites, and paid online advertisements. Limited 10 SMEs may not be able to represent all SMEs in Thanlyin Township. The results are only applicable to Thanlyin and cannot be used for other townships in Yangon or further areas.

1.7 Structure of Thesis

This thesis is structured into six chapters:

Chapter 1: Introduction – Gives the background, problem statement, objectives, research questions, and significance of the study.
Chapter 2: Literature Review – Examines scholarly articles on satisfaction ofdigital marketing, and SMEs and creates a theoretical framework.
Chapter 3: Research Methodology – Details the research design, data collection, and analysis methods.
Chapter 4: Data Presentation and Analysis – Contains the survey results of SMEs in Thanlyin and explains the findings.
Chapter 5: Discussion – Matches the findings with the literature that are already present and discusses the main points.
Chapter 6: Conclusion and Recommendations – Recaps the research, offers some useful recommendations, and gives ideas for the next research.
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2.1 Introduction

This chapter is mainly aimed at reviewing relevant academic literature concerning digital marketing, satisfaction of digital marketing, as well as the role of SMEs. Through the use of worldwide and local research, theories, and reports of the industry, this chapter lays down the concept basis of the study. The literature review concentrates on three significant segments: satisfaction theories and models, digital marketing and its tools, and the role of SMEs in the developing countries like Myanmar. Besides, the chapter recognizes the discrepancies in the scholarly works which the present study intends to resolve.

2.2 Concept of Satisfaction

Satisfaction is one of the core concepts in market research and implementation. It is typically referred to as a user’s post-purchase assessment of a product or service, which is their expectation versus actual experience (Kotler & Keller, 2016). In marketing and consumer behavior studies, satisfaction is widely recognized as a foundational element that determines the strength of the relationship between businesses and their customers. A satisfied customer is more likely to maintain long-term engagement with a brand, whereas dissatisfaction may lead to complaints, negative word‐of‐mouth, and switching to competing brands. Because of this, satisfaction has become a central indicator for assessing the success of marketing strategies and understanding consumer reactions.

The Expectancy-Disconfirmation Theory: Oliver (1980) initially came up with the model that defines satisfaction as the result of an agreement between the expected and the perceived performance or even when the latter is higher. When the performance is lower, dissatisfaction is experienced. Currently, this is still one of the most popular models for defining satisfaction. This theory has been used for several decades in various fields such as retailing, hospitality, digital services, and online platforms because it provides a clear explanation of why consumers feel satisfied or dissatisfied. According to the theory, if the product or service performs as customers expect, confirmation occurs. If performance falls short of expectations, negative disconfirmation happens, resulting in dissatisfaction. Conversely, if performance exceeds expectations, positive disconfirmation occurs, leading to delight or high levels of satisfaction. This model continues to remain relevant in the digital era, as online experiences are also judged based on expectations and the actual performance of a website, platform, or service.

Satisfaction as a Competitive Advantage: High levels of satisfaction are associated with repeat purchases, positive word-of-mouth, and customer loyalty. For small and medium-sized enterprises, this can be a direct consequence of their continued existence and growth over time. SMEs often rely on stable and loyal customer bases because they typically lack the financial resources to invest heavily in advertising campaigns like larger corporations. Therefore, satisfying customers becomes one of the most efficient ways to sustain business performance. Research shows that satisfied customers are more willing to pay higher prices, forgive occasional service failures, and recommend the brand to others behavior that significantly contributes to business continuity. For SMEs operating in competitive markets, satisfaction is not just a desirable outcome; it is a crucial differentiator that helps them stand out.

In recent years, satisfaction has also become an important metric for measuring the effectiveness of digital marketing strategies. Indicators such as click-through rates, social media engagement, online reviews, and customer feedback help businesses understand how their digital content is perceived. Positive interactions often signal customer satisfaction, while low engagement or negative comments may indicate dissatisfaction. In this sense, satisfaction plays a vital role in shaping online reputation, which is extremely important in digital marketplaces. Consumers who are satisfied are more likely to leave positive reviews, enhancing credibility and attracting new customers.

Satisfaction in Digital Contexts: When digital marketing is involved, satisfaction becomes an endeavor which goes beyond just the product use and includes such experiences as the ease of using the website, the customer being a recipient of the brand's social media activities, quality of digital content, and trust in online interactions (Parasuraman, Zeithaml, & Malhotra, 2005). The digital environment introduces additional layers to the satisfaction process, as consumers are now interacting with brands through screens rather than physical touchpoints. This means that website interface design, loading speed, navigation simplicity, and mobile friendliness significantly influence satisfaction. If users encounter slow loading times or confusing layouts, their satisfaction level may drop even before purchasing the product.

Another important factor is the quality of communication on digital platforms. Social media posts, online customer service, and personalized recommendations all contribute to forming perceptions of satisfaction. For example, brands that respond quickly to customer inquiries on platforms like Facebook or Instagram often receive higher satisfaction ratings. Meanwhile, the use of high-quality images, informative product descriptions, and engaging storytelling enhances user perception and increases the likelihood of satisfaction.

Trust also plays a major role in digital satisfaction. Because customers cannot physically inspect online products, they rely on reviews, ratings, and transparent communication from businesses. SMEs that provide clear information about product features, pricing, delivery, and privacy policies tend to generate higher levels of digital trust. The more trustworthy an online platform appears, the more satisfied customers become with their overall digital experience.

Therefore, satisfaction for SMEs in digital environments is therefore a multi-dimensional concept, depending on factors such as speed, convenience, personalization, and communication quality. Beyond these factors, emotional components also play a role. Customers often develop emotional connections with brands that maintain a consistent digital presence, share relatable content, and build online communities. Furthermore, the rise of artificial intelligence and data analytics has made it possible for companies to personalize digital experiences, leading to higher satisfaction through tailored recommendations, customized messages, and adaptive services.

Moreover, digital satisfaction is closely linked to customer retention and long-term business sustainability. When customers are satisfied with digital interactions, they are more likely to revisit the online platform, make repeat purchases, and recommend the business to others. This contributes to the long-term growth and competitiveness of SMEs, particularly in emerging markets where digital adoption is rapidly increasing, such as Myanmar.



2.3 Theories Related to Digital Marketing and Satisfaction

The Technology Acceptance Model (TAM), first introduced by Davis (1989), has long been regarded as one of the most influential theoretical frameworks for understanding individuals’ adoption and use of digital technologies. According to TAM, two primary determinants perceived usefulness (PU) and perceived ease of use (PEOU) shape a user’s intention to adopt technological tools. Perceived usefulness refers to the extent to which a user believes that using a certain system or technology will enhance their performance or bring valuable benefits. Perceived ease of use, on the other hand, reflects the degree to which an individual expects the system to be free of effort or difficulty. When these two components are applied to the context of small and medium-sized enterprises (SMEs), especially those operating in increasingly digital markets, the implications become especially significant. SME clients tend to be more satisfied or delighted when the firms’ online platforms offer meaningful benefits, such as convenience, speed, or improved decision-making capabilities, and when these platforms are intuitive, user-friendly, and easily navigable. For SMEs, therefore, adopting systems that minimize complexity and maximize perceived value is crucial, as customer delight often translates into higher engagement, loyalty, and positive word-of-mouth marketing. In digital environments where customers frequently compare online experiences, TAM suggests that SMEs must continually refine their digital interfaces and service delivery processes to maintain competitiveness.

Complementing TAM, the SERVQUAL model developed by Parasuraman et al. (1988) provides another foundational framework for evaluating service quality, particularly from the customer’s perspective. SERVQUAL introduced five key dimension’s reliability, assurance, tangibles, empathy, and responsiveness that collectively determine the perceived quality of a service. When examining SMEs in digital markets, not all five dimensions necessarily carry equal weight; nonetheless, three dimensions become especially crucial: responsiveness, reliability, and assurance. Responsiveness in an online setting often translates into prompt replies to inquiries on social media, email, or web-based chat systems. A quick response time signals to customers that the business is attentive and values their time. Reliability involves the accuracy and dependability of information shared on digital platforms. Customers are more likely to trust and continue engaging with SMEs whose online content such as product descriptions, pricing, availability, or delivery timelines is consistently correct. Assurance relates to customers’ confidence in the security and trustworthiness of online interactions. This includes secure payment gateways, transparent data-handling practices, and professional communication. In essence, these three SERVQUAL attributes strongly influence how customers judge digital service experiences and consequently how SMEs can cultivate delight by meeting or exceeding online expectations. SMEs that invest in digital customer service training, integrate secure technologies, and maintain reliable information are more likely to foster trust and build stronger customer relationships.

As digital transactions and interactions have become the norm, the E-SERVQUAL framework emerged as an extension of SERVQUAL to better reflect the dynamics of electronic service delivery. The ESP-10 model, a further elaboration of SERVQUAL specifically adapted for digital contexts, incorporates both the functional elements of traditional service evaluation and new dimensions relevant to e-commerce and online interactions. The E-SERVQUAL model typically includes five major dimensions: efficiency, system availability, fulfillment, privacy, and contact. Efficiency refers to the ease and speed with which users can accomplish tasks on a website or platform, such as browsing products or completing a transaction. System availability concerns the technical reliability of digital interfaces websites should remain accessible and functional without errors or frequent downtime. Fulfillment relates to the accuracy and completeness of service promises, including product delivery, order accuracy, and adherence to stated timelines. Privacy addresses customers’ concerns regarding data protection, confidentiality, and the safeguarding of personal or financial information. Finally, contact refers to the ease with which customers can reach real human support when automated systems are insufficient. For SMEs engaged in networked operations or e-business models, these attributes are not optional; they are essential markers of digital reliability. SMEs that prioritize efficiency, maintain strong backend systems, adhere to ethical data practices, and offer accessible support channels are more likely to achieve customer trust and satisfaction.

Another vital theoretical perspective relevant to SMEs operating in digital markets is Customer Relationship Management (CRM). CRM theory focuses on how firms acquire, develop, and maintain relationships with customers, with the ultimate goal of increasing customer loyalty and lifetime value. Traditional CRM strategies involved face-to-face interactions, physical records, and personal rapport. However, in contemporary digital landscapes, CRM has evolved to integrate sophisticated digital tools such as chatbots, customer databases, email automation, data analytics, and particularly social media platforms. SMEs now use digital marketing instruments and online communication channels as the primary means for carrying out CRM activities. Social media, for instance, allows small businesses to engage with customers in real time, address concerns, share updates, and build a sense of community around their brand. Data gathered from digital touchpoints further enables SMEs to segment their audiences, personalize communication, and anticipate customer needs. Effective CRM systems also help SMEs track customer behavior throughout the entire digital journey from discovery to purchase to after-sales engagement allowing them to refine offerings, improve service delivery, and strengthen customer loyalty. In a digital environment where customer expectations evolve rapidly and competitive pressures are high, CRM serves as a strategic asset that enables SMEs to maintain sustained relationships and differentiate themselves from rivals.

Bringing these theoretical frameworks together TAM, SERVQUAL, E-SERVQUAL and CRM it becomes evident that SMEs must adopt a holistic approach when managing digital service delivery and customer engagement. Digital platforms are not merely operational tools; they shape customers’ perceptions, influence trust and ultimately determine whether customers feel delighted or disappointed. To succeed, SMEs must align technological ease of use with high-quality service attributes, ensure consistent system performance and invest in relationship-driven digital strategies. As customers increasingly rely on digital interactions, SMEs that integrate these theoretical principles into their operational and marketing practices will likely achieve greater satisfaction, loyalty and long-term growth.

2.4 Digital Marketing: Definition and Importance

Digital marketing is essentially the execution of marketing campaigns through the use of internet arenas and digital gadgets with the aim of attracting and retaining consumers (Chaffey & Ellis-Chadwick, 2019). It represents a shift from traditional methods of advertising such as newspapers, radio, and print materials to online platforms that allow businesses to communicate with audiences in real time. In today’s competitive environment, digital marketing has become indispensable for small and medium enterprises (SMEs), as it provides a range of tools and channels that help enhance visibility, strengthen customer engagement, and ultimately support business growth. Because consumers now spend a significant portion of their time on digital devices, SMEs that strategically leverage digital channels are better able to position themselves where their customers already are. Thus, digital marketing serves as an umbrella term for numerous instruments and methods that enable businesses to effectively reach and influence their target audiences.

One of the most widely used digital marketing instruments is social media marketing. Platforms such as Facebook, Instagram, TikTok, YouTube, and LinkedIn allow SMEs to showcase their brand personality, interact directly with customers, and create cost-effective promotional campaigns. Unlike traditional advertising, which requires substantial financial investment, social media offers SMEs the opportunity to reach large audiences for minimal cost or even for free, depending on the strategy employed. Through engaging posts, short videos, live streams, and interactive features such as polls or stories, SMEs can cultivate a loyal follower base and encourage two-way communication. Social media also provides valuable analytics that help businesses understand customer behavior, preferences, and trends, enabling them to tailor their messages with greater precision. For SMEs with limited marketing budgets, social media marketing is especially advantageous because it levels the playing field, allowing smaller businesses to compete with larger corporations in terms of reach and engagement.

Another crucial component of digital marketing is Search Engine Optimization (SEO). SEO refers to the set of techniques used to enhance a website’s visibility on search engines like Google, Bing, or Yahoo. By optimizing elements such as keywords, website structure, loading speed, and content quality, SMEs can increase their chances of appearing at the top of search results. Higher rankings lead to more organic traffic visits that do not require paid advertising and therefore lower marketing costs over time. For SMEs, SEO is a long-term strategy that can significantly improve online presence, credibility, and customer trust. When a business consistently appears in search results, customers are more likely to perceive it as reliable and authoritative. Moreover, SEO helps attract customers who are actively searching for specific products or services, increasing the likelihood of conversion. In this sense, SEO serves as a powerful engine for generating sustainable and cost-efficient growth.

Content Marketing is another essential pillar of digital marketing, focusing on the creation and distribution of valuable, relevant, and consistent content to attract and retain a defined audience. This may include blog posts, videos, podcasts, infographics, e-books, or social media content. The goal is not merely to promote a product but to provide meaningful information that addresses customer needs, interests, or challenges. For SMEs, content marketing helps build trust, position the business as an industry expert, and nurture long-term relationships with customers. High-quality content can also support SEO efforts, as search engines reward websites that consistently publish useful and well-structured information. Additionally, content can be repurposed across multiple platforms, maximizing its reach and cost-effectiveness. In the digital age, customers appreciate brands that offer educational or entertaining content rather than purely promotional messages, making content marketing a crucial strategy for engagement and retention.

Email Marketing remains one of the most effective digital marketing tools due to its ability to deliver personalized messages directly to targeted groups of customers. Businesses can send customized newsletters, promotional offers, product updates, or event invitations to subscribers who have expressed interest in the brand. Email marketing allows SMEs to segment their audiences based on demographics, behavior, or purchase history, ensuring that each customer receives content that is relevant to their needs. This targeted approach increases the chances of conversion, fosters customer loyalty, and encourages repeat purchases. Email campaigns are also relatively inexpensive and easy to track, enabling SMEs to measure open rates, click-through rates, and conversion rates. These insights allow businesses to refine their strategies and better understand what types of messages resonate with different customer segments.

Lastly, Online Advertising represents the paid side of digital marketing, encompassing platforms such as Google Ads, Facebook Ads, Instagram Ads, YouTube Ads, and display advertising networks. Paid advertising enables SMEs to reach highly specific audiences based on factors such as age, location, interests, and online behavior. This level of targeting is far more sophisticated than traditional advertising and ensures that marketing budgets are used efficiently. Online ads can drive immediate traffic, generate leads, and support sales campaigns. Many platforms also use algorithmic bidding and artificial intelligence to optimize ad performance, making it easier for SMEs to achieve good results even with modest budgets. Because online advertising is measurable, businesses can track impressions, clicks, and conversions in real time and adjust campaigns accordingly.

In summary, digital marketing is a cost-effective, measurable, and highly targeted solution for SMEs compared to traditional marketing methods. It offers a wide array of tools social media, SEO, content creation, email campaigns, and paid advertising that enable businesses to connect with customers more efficiently and meaningfully. By embracing digital marketing, SMEs can enhance their competitiveness, respond quickly to market changes, and build stronger, data-driven relationships with their audience.

2.5 SMEs and Digital Marketing in Emerging Economies

Small and Medium Enterprises (SMEs) are basically businesses that operate on a limited scale, and most of the time are characterized by a small number of employees and low capital investment. SMEs in Myanmar make up over 90% of the total number of enterprises and thus, have a major share in providing jobs and contributing to the country's GDP (Asian Development Bank, 2021). SMEs are often considered the backbone of the nation’s economy because of their role in innovation, employment creation, and grassroots income generation. Their presence across urban and rural areas ensures economic participation from diverse communities and stimulates regional economic growth. The contribution of SMEs extends beyond GDP figures—they also foster entrepreneurship, promote local production, and support socio‐economic stability.

In developing economies like Myanmar, SMEs are crucial for poverty reduction and sustainable development. They create job opportunities for low‐income populations, women, and youth, offering alternatives to large corporations that may not have the capacity to absorb the entire workforce. SMEs operate in various industries such as manufacturing, retail, food and beverage, handicrafts, transportation, and services. These businesses are typically flexible and adaptable, enabling them to respond quickly to changes in consumer demand or market conditions. However, despite their economic importance, SMEs frequently operate in an unpredictable environment influenced by political, technological, and financial challenges.

Challenges of SMEs in Myanmar: Small and medium-sized enterprises encounter a series of obstacles including a shortage of money, difficulties in accessing up to date technology, and a lack of digital skills (OECD, 2020). In addition to these commonly observed challenges, SMEs in Myanmar often face regulatory barriers such as complicated licensing processes, limited access to formal financial institutions and inconsistent policy implementation. Many SME owners have limited knowledge of modern business management practices, making it difficult for them to scale up or improve operational efficiency. Moreover, unstable infrastructure such as inconsistent electricity supply, weak internet connectivity in rural areas, and transportation difficulties also affects business stability.

Another critical challenge is limited access to training and education. Many SME owners and employees do not have formal training in digital literacy, marketing, financial management, or strategic planning. As a result, they struggle to adopt modern tools and practices required for competitive growth. Moreover, SMEs often lack market information, making it difficult for them to identify customer needs, evaluate competitors, or forecast trends. These barriers collectively hinder their ability to fully participate in both domestic and global markets.

Adoption of Digital Marketing: Despite the difficulties, SMEs are progressively embracing digital means because of the popularity of mobile phones and social media platforms. The widespread availability of affordable smartphones has played an instrumental role in enabling small business owners to access digital tools without requiring heavy investment. Platforms such as Facebook, TikTok, Viber, and Instagram have become essential marketing channels for Myanmar SMEs. These platforms allow businesses to promote products, communicate with customers, display reviews, and reach a larger audience beyond their physical location.

Digital marketing adoption is further driven by changes in consumer behavior. Consumers today increasingly rely on online searches, digital recommendations, and social media interactions before purchasing goods or services. This shift forces SMEs to recognize the value of digital presence as a necessity rather than an option. As digital technology becomes more accessible, SMEs are learning how to use paid ads, content creation, influencer partnerships, and online customer service to strengthen brand visibility.

Despite its potential, digital marketing adoption is not always smooth. Many SMEs lack knowledge about digital strategies, such as search engine optimization (SEO), analytics measurement, customer engagement techniques, and effective content creation. As a result, some SMEs use digital platforms inconsistently or without clear strategy, limiting the full potential of digital transformation. Training programs, workshops, and government support initiatives are therefore essential to help SMEs build digital skills and remain competitive.

Role of Digital Marketing in Competitiveness: research from different developing countries such as India, Vietnam, and Indonesia revealed that SMEs using digital marketing have a higher chance to compete with large companies by delivering personalized experiences and creating loyal customer relationships. Digital marketing allows SMEs to reach customers more effectively through customized messages, targeted advertisements, and community engagement. Unlike traditional marketing, digital channels allow SMEs to measure customer responses in real time, enabling continuous improvement and strategic decision making.

Evidence from various studies shows that SMEs who adopt digital strategies can improve efficiency, reduce costs, and enhance brand awareness. In India, for example, digital platforms helped small retailers expand their customer base beyond local boundaries. In Vietnam, SMEs using e-commerce saw significant growth during and after the COVID-19 pandemic. In Indonesia, small businesses that consistently used social media marketing experienced higher customer retention rates than those relying solely on offline channels.

Digital marketing also helps SMEs build meaningful customer relationships through two-way interactions. Customers can ask questions, provide feedback, and even influence brand reputation through reviews. These interactions help SMEs create trust, respond quickly to customers’ needs, and enhance satisfaction. By utilizing digital platforms effectively, SMEs can present themselves as credible and modern enterprises even without large financial resources.

In Myanmar, digital marketing is increasingly becoming a key strategy for SMEs to survive in a competitive market. As younger generations become more digitally savvy, the demand for online presence grows. SMEs that adapt early have the advantage of capturing online consumer segments and building long-term digital communities. Furthermore, digital tools such as analytics help businesses track customer behavior, identify market trends, and tailor their offerings. This data-driven approach strengthens competitiveness and supports strategic growth.

Overall, SMEs in Myanmar stand at a crossroads where digital transformation can significantly determine their future success. With increasing internet penetration, growing social media usage, and changing consumer expectations, digital marketing provides a powerful opportunity for SMEs to overcome traditional barriers and expand their market presence. However, to fully benefit from these opportunities, SMEs require capacity building, improved access to technology, and stronger support systems from both public and private institutions. Strengthening digital skills and awareness among SME owners will not only enhance their competitiveness but also contribute to Myanmar’s overall economic development.



2.6 Satisfaction in Digital Marketing Contexts

Satisfaction in digital marketing differs in several significant ways from traditional customer satisfaction, largely because digital platforms have transformed the speed, nature, and expectations of customer business interactions. Traditional satisfaction was typically shaped by face-to-face experiences, physical product quality, or in-store customer service. In contrast, digital satisfaction is heavily influenced by the online environment, technological capabilities, and the immediacy with which SMEs can respond to customer needs.

One major difference lies in speed and accessibility. In today’s digital landscape, SMEs’ customers expect instantaneous communication through channels such as Facebook Messenger, WhatsApp, Viber, and live chat systems embedded in websites. Customers are no longer willing to wait hours or days for a response because digital spaces operate at a much faster pace. If customers send an inquiry about a product or service, they anticipate receiving an answer within minutes. This immediacy shapes their perception of the business’s professionalism, reliability, and overall service quality. When SMEs fail to respond quickly, customers may become dissatisfied and turn to competitors who offer more responsive digital communication. The “always-on” nature of digital marketing means that businesses must maintain prompt engagement, often supported by automated tools or chatbots, to ensure they can meet these elevated expectations.

Another key factor distinguishing digital satisfaction from traditional satisfaction is personalization. With the rise of data analytics and algorithm-driven marketing systems, SMEs can tailor their promotional messages to individual customer preferences, browsing behavior, purchasing history, and demographic characteristics. Personalized marketing creates a sense of relevance and connection for customers. For example, SMEs can send targeted email offers, display personalized product recommendations, or deliver advertisements based on previous interactions. This level of personalization is far more advanced than what traditional marketing methods could achieve. Customers report higher levels of satisfaction when they feel that businesses understand their needs and provide content that resonates with their interests. In many cases, personalization increases conversion rates and loyalty because customers appreciate the customized experience and perceive the brand as attentive and customer-centric. As digital platforms become more sophisticated, personalization continues to play a major role in shaping customer delight.

At the same time, trust and privacy have become more complicated dimensions of satisfaction in digital marketing. While customers enjoy personalized experiences, they are also increasingly concerned about the safety and ethical handling of their data. Issues such as data breaches, unauthorized use of personal information, or opaque privacy policies can significantly lower the level of satisfaction customers feel when interacting with SMEs online. Traditional satisfaction did not typically involve such concerns because personal data collection was minimal or conducted in more straightforward ways. In the digital context, however, customers expect SMEs to protect their data, provide transparent privacy disclosures, and ensure secure transactions. SMEs must invest in cybersecurity measures, adhere to data protection regulations, and communicate clearly about how customer information is collected and used. Building trust is therefore a pivotal part of digital satisfaction, especially as customers become more aware of privacy risks in online environments. A business that demonstrates strong ethical data practices is more likely to earn long-term customer loyalty.

Engagement also plays a far more central role in digital satisfaction than in traditional forms of marketing. In the past, customer engagement was mostly passive customers watched TV ads or saw print brochures without much interaction. Today, digital marketing thrives on two-way engagement, where customers can comment, like, share, ask questions, and participate in brand communities. SMEs’ customers appreciate authenticity, storytelling, and dialogue. They want to feel connected to the brand, understand its values, and interact with meaningful content. SMEs that consistently share behind-the-scenes stories, customer testimonials, product demonstrations, or community activities often achieve higher satisfaction because customers feel emotionally involved. Digital engagement is also measurable; tools like social media analytics and customer relationship management (CRM) platforms allow SMEs to evaluate which posts or campaigns resonate most with their audience. This data-driven feedback loop helps SMEs continuously improve their digital strategies, thereby enhancing customer satisfaction.

Existing research strongly supports the idea that online engagement significantly elevates customer satisfaction. According to Alalwan (2018), SMEs that are active, energetic, and responsive in their online interactions can substantially improve customer perceptions and emotions toward the brand. When SMEs provide suitable, valuable content tailored to customer needs and maintain quick response times, customers feel understood, appreciated, and well supported. This leads to higher satisfaction levels and often increases customer retention and loyalty. Digital engagement, therefore, does not merely influence short-term satisfaction; it plays a critical role in shaping long-term customer relationships.

Additionally, digital satisfaction includes elements such as convenience, usability, and user experience (UX), which were less emphasized in traditional contexts. Customers now expect websites and mobile applications to be visually appealing, easy to navigate, and free from technical issues. A slow loading website, broken links or a complicated checkout process can quickly lead to dissatisfaction and abandonment. SME customers value the convenience of digital channels that allow them to browse products, compare prices, read reviews, and make purchases at any time and from any location. When digital interfaces function smoothly and offer seamless experiences, customers feel more satisfied and more likely to complete transactions. User experience has become a crucial determinant of digital satisfaction, influencing how customers perceive the brand overall.

Another factor unique to digital environments is the importance of social proof, such as online reviews, ratings, and customer testimonials. Customers often rely on feedback from other users before making purchasing decisions. Positive reviews enhance trust and satisfaction, while negative reviews may discourage engagement. Unlike traditional satisfaction, which relied more on personal experience and word-of-mouth within small social circles, digital satisfaction is heavily influenced by broader online communities. SMEs must therefore monitor online feedback, address customer complaints publicly, and maintain a positive digital reputation to foster satisfaction.

In conclusion, satisfaction in digital marketing encompasses a broader and more complex set of factors than traditional customer satisfaction. Speed, accessibility, personalization, trust, privacy, engagement, convenience, usability, and social proof all play interconnected roles in shaping the digital customer experience. As research indicates, SMEs that invest in energetic online engagement, produce relevant content, and maintain rapid response times can significantly elevate the overall satisfaction of their customers (Alalwan, 2018). By understanding these digital-specific dimensions of satisfaction, SMEs can design more effective digital marketing strategies that meet modern customer expectations and build lasting relationships in the online environment.

2.7 SMEs in Thanlyin Township, Myanmar

Thanlyin​‍​‌‍​‍‌ Township which can be found in the Yangon Region is a prospering area of the economy. The closeness to Yangon as well as the existence of the Thilawa Special Economic Zone (SEZ) are the main reasons why the place is regarded as suitable for the areas of trade, logistics, and services. Small and Medium Enterprises (SMEs) in Thanlyin are as ​‍​‌‍​‍‌follows: Retail​‍​‌‍​‍‌ and Wholesale Stores (local shops, mini markets), Food and Beverage Enterprises (restaurants, teashops, small cafes), Service-Based SMEs (beauty salons, education centers, logistics firms), Manufacturing and Distribution SMEs close to the ​‍​‌‍​‍‌SEZ.

To​‍​‌‍​‍‌ reach customers, these SMEs are increasingly opting for Facebook pages, TikTok videos, and Messenger apps. Unfortunately, problems like late replies, scanty online content, and irregular digital engagement leading to dissatisfaction are still there.
Such a local rural-close research approach (at the level of the townships) is a missing piece in the puzzle which gets filled by this study looking at the digital marketing management of SMEs in Thanlyin and customer perception of these ​‍​‌‍​‍‌activities.

2.8 Gaps in Existing Literature

Though​‍​‌‍​‍‌ numerous studies have been conducted on digital marketing in developed countries, very few works have focused on SMEs in Myanmar, especially at the township level like Thanlyin. Earlier research has not fully explored: the role of digital marketing in increasing satisfaction for SMEs in Myanmar, localizing and understanding customers' expectations in townships that are far from the central business districts of Yangon, feasible suggestions that are specifically designed for the small and medium enterprises (SMEs) which have limited ​‍​‌‍​‍‌resources.

This​‍​‌‍​‍‌ research is aimed at filling these ​‍​‌‍​‍‌gaps.

2.9 Conceptual Framework

For the purpose of this research on satisfaction of digital marketing for SMEs, the following factors are considered in determining SMEs’ satisfaction.

Responsiveness



Personalization

Satisfaction of Digital Marketing for SMEs Owners


Trust



Perceived Value




Grounded​‍​‌‍​‍‌ on literary works, the present research formulates a conceptual model that unites Digital Marketing Practices (an independent variable) with Satisfaction of digital marketing for SMEs (a dependent variable). The intermediaries have four aspects: responsiveness, personalization, trust, and perceived value. Independent Variable (IV): Digital Marketing Practices (Social Media, SEO, Email, Content, Online Ads)
Mediating Factors: Responsiveness, Personalization, Trust, Perceived Value. Dependent Variable (DV): Satisfaction of digital marketing for SMEs owners

This framework will guide data collection and analysis.

2.10 Conclusion

The​‍​‌‍​‍‌ literature reveals that digital marketing has become increasingly vital for SMEs and that it has the potential to significantly impact satisfaction. In various digital contexts, theoretical models like Expectancy-Disconfirmation, TAM, and SERVQUAL are used as frameworks to comprehend satisfaction. Nevertheless, there are still unfilled spaces in the comprehension of these ideas in relation to small and medium enterprises in Myanmar, particularly in Thanlyin Township. Hence, this research will be a local-level contribution to the understanding of satisfaction through digital marketing of SMEs in the given ​‍​‌‍​‍‌environment.
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3.1 Introduction

The​‍​‌‍​‍‌ following chapter presents the design and methods used in this study to find out how SMEs feel about digital marketing practices in Thanlyin Township. It features the research approach, population, and data collection tools, pilot testing, variable measurement, data analysis techniques, and ethical ​‍​‌‍​‍‌considerations. 

3.2 Research Design

The​‍​‌‍​‍‌ present study utilizes a descriptive-causal design with the use of a quantitative approach. The descriptive part of the study highlights the digital marketing practices of SMEs and satisfaction levels, whereas the causal part of the study focuses on examination of the relationships between digital marketing agencies (and mediating service dimensions) and satisfaction. The quantitative method was selected as it facilitates the precise measurement of variables, statistical comparison, and objective ​‍​‌‍​‍‌reporting.

3.3 Population 

​The target population included Small and Medium Enterprises (SMEs) in Thanlyin Township, Yangon Region, that are active in various sectors such as retail, food and beverage, beauty services, education, logistics, and ​‍​‌‍​‍‌healthcare. Considering the extent of this research work and the available resources, 10 SMEs have been actively engaged in digital marketing. The​‍​‌‍​‍‌ limited size is one of the limitations that has been acknowledged in Chapter 1; nevertheless, allows for preliminary statistical analysis to pinpoint trends and to test the conceptual ​‍​‌‍​‍‌framework. ‍​A small group of SMEs, who had recent digital interactions were picked for a short survey. The number of SMEs surveyed for each dataset varies between 10 and 25. 

3.4 Data Collection Instruments

Questionnaire​‍​‌‍​‍‌ Design: The two different but equally important questionnaires were created: SME Questionnaire (owner/manager) gathers information at the SME level: Basic firm profile: industry, years in operation, number of employees, primary digital channels used. Monthly digital marketing budget (USD). Types of digital activities (social media posts, paid ads, email campaigns, website updates). Self-reported strengths and challenges in digital marketing. Basic firm profile: industry, years in operation, number of employees, primary digital channels used. Monthly digital marketing budget (USD). Types of digital activities (social media posts, paid ads, email campaigns, website updates). Self-reported strengths and challenges in digital ​‍​‌‍​‍‌marketing. Satisfaction of Digital Marketing Questionnaire (10 SMEs) - captures the opinions and happiness of about the digital presence of the SME. Some of the main sections are:
Demographics (age group, gender, frequency of purchase). Digital interaction patterns (platform used, frequency of ​‍​‌‍​‍‌communication). Satisfaction​‍​‌‍​‍‌ was gauged for a 5-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree) for items that covered:
Overall Satisfaction (e.g., "I am satisfied with my overall experience with this SME’s digital interactions.”) Responsiveness (e.g., "The SME responds quickly to my messages and enquiries online.”) Content Quality (e.g., "The information provided online is clear and ​‍​‌‍​‍‌useful.") Trust​‍​‌‍​‍‌ (for instance, "The information and offers posted by this SME online are trustworthy in my opinion.") Perceived Value (for example, "The online promotions and information are good value for me."

Additional item to collect ideas and ​‍​‌‍​‍‌opinions.

3.5 Pilot Testing and Reliability

 Before the main study, a small group of 10 SME owners took part in a pilot test in order to confirm the understanding of the questions and the feasibility of the administration. Cronbach’s alpha was employed to evaluate the internal consistency of the multi-item constructs (Overall Satisfaction, Responsiveness, Content Quality, Trust, Perceived Value). ​‍​‌‍​‍‌

3.6 Measurement of Variables and Operational Definitions

Digital​‍​‌‍​‍‌ Marketing Practices (Independent Variable): It was represented through categorical indicators of channel usage (Facebook, Instagram, TikTok, Website, YouTube, Email) and through continuous measures like monthly digital marketing budget (USD) and frequency of content updates (posts per week). These metrics are recorded in the questionnaire for the ​‍​‌‍​‍‌SMEs. Responsiveness: Mean SMEs evaluative score of the agency's spirit of readiness measured through the items on the responsiveness scale (Likert 1–5).Content Quality: Average SMEs rating on content quality items (Likert 1–5).Trust: Average SMEs rating on trust items (Likert 1–5).Perceived Value: Average SMEs rating on perceived value items (Likert ​‍​‌‍​‍‌1–5). Satisfaction of digital marketing for SMEs (Dependent Variable): It was measured as the average score of responses to overall satisfaction items (Likert 1-5). For SME-level analysis, c satisfaction scores are aggregated to the SME ​‍​‌‍​‍‌mean.

3.7 Data Collection Procedure

Small​‍​‌‍​‍‌ and medium enterprises (SME) owners and managers were answered the Satisfaction of Digital Marketing Questionnaire. I would get the green light from the owners of the Digital Marketing Agency, carry out the questionnaire, and then collect SMEs Owners’ responses through online forms (Google ​‍​‌‍​‍‌Forms).

3.8 Data Analysis Techniques

The​‍​‌‍​‍‌ dataset was analyzed through descriptive and inferential statistics:
Descriptive Statistics: Means, standard deviations, frequency counts, and cross-tabulations to describe SMEs and digital channel usage. Reliability Analysis: Cronbach’s alpha for multi-item constructs. Correlation Analysis: Pearson correlation coefficients to identify the relationships between mediators (responsiveness, content quality, trust, perceived value) and overall ​‍​‌‍​‍‌satisfaction. Regression​‍​‌‍​‍‌ Analysis: Linear regression models were used to check how mediators impact satisfaction. One can write a multiple regression as follows:
Satisfaction = β0 + β1(Responsiveness) + β2(Content Quality) + β3(Trust) + β4(Perceived Value) + ​‍​‌‍​‍‌ε

This chapter describes the research methodology, instruments, data collection procedure, and analysis plan used in the present study.
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4.1 Introduction

This chapter showcases and analyzes the findings that were collected from ten small and medium-sized enterprises (SMEs) in Thanlyin Township, Myanmar. The data were collected through structured questionnaires and marketing representatives of each SME. The primary purpose of this analysis is to assess satisfaction with the digital marketing performance of SMEs through different online channels like Facebook, Instagram, TikTok, YouTube, and websites.

4.2 Profile of Respondent SMEs

Table 4.1 Profile of SMEs in Thanlyin Township

	SME ID
Industry
	Years of Operation
	Employees
	Primary Channel
	Monthly Digital Budget (USD)


	SME01 F&B (Cafe)
	3
	8
	Facebook
	45

	SME02 Retail (Clothing)
	5
	12
	Instagram/Facebook
	70

	SME03 Beauty Salon
	2
	6
	Facebook, Tik Tok
	30

	SME04 Education (Tutoring)
	4
	4
	Facebook & Website
	55

	SME05 Logistics
	6
	20
	Facebook & Website
	300

	SME06 Grocery Store
	8
	10
	Facebook Tik Tok
	120

	SME07 Handicraft Retail
	1
	1
	Facebook, Instagram
	40

	SME08 Pharmacy
	7
	9
	Facebook & Website
	100

	SME09 Catering Service
	4
	14
	Facebook, YouTube
	100

	SME10 Education (Language Center)
	2
	4
	Facebook & Instagram & Website, YouTube
	50



Most​‍​‌‍​‍‌ SMEs as depicted in Table 4.1 dedicate a small digital marketing budget which is generally in the range of USD 25 to 70 per month and Facebook is the platform that is used the most. This is indicative of the leading position of Facebook in the online environment of Myanmar whereby small businesses are highly dependent on it for brand awareness and direct communication with ​‍​‌‍​‍‌customers.

4.3 Overview of Digital Marketing Channels Used 

Figure​‍​‌‍​‍‌ 4.1 shows the breakdown of the main primary digital marketing channels used by the SMEs that were Facebook and multi-platform strategies (Facebook + Website or Instagram) were dominant among the surveyed SMEs. Facebook and multi-platform strategies (Facebook + Website or Instagram) were dominant among the surveyed SMEs.


Figure 4.1 Distribution of Primary Digital Marketing Channels



The​‍​‌‍​‍‌ finding here is consistent with the latest studies that small and medium-sized enterprises in Myanmar are inclined to choose social media platforms that are cheap and simple to use in order to get in touch with their customers. This is particularly the case during post-pandemic recovery periods when being visible online is of utmost ​‍​‌‍​‍‌importance.


4.4 Satisfaction of Digital Marketing Indicators

Five​‍​‌‍​‍‌ major dimensions were measured to evaluate satisfaction of SMEs Owners: Responsiveness, Content Quality, Trust, Perceived Value, Overall ​‍​‌‍​‍‌Satisfaction.

Table 4.2 presents the average scores derived from SMEs responses.


	Dimension
	Mean Score

	Responsiveness
	4.06

	Content Quality
	4.02

	Trust
	4.00

	Perceived
	3.98

	Overall Satisfaction
	4.05




Table 4.2 Mean Scores of Satisfaction Dimensions

The questionnaire used in this study was developed based on five major dimensions of digital marketing satisfaction: Responsiveness, Content Quality, Trust, Perceived Value, and Overall Satisfaction. The respondents were asked to rate each statement using a five-point Likert scale, where 1 represented “Strongly Disagree” and 5 represented “Strongly Agree.” The purpose of this instrument was to assess how SMEs in Thanlyin Township evaluate their own digital marketing performance and satisfaction. the Responsiveness score was computed by taking the average of the responses to Questions 1 to 4 using the formula =AVERAGE (B2:E2) in Excel. Once individual SME averages were generated, the overall mean score for each dimension was calculated by averaging the scores across all ten SMEs. These final values were used as the representative mean scores.
On​‍​‌‍​‍‌ the whole, the average satisfaction ratings fluctuate from 3.98 up to 4.06, thus the majority of SMEs Owners’ satisfaction above the online marketing with their digital marketing at a moderate or even high ​‍​‌‍​‍‌level.

4.5 Comparison of Overall Satisfaction Across SMEs

The​‍​‌‍​‍‌ average overall satisfaction score for each SME is shown in Figure 4.2 ​‍​‌‍​‍‌below.


Figure 4.2 Overall Customer Satisfaction by SME

According​‍​‌‍​‍‌ to the findings, small and medium enterprises (SMEs) in the areas of beauty, pharmacy, and education, which are service-oriented sectors, generally have a higher level of satisfaction (more than 4.3) as compared to those in the sectors of logistics and retail, which have been slightly lower (3.6–3.8). Hence, SMEs can be concluded that personalized communication and a quick response are two of the most vital elements.

4.6 Relationship Between Responsiveness and Satisfaction of Digital Marketing

To​‍​‌‍​‍‌ find out if SMEs satisfaction is affected by responsiveness, a regression analysis was performed. The scatter plot in Figure 4.3 shows that there is a strong positive linear relationship between the two ​‍​‌‍​‍‌variables.


Figure 4.3 Relationship Between Responsiveness and Overall Satisfaction

The computed regression equation is:
Overall Satisfaction = 1.177 + 0.708 × Responsiveness

A simple linear regression analysis was conducted to examine the influence of responsiveness on overall satisfaction. The results produced the following regression equation: Overall Satisfaction = 1.177 + 0.708 × Responsiveness. The slope coefficient (0.708) indicates that for every one-point increase in responsiveness, overall satisfaction rises by approximately 0.71 points. This demonstrates a strong positive association between the two variables. The intercept value of 1.177 represents the baseline level of satisfaction when responsiveness is theoretically zero. The correlation coefficient further confirms the strength of this relationship, suggesting that SMEs that respond more quickly and effectively to digital customer inquiries tend to achieve significantly higher satisfaction scores. The regression coefficients were calculated in Microsoft Excel using the SLOPE and INTERCEPT functions, with Responsiveness entered as the independent variable and Overall Satisfaction as the dependent variable. These results support the conclusion that responsiveness is a key driver of digital marketing satisfaction of SMEs.

4.7 Summary of Key Findings

Facebook​‍​‌‍​‍‌ continues to be the most preferred and cost-efficient digital marketing channel for SMEs in Thanlyin. The average satisfaction in digital marketing level is more than 4.0, which indicates that SMEs are generally happy with the online marketing performance. Responsiveness is the most significant factor that leads to satisfaction in digital marketing, followed by content quality and trust.SMEs that invest in various channels (e.g., Facebook + Website) or offer educational services are more likely to receive higher satisfaction ratings.
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[bookmark: _Toc213957683]5.1 Introduction
[bookmark: _Toc213957684]The​‍​‌‍​‍‌ chapter talks about the summary of the significant findings, conclusions, and practical recommendation derived from the results and analysis of the earlier chapter. The purpose of this study was to evaluate the level of SMEs satisfaction with the digital marketing activities in Thanlyin Township, Myanmar. The research focused on the impact of various digital marketing channels and performance factors like responsiveness, content quality, trust, and perceived value on the satisfaction of digital marketing for SMEs owners.
[bookmark: _Toc213957685]5.2 Summary of Findings
The​‍​‌‍​‍‌ information was obtained from ten small and medium enterprises (SMEs) that cover various industries such as food and beverage, beauty services, education, logistics, pharmacy, and retail. Each of the SMEs employs a minimum of one digital marketing channel, with the main channels being Facebook, Instagram, TikTok, or ​‍​‌‍​‍‌websites.
 The​‍​‌‍​‍‌ analysis in the previous chapter reveals the main points that were recognized as follows:

Facebook as a Marketing Platform of Most Influence 

Facebook appeared to be the leading digital marketing channel that SMEs in Thanlyin have utilized. Nearly 60% of the businesses that participated in the survey were using Facebook only or in combination with other channels like Instagram or websites. The trend is indicative of Facebook being easy to reach and quite cheap for small businesses in ​‍​‌‍​‍‌Myanmar.

Moderate​‍​‌‍​‍‌ to High Satisfaction of Digital Marketing

Overall satisfaction level of digital marketing for SMEs owners was on average 4.05 which indicates that the majority positively towards the online marketing performance. Even though there is some variation between different sectors, no industry has registered a significantly low level of ​‍​‌‍​‍‌satisfaction.

Responsiveness as the Most

Influential Factor Statistical and regression analysis outcomes emphasized that satisfaction of digital marketing was most strongly correlated with responsiveness. From this, it follows that SMEs having their inquiries answered in due time, sending their information quickly, and communicating efficiently via digital channels are the most satisfying experiences to them.

Importance of Content Quality and Trust 

Content quality and trust similarly had very strong positive correlations with satisfaction. SMEs provide their message with content that is informative, authentic, and visually attractive and which at the same time leads to the companies gaining credibility.

Variation by Industry 

Difference of Industry Small and medium-sized enterprises in service-related areas such as the educational sector, pharmacy, and beauty salons have reached higher satisfaction levels compared to those enterprises that are product-based, e.g., logistics and retail. It means that customized and relational digital communications significantly influence the satisfaction than a onetime transactional interaction.

Budget Constraints as a Common Limitation

Most of the SMEs have a budget of less than 70 USD per month for digital marketing and therefore they are limited in their ability to use paid advertising tools or analytics-based campaigns. This sheds light on the money problems that SMEs have in order to digitally grow in a sustainable manner.

5.3 Conclusions

The findings give rise to several conclusions, among which are:
One of the main weapons in the fight for customer engagement has been digital marketing by SMEs in Thanlyin Township. They have understood the importance of digital channels in reaching out to their clients and especially Facebook, which continues to be the core of SME marketing in Myanmar, has been very popular among them.

One of the conclusions drawn from the research is that customers' happiness is largely dependent on the company's ability to quickly respond to them and to be involved with them. The paramount factor that determines satisfaction in digital marketing is, therefore, responsiveness, which is exemplified by brief answers, follow-ups, and continuance of the communication. Hence, the result means that the role of the human being in the digital world is still very significant in the experience of the customers.

Quality content and trust are the main factors that keep loyalty of a brand over a long period of time small and medium-sized enterprises that put time and effort into producing consistent, clear, and trustful content have a higher probability of retaining loyal customers. The effectiveness of digital marketing is not only about how many people an advertisement can reach but also it significantly depends on the brand's ability to stay authentic and reliable.

SMEs have to find a way to combine creative work with a limited budget even with money problems, small and medium-sized enterprises are still able to produce good results if they creatively utilise cheap or free instruments such as organic social media marketing, storytelling, and customer reviews.

[bookmark: _Toc213957686]5.4 Recommendations
Based on the conclusions drawn, the following recommendations are proposed to improve SMEs’ digital marketing performance and customer satisfaction in Thanlyin Township and similar areas in Myanmar.
Improve Responsiveness through Training and Automation
It is the duty of SMEs to make the training of their employees a priority especially the part of teaching them how they can quickly and efficiently respond to the questions, messages, and feedback of customers. The implementation of tools like automated responses, chatbots, or scheduled messaging on Facebook and Instagram can, thus, be a great help in being able to meet the needs of customers with whom communication is maintained even though there is a shortage of manpower.
Enhance Content Quality and Visual Branding
Creating high-quality and relevant content, such as videos, customer testimonials, or product tutorials, can strengthen customer trust and perceived value. Free design platforms like Canvas or Cap Cut can help SMEs produce professional-looking materials without large costs.
Build Trust through Transparency and Customer Interaction
Transparency about product quality, pricing, and delivery builds long-term trust. SMEs should engage customers by replying to comments, sharing behind the scenes posts, and displaying customer reviews to boost credibility.

Diversify Digital Channels
Facebook is still working great, but SMEs need to slowly move to other platforms such as TikTok, Instagram Reels, and Google My Business. By spreading out the platforms, they can connect with more people and not be so dependent on one platform.
Allocate a Structured Monthly Budget for Digital Growth
Small and medium enterprises should allocate a certain fraction of their monthly income for digital marketing. A regular minor expenditure of 30-50 US dollars on paid promotions or analytics tools can have a considerable impact on the level of reach and engagement.
Collaborate with Local Digital Marketing Students or Agencies
SMEs with limited technical skills may benefit from partnering with students, interns, or small digital marketing agencies. Such collaborations can provide affordable expertise while offering practical training opportunities for youth in Thanlyin.
[bookmark: _Toc213957687]5.6 Overall Conclusion
This study found out that digital marketing is the main factor that influences satisfaction of digital marketing for SMEs in Thanlyin Township. The results show that small businesses can have a significant digital engagement level even though they have limited budgets and resources, by being responsive, using authentic content, and adopting customer-focused strategies. By maintaining the effort and being flexible, they can not only survive but also thrive in the digital era, SMEs in Myanmar will be able to enhance their online visibility, attract the loyalty of customers, and contribute to sustainable digital economic growth.





[bookmark: _Toc213957688]Chapter 6: Limitations, Implications, and Directions for Future Research
[bookmark: _Toc213957689]6.1 Introduction
This chapter outlines the limitations encountered during the study, discusses the theoretical and practical implications of the findings, and provides suggestions for future research. Even though this research successfully identified the factors influencing satisfaction with digital marketing for SMEs in Thanlyin Township.
[bookmark: _Toc213957690]6.2 Limitations of the Study
Every research project has limitations that may influence its findings. The key limitations of this study include: Geographic Limitation -the study was limited only to Thanlyin Township, a place which might be socially, economically, and digitally different from areas like downtown Yangon, Mandalay or rural townships. So, the digital marketing behaviour and satisfaction patterns could be different in some other places. Limited Digital Marketing Variables - only five major dimensions were included: Responsiveness, Content Quality, Trust, Perceived Value, Overall Satisfaction. However, other factors such as brand awareness, social media engagement metrics, website usability, and influencer marketing were not included. Budget and Time Constraints - most SMEs had limited digital marketing budgets and time to participate fully in the survey process. A more extensive study could examine long-term digital marketing performance over several months or years.
[bookmark: _Toc213957691]6.3 Theoretical Implications
The findings of this research contribute to the understanding of digital marketing effectiveness and satisfaction in the following ways: Strengthens Satisfaction Models in Emerging Economies. The research reveals that the aspect of responsiveness has an extremely significant influence on the SME digital environment in Myanmar thus providing fresh insight into the satisfaction theories in developing digital markets. The results highlight how cultural behaviours, affordability, and platform accessibility (especially Facebook dominance) influence digital marketing trends in Myanmar. This research shows how small businesses in semi-urban areas like Thanlyin adopt digital tools differently from businesses in metropolitan cities.



[bookmark: _Toc213957692]6.4 Practical Implications
The findings offer valuable guidance for SME owners, marketing practitioners, and policymakers. For SME Owners: Improving response time on digital channels can significantly increase customer satisfaction. Investing in content creation and customer relationships will yield long-term benefits. Even with small budgets, creative digital strategies can enhance business performance. For Digital Marketers: Personalization and fast communication should be prioritized over paid ads. Understanding SMEs Owners’ expectations helps in designing more effective digital campaigns. For Government and NGO Support Programs: Training programs should focus on digital responsiveness, branding, and content creation. Financial and technical support should be provided to SMEs to improve digital competitiveness.
[bookmark: _Toc213957693]6.5 Recommendations for Future Research
Future researchers can expand on this study in several ways: Comparing Thanlyin Township with other areas such as: Downtown Yangon (higher digital maturity), Dala Township (lower digital access), Mandalay (different culture and platform use) will offer more comprehensive conclusions. Future research could examine: Social media engagement metrics, Website performance, Influencer marketing, Customer loyalty and repeat purchase behaviour, Chatbot effectiveness and AI tools. Understanding how digital marketing performance differs between SMEs and larger companies will highlight gaps, strengths, and opportunities.
[bookmark: _Toc213957694]6.6 Conclusion
Chapter 6 highlights the constraints, implications, and future possibilities related to the study. While the research provides meaningful insights into the digital marketing satisfaction levels among SMEs in Thanlyin Township, there remain opportunities to expand and deepen the investigation. Addressing these limitations in future research will contribute to stronger conclusions and more comprehensive recommendations for Myanmar’s SME digital transformation.
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Digital Channel Distribution among SMEs ( Thanlyin Township )	
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Overall Satisfaction by SMEs
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Responsiveness vs Overall Satisfaction
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