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 	This study focuses on the impact of digital marketing strategies on consumer engagement of supermarket retail industry in Myanmar. The study aims to analyses the impact of digital marketing strategies on consumer engagement at supermarket retail industry in Myanmar. This research used a quantitative approach, collecting primary data from 196 respondents using a five-point Likert scale questionnaire distributed via Google Forms. The study focused on selected supermarkets in Myanmar, specifically City Mart Supermarket, Ocean Super Center, and Capital Retail Myanmar and primarily examined business-to-consumer (B2C) digital marketing activities on Facebook. The collected data were analyzed using both descriptive and inferential statistical methods. Descriptive statistics, reliability analysis, and multiple regression analysis were employed to analyze the data. The findings reveal that digital marketing strategies and consumer engagement are generally perceived at a high level within the supermarket retail industry in Myanmar. Among the examined dimensions, social media content, online promotion, influencer reviews, and posting frequency and consistency were all found to have a statistically significant positive effect on consumer engagement, with social media content recognized as the strongest predictor. The study contributes to the existing literature on digital marketing in emerging markets and provides practical implications for retail managers seeking to improve consumer engagement through effective digital channels.
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[bookmark: _Toc232509394][bookmark: _Toc232511858][bookmark: _Toc232514781]INTRODUCTION

 	In the 21st century, the world is continuously developing day by day. As this progress continues, the retail sector is shifting from traditional methods to digital approaches. One key advantage of this transformation is the speed and efficiency of communication with customers, especially. Consumers can now easily access information anytime and anywhere through their smartphones, tablets, or computers with internet access. Moreover, consumer behavior has changed significantly, as people use their mobile devices daily and increasingly rely on social media platforms, websites, and applications. These developments and consumer lifestyles highlight the growing importance and advantages of digital marketing. 
 	Digital Marketing (DM) is a broad concept that refers to a wide range of marketing practices. It involves the use of digital channels with internet access to achieve marketing objectives, increase website traffic, and increase brand awareness. Through digital marketing, businesses can connect with potential customers and make their products more visible online. These channels include platforms such as websites, search engines, social media, email, mobile applications, display advertising, pay-per-click advertising, and affiliate marketing. Compared to traditional offline approaches, digital marketing is generally more effective, as it enables businesses to reach and engage their target audiences more efficiently, ultimately contributing to overall business performance and long-term success (Adobe Experience Cloud Team, 2025).
 	The COVID-19 pandemic and the ongoing political crisis have had a significant impact on Myanmar’s retail sector. The industry contracted by 18% in 2021, and as of November 8, 2022, the country’s GDP remained 13% lower than its 2019 level, indicating a slower-than-expected recovery. In addition, consumers across Myanmar have been affected by rising commodity prices, largely as to the global supply chain crisis. Increased fuel and transportation costs have driven prices higher, while many retail businesses are experiencing inventory shortages. Shipping times have also been extended beyond expectations which may cause the leading to further product shortages in the market.
 	The digital transformation of retail businesses in Myanmar is playing a vital role in driving industry growth. This transformation is primarily supported by the adoption of cloud computing, which supports the collection and storage of consumer data, particularly during purchasing activities, as well as the analysis of such data to better understand and to predict consumer behavior. Furthermore, the integration of Artificial Intelligence has improved operational efficiency by making processes faster and more effective. Retailers are also utilizing social media platforms to communicate directly with consumers and strengthen customer relationships. In addition, smart technologies are being used to manage and monitor customer information, including names, addresses, and contact numbers. Overall, these digital advancements permit retailers to gain more accurate customer insights and improve the quality and personalization of their services (Current Retail Market Trends in Myanmar, 2022).
 	Additionally, within the retail industry, digital marketers can conduct online surveys without the need for field visits, allowing them to gather consumer insights that support the long-term success for the retail businesses. They can also evaluate the performance of digital channels and analyze business growth more effectively. At the same time, consumers can share their experiences and challenges in real time through online social media platforms. By analyzing these factors, it is clear that digital marketing offers significant advantages that contribute to the accelerated growth of the entire retail industry in Myanmar. Therefore, digital marketing strategies are highly effective and are widely applied in practice across the world. This thesis examines the digital marketing strategies of Myanmar's growing supermarket retail industry in Myanmar, with the aim of supporting the development of effective approaches for long-term success. Focusing specifically on the developing supermarket sector, this study is expected to be useful for future researchers as well as digital marketers working in the field.

[bookmark: _Toc232509395][bookmark: _Toc232511859][bookmark: _Toc232514782]1.1 	Background of the Study
 	The retail market in Myanmar is currently experiencing rapid growth and expansion. In 2018, significant regulatory reforms were introduced to reduce restrictions, regulations and encourage foreign investment in previously closed sectors of the economy. These changes have contributed to increased profitability and retail activity, supporting the growth of Myanmar’s GDP. Following these reforms, according to (The Transformation of Myanmar's Retail Industry, 2024), modern grocery sales reached US$269.6 million in 2019, while mixed retailers generated US$177.8 million. In addition, Myanmar’s evolving consumer landscape presents strong long-term potential. Individuals aged 16-35 represent approximately one-third of the country’s 54 million population, while those under 25 age group represents 46% of the total population. Therefore, the demographic of Myanmar highlights long-term growth opportunities for retailers and consumer brands. As a result the retail sector in Myanmar strengthened, as local vendors invested in upgrading supermarkets and shopping malls to Western-style standards, while foreign investors entered into joint ventures to gain technical expertise.
	According to (Growth of incomes and Myanmar's young population drive demand for nonessential goods, n.d.), there were 629 supermarkets operating nationwide in Myanmar as of April 2026 and this figure represents an increase of more than 4% compared to 2023.  In addition, approximately 95.87% are single-owner operations, during larger, modern retail chains operate 26 locations. In terms of regional distribution across Myanmar, the top three regions with the highest number of supermarkets are Yangon Region (241), Mandalay Region (100), and Bago Region (50). According to (Myanmar Retail Market (2026-2032) | Size, Revenue, Forecast, Analysis, Share, Trends, Growth, Value, Industry & Companies, n.d.), the Myanmar retail market is expected to grow at a compound annual growth rate (CAGR) of 7.4% between 2026-2032.In Myanmar, several leading companies are well established in the retail market. 
 	The first is City Mart Holding Co., Ltd., which was founded in 1996 and is headquartered in Yangon. The second is Capital Diamond Star Group, established in 1960. The third is Ocean Supercenter, which began operations in 2009. The fourth is Grab & Go Convenience Stores, founded in 2012. Finally, Makro Myanmar entered the market in 2018.These companies operate primarily in the supermarket and retail sector, serving consumers by offering a wide range of products, including food and beverages, daily essentials, groceries, electronics, and lifestyle items. Today, leading retail stores in Myanmar are increasingly competing to implement comprehensive and effective digital marketing strategies to capture the attention of their target (A Guide to Digital Marketing in the Retail Sector, n.d.). To achieve this, a range of digital marketing approaches is applied based on local consumer behavior, insights, and psychological preferences.
In the online marketplace, particularly in the supermarket retail industry, many customers now prefer to search for product information before making a purchase. Studies show that around 70% of customers check product prices online before buying. Therefore, retail businesses need to strengthen their marketing strategies to increase sales, expand their reach, and encourage active customer engagement. As a result, many retailers are investing more heavily in digital marketing efforts (Digital Marketing for Retail Industry, n.d.).
 	The most widely used methods in the supermarket retail industry include online marketing channel through social media platforms such as Facebook, TikTok, Instagram, and Viber, which provide customers with a convenient and seamless shopping experience across multiple touch points. And then, Pay-Per-Click Advertising (PPC) is a digital advertising model that improves online visibility and enables businesses to deliver highly targeted advertisements to specific audience segments. Social Media Marketing enables direct communication between supermarkets and consumers, supports feedback collection, and helps build strong customer relationships. In addition, Email Marketing is used to share promotional offers and sales information, while Content Marketing applies blog posts, articles, and storytelling to engage audiences and create meaningful connections with consumers (Digital Marketing for Retail Industry, n.d.). There are many benefits of using digital marketing. Supermarkets Digital platforms such as social media, search engine optimization (SEO), and targeted advertising increase brand visibility and support supermarkets to visit by audience their physical locations. By using digital channels, retailers can build stronger relationships with customers through personalized experiences, real-time communication, and consistent interaction, which contribute to higher customer loyalty. Digital marketing generates a large amount of data that can be analyzed to understand consumer behavior, preferences, and campaign performance (Digital Marketing in Retail: Challenges, Benefits & Importance, 2024).

[bookmark: _Toc232509396][bookmark: _Toc232511860][bookmark: _Toc232514783]1.2 	Problem Statement of the Study 
 	In the current digital era, consumer behavior in the retail sector has changed significantly. Consumers are increasingly relying on digital platforms, mobile applications, and social media channels to search for product information, compare options, and make purchasing decisions. This shift has been further strengthened in Myanmar due to the rapid growth of internet access and the increasing use of smartphones. As a result, many consumers have gradually shifted their preferences from traditional in-store shopping to more digitally influenced buying behavior.
 	In response to this changing environment, supermarkets in Myanmar have begun adopting various digital marketing strategies, such as social media marketing, online promotions, search engine advertising, and content-based digital campaigns. These strategies aim to increase visibility, attract new customers, and increase engagement with existing consumers. As digital platforms become more competitive, supermarkets are allocating more resources to online marketing activities to maintain relevance and strengthen their market position. 
 	However, despite the growing use of digital marketing strategies, there is still uncertainty about their actual effectiveness in improving consumer engagement. Many supermarkets implement digital campaigns without a clear understanding of how these strategies influence customer interaction, participation, and long-term loyalty. As a result, there may be a gap between marketing investment and actual consumer response, which raises concerns about the efficiency of current digital marketing practices in the supermarket retail sector.
 	Furthermore, there is limited research that specifically focuses on the relationship between digital marketing strategies and consumer engagement in Myanmar’s supermarket sector. Most existing studies focus on general retail industries or international contexts, which do not fully represent the local consumer behavior and digital environment in Myanmar. Therefore, this study aims to examine the digital marketing strategies used by supermarkets in Myanmar and analyze their impact on consumer engagement in the retail sector. The findings are expected to provide valuable insights for retailers to improve their digital marketing strategies and improve customer engagement effectively.

[bookmark: _Toc232509397][bookmark: _Toc232511861][bookmark: _Toc232514784]1.3	Objectives of the study
 	The main objective of this study is focus on;
      (1) To identify the digital marketing strategies used by supermarkets in Myanmar.
      (2) To analyze the impact of digital marketing strategies on consumer engagement in the supermarket retail industry in Myanmar.                                    

[bookmark: _Toc232509398][bookmark: _Toc232511862][bookmark: _Toc232514785]1.4	Research Questions
 	These research questions are aligned with the objectives of the study and focused on understanding of how digital marketing strategies contribute to consumer engagement in the Myanmar supermarket retail industry.
· What digital marketing strategies are used by supermarkets in Myanmar?
· How do digital marketing strategies affect consumer engagement in the supermarket retail industry in Myanmar?
The first research question identifies the digital marketing strategies applied by supermarkets in Myanmar, while the second examines how these strategies influence consumer engagement. These questions help build the relationship between digital marketing strategies and consumer engagement, maintaining the study’s focus and relevance to its objectives.

[bookmark: _Toc232509399][bookmark: _Toc232511863][bookmark: _Toc232514786]1.5	Scope and Limitation of the Study 
 	This study focuses on examining the impact of digital marketing strategies on consumer engagement in the supermarket retail industry in Myanmar. It aims to identify the supermarkets used the key digital marketing strategies such as social media content, online promotions, influencer reviews, posting frequency, and content consistency, and to analyze how these strategies influence consumer engagement and interaction behavior. The scope of this research is limited to selected supermarkets operating in Myanmar, specifically City Mart Supermarket, Ocean Super Center, and Capital Retail Myanmar. The study focuses on business-to-consumer (B2C) digital marketing activities conducted through Facebook as the primary social media platform. In addition, traditional marketing channels, including television, radio, newspapers, and print advertising, are excluded from the study to maintain a clear focus on digital marketing practices.
 	This study used not only primary data and also secondary data. The Primary data is collected from the respondents who follow or interact with customers with supermarket digital platforms in Myanmar. The study covers digital marketing activities conducted between the years 2023 and 2025. A sample size of approximately 196 respondents within three weeks according to Cochran’s formula. The respondents are be chosen by using a convenience sampling method. The data was collected with a five-point Likert-scale questionnaire by preparing it with google questionnaire form to measure respondents’ perceptions and attitudes. The questionnaire will be distributed online using Google Forms. The survey link will be shared through Facebook groups, E-Mail, Viber, Telegram, direct contacts with consumers, and university students to reach supermarket shoppers and social media users aged 18-45 in Myanmar.
 	By using Descriptive statistics and Inferential Statistics, the collected survey data will be analyzed to examine the relationships between digital marketing strategies and consumer engagement. Secondary information is collected from various sources, including books, journals, research papers, previous studies, websites, theoretical history, records and literature. Furthermore, the findings of this study are limited to the supermarket retail sector in Myanmar and do not include other retail industries or international supermarket markets. Therefore, the results may not be fully generalizable beyond the defined scope of this research.

[bookmark: _Toc232509400][bookmark: _Toc232511864][bookmark: _Toc232514787]1.6	Organization of the Study 
 	In this section, the study has five chapters. Chapter one describes the introduction of the study, the rationale of the study, research objectives, research questions, scope and limitation of the study. Chapter 2 contains the importance of subject area and digital marketing theoretical concepts and principles, variables of the study, a review of three prior research, and conceptual framework construction. Chapter 3, covers research methods, research design, data collection method, ethical consideration. Chapter 4, analyses on the impact digital marketing strategies on consumer engagement of the Supermarket Retail Industry in Myanmar. Chapter 5 is the conclusion section including the research findings, suggestions, recommendations, and needs for further research. 





[bookmark: _Toc232509401][bookmark: _Toc232511865][bookmark: _Toc232514788]

CHAPTER II
[bookmark: _Toc232509402][bookmark: _Toc232511866][bookmark: _Toc232514789]LITERATURE REVIEW

 	This chapter provides the theoretical background of the study. It focuses on the key concepts and theories that support the research. The chapter includes the importance of digital marketing, related theories, consumer engagement, digital marketing strategies, previous studies, and the conceptual framework.

[bookmark: _Toc232509403][bookmark: _Toc232511867][bookmark: _Toc232514790]2.1	Introduction and Importance of the Subject Area
 	Digital marketing has become the backbone of Retail businesses as more consumers use electronic devices like phones, tablets, and laptops to buy food, services, and everyday products. That’s why most companies now focus heavily on digital marketing. In the past, traditional marketing was the main approach. Common methods in the 1950s included television, newspapers, magazines, brochures, posters, radio, and cold calling to reach large audiences. However, these methods are hard to measure and provide limited data about consumers. For example, how many people actually see an ad or decide to buy. Communication is also one-way communication, meaning consumers cannot easily measure, respond or interact. This is one of the key weaknesses of traditional marketing. The advantages of digital marketing are completely different (Kerwin, 2024).
 	As mentioned in Chapter 1 (Introduction), digital marketing offers several key advantages. It allows businesses to reach multiple target audiences at the same time, while saving time and cost, and making decisions based on data. In addition, businesses need to measure results, understand consumer behavior, listen to customer feedback, communicate effectively, and adapt their strategies when needed. For these reasons, digital marketing has become essential for all businesses, from small local companies to global brands expanding into international markets (Sharma, 2025).The integration of digital marketing strategies in Myanmar’s supermarket industry reflects a broader shift toward technology-driven retail practices. 
The new era of digital marketing is being shaped by Artificial Intelligence (AI). AI represents one of the most significant developments in digital marketing, and its rapid advancement has had a major impact on the field. In the book Marketing 7.0 (A Guide For Thinking Marketers In The Age Of AI) written by Philip Kotler, explains that mind-centric marketing in the AI era requires a deep understanding of how the human mind works, as well as the marketing strategies applied. Only through this understanding can more effective and successful business outcomes be achieved.AI tools can collect and analyze data, learn from customer behavior, and develop personalized marketing campaigns. They are also capable of performing predictive analytics, automating email marketing, operating chatbots and virtual assistants, supporting customer segmentation, and generating content.
As a result, many tasks can be completed in notably less time, with humans mainly focusing on reviewing and refining AI-generated outputs. Furthermore, AI can analyze user behavior and preferences, enabling faster and more responsive adjustments to digital marketing strategies (Kumar, 2026).Therefore, this thesis is conducted to examine how digital marketing strategies applied through digital channels, particularly Facebook, not only help build strong relationships with consumers but also contribute to the overall growth and success of the supermarket retail industry.

[bookmark: _Toc232509404][bookmark: _Toc232511868][bookmark: _Toc232514791]2.2 	Related Theoretical Concepts and Principles
The key variables in this study include Digital Marketing Strategies (such as online promotions, social content, influencer reviews, posting frequency, and consistency) and Consumer Engagement. Based on these variables, the most relevant theoretical framework is the Stimulus–Organism–Response (S-O-R) Theory. The S-O-R Theory was developed by Mehrabian and Russell in 1974. It explains that individuals respond to external environmental stimuli, which influence their internal feelings, perceptions, and decision-making processes. These internal responses ultimately shape their behavior.

(a) Stimulus (S)
 	 Stimuli refer to information and inputs from both internal and external sources that encourage individuals to take action, make decisions, or make a purchase. These stimuli influence both social and marketing environments, and can change the consumers’ socio-psychological characteristics, such as demographics, experiences, interests, and motivations. For example, in digital marketing, stimuli may include Facebook Ads, Promotion posts, Discount offers, Brand content, Influencers Reviews, Online Reviews, all of which come from external sources and influence consumers who are exposed to them.

(b) Organism (O)
 	These inputs are processed internally by consumers, where their thoughts, feelings, perceptions, and attitudes are developed. This internal processing leads to awareness and decision-making, such as increased interest in a product, increasing confidence, and a stronger intention to purchase. Consumers’ internal responses to perceived stimuli perform an important role in this stage. 

(c) Response (R)
 	The response stage refers to the actions taken by consumers after processing information, leading to their final decision-making. For example, after seeing a promotional advertisement on Facebook, consumers may like, comment, or share the post, follow the page, purchase a product, or use the brand. The S-O-R theory is widely used in various research fields, Organizational Culture and Leadership and Consumer Behavior, because it helps to understand the reasons behind a human's behavior. 
In consumer behavior research, marketers apply different types of stimuli such as product features, pricing, branding, and advertising to influence consumers. These stimuli shape consumers’ internal responses, including their attitudes, motivations, emotions, perceptions, learning, and memory, which in turn affect their actions such as purchasing, using, or communicating about a product. Therefore, the S-O-R framework helps marketers develop more effective marketing strategies and better understand consumer satisfaction and loyalty (The Stimulus-Organism-Response (S-O-R) Paradigm as a Guiding Principle in Environmental Psychology, 2023).

[bookmark: _Toc232509405][bookmark: _Toc232511869][bookmark: _Toc232514792]2.3	Consumer Engagement
 	In the retail industry, customer engagement refers to the active participation of supermarket brands in meaningful interactions with consumers throughout the customer journey, through social media platforms such as Facebook, Twitter, TikTok, and YouTube. By engaging these interactions, supermarkets can build lasting customer loyalty and create stronger emotional connections (Consumer Engagement, n.d.). Brands can communicate with consumers by sending messages that reflect the strength of the relationship between supermarkets and their customers. These messages aim to encourage consumers to shop more frequently, sign up for newsletters, or make purchases through advertisements on social media. Consumer engagement allows businesses to build strong relationships with their customers, which in turn increases customer loyalty and drives sales. They are Loyalty Programs (Rewarding customers with points, discounts, and special benefits), Social Media Interaction (surveys, polls, and social contests), User-Generated Content (own content of consumers, stories and photo contests), Community Forums and Customer Feedback.
 	Customer engagement is the essential for business success. Without customers, any business including not only the retail industry, but any business cannot survive and may eventually fail. Therefore, supermarkets in Myanmar actively compete to engage with consumers in order to improve customer satisfaction and strengthen brand loyalty. Effective customer engagement also helps brands reach the right audience and generate more positive responses through meaningful advertising. Brands can connect with both new and existing customers at every stage of the marketing funnel, from awareness and consideration to purchase and loyalty. This approach enables more personalized, one-on-one interactions and supports long-term customer relationships.
 	Brand awareness is especially important for attracting new customers. Familiarity with a supermarket brand, including its name, messaging, tone and style, values, and culture that can influence purchasing decisions. To build awareness, supermarket brands can use various channels such as television, digital advertising, audio advertising, social media campaigns, and content marketing to increase visibility and reach a wider audience. With 84% of shoppers reading online reviews on digital platforms beyond the supermarket’s own channels, it is essential for brands to engage with customers at the early stage of the customer's shopping journey.
 	Consumers are more likely to purchase products when they believe that their chosen supermarket brand is the right solution for their daily needs, such as food, household goods, and stationery. At this stage, it is important to supports a positive service experience that makes customers feel confident in their purchasing decisions. By delivering high-quality customer service and a satisfying shopping experience, supermarkets can boost customer engagement and build long-term relationships. After that, supermarket brands can build customer loyalty and retention by providing a seamless shopping experience and offering high-quality products. They can also remain top of mind for shoppers by maintaining relationships with consumers even after they have made a purchase. 
In general, it costs a supermarket brand five times more to acquire a new customer than to retain an existing one. For this reason, marketers often refer to this stage as the “engagement” or “loyalty” stage. To build long-term loyalty, it is important for supermarkets to continue engaging with their customers. Effective engagement marketing strategies, such as email campaigns, social media activities, and loyalty programs, can increase brand loyalty. The outcome of this stage is loyal, satisfied customers who become brand advocates and long-term supporters of the brand (What is customer engagement? Definition, importance, examples, n.d.).

[bookmark: _Toc232509406][bookmark: _Toc232511870][bookmark: _Toc232514793]2.4	Digital Marketing Strategies
 	A digital marketing strategy is a plan that helps increase the online presence of a supermarket business through the platforms and channels used by customers. It focuses on understanding the target audience, identifying the business’s strengths and weaknesses, analyzing competitors, and achieving specific business goals. By using customer data and insights, businesses can create more effective marketing activities, understand how audiences respond across different channels, predict customer behavior, and measure marketing performance. In addition, digital marketing strategies should be carefully planned based on the needs and objectives of the business, such as increasing customer engagement, generating more leads, or building brand awareness for supermarket brands (O'Brien, 2025).When using strategies that are suitable for the business, observing the results and determining whether there is alignment with the brand and messaging can help develop more effective strategies in the future.

[bookmark: _Toc232509407][bookmark: _Toc232511871][bookmark: _Toc232514794]2.4.1	Social Media Contents
 	Supermarket social media content refers to the various posts, videos, photos, and articles shared by supermarket brands on social media platforms such as Facebook for consumers to view while shopping. According to HubSpot, 85% of marketers consider content creation to be their biggest challenge, highlighting the important role of content marketing in digital marketing. Content marketing acts as a bridge that helps supermarket brands connect with potential customers and build trust with existing customers. Social media content is an important role in digital marketing. According to Statista, 93% of B2C brands use social media for lead generation. Therefore, supermarket brands in Myanmar’s retail sector are competing to attract consumer attention and engagement, which can help drive more customers to their supermarkets and increase sales. Supermarkets need to develop effective social media content strategies. By setting clear goals and understanding the online behavior and preferences of their target audience, supermarkets can create content that connects with consumers more effectively. Consistency is also important in building consumer trust through regular posting and maintaining a consistent brand voice (What is Social Media Content?, n.d.) The types of posts may vary depending on the nature of the Facebook platform and the specific objectives of supermarket brands such as City Mart, Capital Hypermarket, and Ocean Super Center. 
There are seven types of Social Media Contents are Product Highlight Posts (new arrivals, seasonal products, household essentials, kids’ snacks & drinks, and women’s personal care products), Seasonal Shopping Guides (Back-to-school essentials, holiday gift ideas, Ramadan and festive shopping lists), Lifestyle and Family Content (Shopping tips, home organization ideas, healthy eating content, and family-focused posts), Customer Engagement Posts (Polls and questions, consumers’ favorite products, comment-to-win contests, and share-and-tag giveaways), Membership Benefits (Loyalty point programs, exclusive member discounts, cashback offers, and corporate membership promotions), Store Opening and Event Posts (updates related to supermarket brands, new branch openings, renovation announcements, in-store events, and holiday operating hours), Corporate and Community Activities (CSR programs, donations, environmental campaigns, and employee appreciation activities). When posting social media content on a daily basis, supermarkets often share product demonstrations, attractive designs, videos, store walkthroughs, display areas, and short reels to keep consumers interested and engaged.

[bookmark: _Toc232509408][bookmark: _Toc232511872][bookmark: _Toc232514795]2.4.2	Online Promotion
Supermarket offers and discounts are an effective way to build customer loyalty, attract attention, and increase sales. These retail promotions are not just a sales strategy, but also an opportunity to grow the brand and make it more recognizable to consumers. Effective strategic promotion planning is essential for successful promotions. By using the right tools and digital technologies, supermarkets can customize campaigns, reach the right audience, and track results in real time (Padua, 2024).Supermarkets are one of the most effective places to directly interact with consumers at the point of purchase and influence their buying decisions. They can encourage higher purchase rates by offering in-store product demonstrations, promotions, and sampling, as well as through special offers and loyalty programs (Supermarket Promotions, n.d.). One of the most important factors in running a successful supermarket business is maintaining a strong brand reputation. A supermarket brand is built most effectively when customers have a positive experience and feel good about it. Therefore, in addition to regular promotions, supermarkets can offer discounts, special deals, bakery samples, or free items with grocery purchases to show value and appreciation to customers. Other promotions, such as loyalty programs, also help strengthen relationships with customers who consistently choose the supermarket. The more effectively supermarkets communicate value through promotions, the stronger their brand reputation becomes over time. Once a product is purchased with a promotion, consumers who like the product can share the Supermarket Promotion with others and are more likely to purchase it again in the future.
As a result, this type of promotion not only creates interest and engagement with the product but can also increase sales over time. In this way, even short-term or limited-time promotions can deliver long-term benefits. To achieve this, supermarkets should use a digital marketing strategy to make sure their promotions align with consumer insights before posting them on Facebook. Selecting the right products for discounts or samples can attract customer interest and help drive sales (Why Promotions are Important for a Supermarket, n.d.). The current online promotions used by supermarkets in Myanmar’s retail industry are Seasonal Promotions (Thingyan promotions, rainy season essentials, back-to-school promotions, Thadingyut gift bundles, Christmas specials, Chinese New Year promotions), Weekly Promotions and Discounts (Buy 1 Get 1 Free, weekend deals, payday promotions, flash sales, member price promotions, special holiday offers, and bulk purchase discounts), Member Promotions (Exclusive discounts for supermarket members like City Rewards, bonus points, cashback, and redeemable rewards), Online Order Promotions (Special offers for online purchases, 10–15% discounts on online orders, free delivery for purchases above 50,000 MMK, and coupon or voucher codes).

[bookmark: _Toc232509409][bookmark: _Toc232511873][bookmark: _Toc232514796]2.4.3	Influencer Review and Online Review
Purchasing decisions are often influenced by the environment, family, friends, and influencers people follow. Before choosing a supermarket brand, customers usually compare their options first. In today’s digital age, online reviews and opinions from social media influencers are becoming increasingly important. On platforms like Facebook, success is often measured through positive feedback and reviews. For supermarket brands, building trust depends not only on internal marketing but also on external reviews, which play a key role in the overall marketing process and should not be overlooked. Influencer reviews are collaborations between supermarket brands and influencers, where influencers are either sponsored or receive PR gifts to promote products. These partnerships help increase brand awareness, boost sales, and drive traffic to supermarkets. A user review, on the other hand, is feedback from a customer who has purchased a product and shares their honest opinion about the supermarket brand based on their experience.
Both types of reviews aim to share honest experiences with supermarket brands, highlight the pros and cons, and help guide future buyers. User reviews usually come from everyday shoppers, while influencer reviews often involve sponsored or gifted products. The main difference lies in audience size and reach, but both can also help show how useful the product is and how the brand is perceived( (Review (User/Influencer): Definition, Examples & Marketing Tips, 2026). User reviews are common in all types of businesses. Supermarkets use them to better understand customer experiences and improve the shopping process. By reading reviews before shopping or using supermarket services, customers can make more informed decisions. Positive recommendations from consumers can attract potential customers and encourage them to make a purchase, whether through user reviews or influencer marketing. At the same time, supermarkets can also benefit from negative reviews by learning from their mistakes and improving their services through necessary adjustments.
In addition, influencer reviews allow supermarkets to work with content creators to promote products, offers, or services, helping attract potential customers to choose their brand. According to a study by the German Association for the Digital Economy, 59% of companies surveyed in 2018 were already using influencer marketing. The opinions and recommendations of well-known influencers are especially trusted by younger audiences, who are highly active on social media platforms. For influencer marketing to be effective, successful, and authentic, it is important for companies to choose high-quality influencers. This means selecting influencers who have actually visited and experienced supermarket products or services, so they can provide reliable and genuine feedback. Otherwise, when influencers promote supermarket offers or services, it becomes a digital marketing strategy that can positively influence the community (Customer reviews vs. influencer recommendations: This is how brands celebrate the greatest successes!, 2020). Influencer and Online Reviews Used by Supermarkets are Mommy & Family Influencers (Content such as school lunch ingredients, baby and household essentials, and healthy meal preparation using supermarket products), Chef & Food Creator Collaborations (Recipes using supermarket ingredients, cooking videos featuring promotional items, and meal ideas for families), Product Review Videos (Reviews of new imported products such as rice cookers, kitchenware, and household items), Online User Reviews (Short customer reviews and ratings, Facebook review highlights, and positive consumer feedback).

[bookmark: _Toc232509410][bookmark: _Toc232511874][bookmark: _Toc232514797]2.4.4	Posting Frequency
Posting frequency refers to how often a user or brand shares content on social media, which determines how regularly followers see new posts. It is an important part of digital marketing used to improve engagement, increase reach, and grow the audience (Posting Frequency, n.d.). Regular posting is very important, as it helps maintain effective communication between supermarkets and consumers. Posting at least once a day can help keep the brand visible, stay relevant to customers, and build stronger brand awareness (Posting frequency on Facebook – a quick guide for Brands and Media, n.d.). The posting frequency of supermarket brands on social media should be set at a reasonable level for both the brand and consumers. If supermarket brands post too often or share irrelevant content, they risk annoying followers, which may lead to unfollows. 
On the other hand, if supermarkets do not post often enough, the Supermarket brand may feel distant from consumers and may not have a strong relationship, which can affect sales. Therefore, supermarkets should maintain a balanced posting frequency by sharing useful, relevant, and timely content without overwhelming brand followers. The saying “quality over quantity” is very true in this case only a few strong, engaging posts are needed to connect with consumers effectively. As a result, supermarket brands create monthly content calendars to plan what to post and when. Maintaining a consistent and well-structured posting schedule on social media is one of the most effective ways to build long-term relationships with consumers (James, 2025). City Mart posts around 1 post per day, totaling approximately 28-30 posts per month. The content mainly includes promotions, recipes, and loyalty benefits. Ocean Super Centre posts about 1-2 times per day, with around 35-45 posts per month. Their content focuses on weekly deals, fresh products, and social campaigns. Capital posts around 2 posts per day, averaging about 30 posts per month. The content includes promotions, seasonal products, and special flash sales.

[bookmark: _Toc232509411][bookmark: _Toc232511875][bookmark: _Toc232514798]2.5      Review of Empirical Studies
First, (Francis, September 2023) conducted a study on the impact of digital marketing on consumer purchasing behavior in Nigeria. The main objective of the research was to experimentally investigate how various aspects of digital marketing influence consumer purchasing decisions. The study examined the impact of four key independent variables of digital marketing: mobile marketing, content marketing, social media marketing, and email marketing on consumer purchasing behavior. The research involved a sample size of 385 participants, and data were collected systematically through a questionnaire.	
[bookmark: _Toc229583051][bookmark: _Toc229583704][bookmark: _Toc229584457][bookmark: _Toc229584756][bookmark: _Toc229585141]Regression analysis was used to analyze the data, allowing the researchers to determine the statistical significance and strength of the relationships between the independent variables and consumer purchasing behavior. The findings revealed a significant positive correlation across all four variables. Mobile marketing, content marketing, social media marketing, and email marketing were all found to significantly influence consumer purchasing behavior. This suggests that businesses in Nigeria can leverage these digital marketing strategies to effectively engage consumers and drive purchasing decisions. Overall, the study contributes to a better understanding of the effectiveness of digital marketing in emerging markets and offers practical implications for marketers seeking to optimize their digital engagement strategies.
Figure (2.1) Conceptual Framework of the Impact of Digital Marketing on Consumer Purchasing Behavior
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Source: Francis, (2023)
Secondly, (TADELE, MAY 2019) investigated the impact of digital marketing on consumer purchasing behavior in relation to Coca-Cola Ethiopia. The aim of the study was to understand how various digital marketing channels influence consumer purchasing decisions for Coca-Cola products in Addis Ababa. As illustrated in the study, Tadele’s conceptual model shows the relationship between digital marketing strategies and consumer purchasing behavior. The research adopted a quantitative approach by systematically collecting primary data from 385 Coca-Cola consumers in Addis Ababa. A structured questionnaire was used for data collection, and the responses were analyzed using SPSS, applying both descriptive and explanatory research designs.
The study categorized digital marketing into three main segments: online display advertising, social media, and branded websites. The analysis aimed to determine both the individual and combined effects of these channels on consumer purchasing behavior. The findings indicate that all three components such as online advertising, social media, and websites have significant positive effects on consumer purchasing behavior. Notably, online display advertising was found to have the strongest influence, followed by social media and websites. This suggests that Coca-Cola Ethiopia can effectively increase consumer engagement and purchasing decisions through strategic investment in these digital platforms. Overall, the study provides valuable insights into the effectiveness of specific digital marketing channels within the Ethiopian beverage market.
[bookmark: _Toc229583052][bookmark: _Toc229583705][bookmark: _Toc229584458][bookmark: _Toc229584757][bookmark: _Toc229585142]Figure (2.2) Conceptual Framework of Effect of Digital Marketing on Consumer Buying Behavior in Case of COCA-COLA Ethiopia
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Source: Tadele, (2019)
Thirdly, (Tunc, 2025) investigated the impact of digital marketing strategies on customer loyalty within the supermarket sector in Ireland. The study aimed to identify how various digital marketing practices influence customer loyalty, particularly among Generation Z individuals aged 18 to 40. It also sought to propose effective digital marketing strategies to enhance customer loyalty in this sector.
The study adopted a quantitative research approach, using online surveys and structured questionnaires for data collection. A sample of 100 Generation Z respondents in Ireland, who frequently use Instagram, Facebook, and email for shopping and brand interaction was selected. The collected data were analyzed using descriptive and inferential statistical methods, including correlation and regression analysis with the help of SPSS software.
The study examined the impact of social media marketing, mobile marketing, content marketing, and email marketing on customer loyalty. The results showed that social media marketing, mobile marketing, and email marketing have a significant positive correlation with customer loyalty. However, content marketing did not show a statistically significant relationship in this context. 
The study suggests that supermarkets should prioritize engagement strategies involving social media platforms, mobile app marketing, and email marketing. It also highlights the need to re-evaluate consumer insights to improve the effectiveness of content marketing strategies. Overall, this research provides practical guidance for Irish supermarkets to optimize their digital marketing efforts and improve customer retention.
Figure (2.3) Conceptual Framework of The Impact of Digital Marketing Strategies on Customer Loyalty: The Supermarket Sector in Ireland
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Source: Tunc, (2025)

[bookmark: _Toc229585143][bookmark: _Toc232509412][bookmark: _Toc232511876][bookmark: _Toc232514799]2.6	Conceptual Framework of the Study
Conceptual framework is a key machine in research. It is essential to bridge the gaps in the research. The conceptual framework presented here is an original compilation for this study. It includes two variables: digital marketing strategies and consumer engagement. Based on literature review and empirical studies, the following conceptual framework is developed for this study.
Figure (2.4) Conceptual Frame Work of the Study
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Source: Own Compilation, (2026)
 	This research will examine the relationship between digital marketing strategies and consumer engagement. According to the figure 2.4, there are independent variables such as social media content, online promotion, influencer/online reviews and posting frequency and dependent variables such as consumer engagement.












[bookmark: _Toc232509413][bookmark: _Toc232511877][bookmark: _Toc232514800]CHAPTER III
[bookmark: _Toc232509414][bookmark: _Toc232511878][bookmark: _Toc232514801]RESEARCH METHODOLOGY

This chapter presents the research methodology adopted to examine the relationship between digital marketing strategies and consumer engagement at Supermarket retail industry in Myanmar. It contains a quantitative research design will be used to examine the impact of Digital Marketing Strategies on consumer engagement. The methodology outlines the research design, sampling methods, and data collection procedures. It is structured to make sure that the research produces reliable, valid, and meaningful results that contribute both to academic understanding and practical applications in the supermarket retail industry.

[bookmark: _Toc229583053][bookmark: _Toc229583706][bookmark: _Toc232509415][bookmark: _Toc232511879][bookmark: _Toc232514802]3.1	Research Methods
This study uses a quantitative research method to examine the impact of digital marketing strategies on consumer engagement in Myanmar’s supermarket retail industry. A quantitative method is appropriate because it allows the collection of numerical data and the use of statistical analysis to identify relationships between variables. The study focuses on the relationship between the independent variables are Social Media Content, Online Promotions, Influencers/Online Reviews, Posting Frequency, and Consistency and the dependent variable, Consumer Engagement.
Data will be collected through structured questionnaires distributed via Google Forms. The target population includes supermarket shoppers and social media users in Myanmar, particularly individuals aged 18 to 45 who actively follow or engage with supermarket digital platforms. The collected data will be analyzed statistically to secure reliable and valid research findings that contribute to both academic understanding and practical applications in the supermarket retail industry.

[bookmark: _Toc229583054][bookmark: _Toc229583707][bookmark: _Toc232509416][bookmark: _Toc232511880][bookmark: _Toc232514803]3.2	Research Design
This study adopts a quantitative research design to systematically investigate the impact of digital marketing strategies on consumer engagement. The research design outlines the sampling techniques and data collection procedures used in the study. To determine an appropriate sample size, Cochran’s formula is applied: formula is used: 
n = 
Where:
n = sample size
Z = 1.96 (95% confidence level)
p = 0.5 (maximum variability if unknown)
e = 0.07 (7% margin of error)
Cochran’s formula,
Therefore,
n = 
= 
= 
=    196
Therefore, the required sample size is approximately 196 respondents. A stratified random sampling technique will be applied to select participants who actively engage with supermarket digital platforms. The population will be divided into age groups, such as 18–25, 26–35, and 36–45, to assure proportional representation from each category. Data will be collected through online questionnaires distributed via Google Forms. The questionnaires will be shared through Facebook groups, direct consumer networks, and university students to obtain a diverse sample representing different demographic groups and consumer engagement behaviors.

[bookmark: _Toc232509417][bookmark: _Toc232511881][bookmark: _Toc232514804]3.3 	 Data Collection Method
 	This study relies on primary data collected through a survey method using a structured questionnaire to examine the impact of digital marketing strategies on consumer engagement. The questionnaire is divided into two main sections. The first section collects demographic information, including age, gender, and frequency of supermarket visits. The second section focuses on the main study variables, including Social Media Content, Online Promotions, Influencers/Online Reviews, Posting Frequency and Consistency, and Consumer Engagement.
 	A five-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree) is used to measure respondents’ perceptions and attitudes. This scale supports quantitative analysis and enables easy comparison of responses. The questionnaire will be distributed online through Google Forms. The survey link will be shared through Facebook groups, direct consumer networks, and university students to reach supermarket shoppers and social media users aged 18–45 in Myanmar. 

[bookmark: _Toc232509418][bookmark: _Toc232511882][bookmark: _Toc232514805]3.4	Data Analysis of the Study
 	The collected survey data will be analyzed using both descriptive and inferential statistical methods to examine the impact of digital marketing strategies on consumer engagement in Myanmar’s supermarket retail industry. The data obtained from the questionnaires will first be organized, coded, and entered into the system for analysis. Statistical analyses will be conducted using IBM SPSS Statistics and Microsoft Excel to make sure accurate and reliable results. The analysis aims to identify patterns, relationships, and the overall influence of digital marketing strategies on consumer engagement.

[bookmark: _Toc232509419][bookmark: _Toc232511883][bookmark: _Toc232514806]3.4.1	Descriptive Analysis
 	Descriptive analysis will be used to summarize and present the demographic characteristics of the respondents and the main study variables. Statistical measures such as frequency, percentage, mean, and standard deviation will be applied to analyze the collected data. This analysis will help describe respondents’ opinions, perceptions, and engagement levels regarding digital marketing strategies used by supermarkets. The findings will also provide a clear understanding of the overall trends and response patterns within the study.

[bookmark: _Toc232509420][bookmark: _Toc232511884][bookmark: _Toc232514807]3.4.2	Inferential Analysis
 	Inferential analysis will be conducted to examine the correlation analysis and linear regression to determine the improve and direction of association between digital marketing strategies and consumer engagement. Correlation analysis will be used to decide the strength and direction of the relationship between the independent variables and the dependent variable. In addition, multiple regression analysis will be applied to identify the extent to which Social Media Content, Online Promotions, Influencers/Online Reviews, Posting Frequency, and Consistency influence consumer engagement. These statistical techniques will help test the research objectives and provide meaningful conclusions for the study.
[bookmark: _Toc232509421][bookmark: _Toc232511885][bookmark: _Toc232514808]CHAPTER IV
[bookmark: _Toc232509422][bookmark: _Toc232511886][bookmark: _Toc232514809]ANALYSIS AND RESULTS

This chapter expresses an analysis of the impact of digital marketing strategies on consumer engagement at Supermarket Retail Industry in Myanmar. Firstly, the chapter expresses the profile of the respondents, the mean values of each respondent, and the reliability and correlation of the variables. Moreover, multiple regression analysis on the impact of digital marketing strategies on consumer engagement in industry is presented in the second part.

[bookmark: _Toc232509423][bookmark: _Toc232511887][bookmark: _Toc232514810]4.1	Demographic Profile of Respondents
This section presents the demographic profile of the respondents. The study focuses on factors such as gender, marital status, age, education level, income level, occupation, reasons for purchasing from supermarkets, frequency of internet use, hours spent on the internet, the rate of shopping at supermarkets, and preferred methods of purchasing products from supermarkets. The survey collected data from 196 respondents. The data obtained from the respondents were analyzed using descriptive statistics and statistical data to understand the respondents' demographic characteristics and survey responses.

[bookmark: _Toc232509424][bookmark: _Toc232511888][bookmark: _Toc232514811]4.1.1	Gender
The gender distribution of the respondents presents in the following (table 4.1).
[bookmark: _Toc219464109]Table (4.1) Gender of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	86
	43.9

	Female
	76
	38.8

	Others
	34
	17.3

	Total
	196
	100


Source: Survey Data, (2026)
	According to table (4.1), it is represented that the majority of respondents in the study are male. It is presented that 43.9% of the total are male, 38.8% are female and 17.3% are others. These findings indicate a higher representation of male consumers compared to female consumers at Supermarket Retail Industry in Myanmar.
[bookmark: _Toc232509425][bookmark: _Toc232511889][bookmark: _Toc232514812]4.1.2	Age of Respondents
Respondents were categorized into three age groups: 18-25, 26-35 and 36-45. Table (4.2) presents findings of the study regarding the distribution of respondents across these age groups.
[bookmark: _Toc219464111]Table (4.2) Age of Respondents
	Age
	Frequency
	Percentage (%)

	18-25
	50
	25.5

	26-35
	98
	50.0

	36-45
	48
	24.5

	Total
	196
	100


Source: Survey Data, (2026)
The study indicates that 50 consumers, or 25.5% of the respondents, are 18 – 25 years, 98 consumers or 50.0% of the respondents are between 26 and 35 years old and 48 consumers or 24.5% of the respondents are between 36 and 45 years old. Based on the data presented in table (4.2), the majority of the digital marketing strategies that the digital marketing strategies used by the supermarket are particularly effective in attracting adult consumers. This is consistent with the supermarket's customer profile and its digital marketing approach, as well as its digital marketing approach that is aimed at adult consumers.

[bookmark: _Toc232509426][bookmark: _Toc232511890][bookmark: _Toc232514813]4.1.3	Marital Status of Respondents
In the marital status of respondents, the study includes three types of groups, such as single, married, and divorced. Table (4.3) describe the number and percentage of respondents.
Table (4.3) Marital Status of Respondents
	Marital Status
	Frequency
	Percentage (%)

	Single
	75
	38.3

	Married
	79
	40.3

	Divorced
	42
	21.4

	Total
	196
	100


Source: Survey Data, (2026)
Table (4.3) represents those 79 respondents are major part of the study. On the other hand, 40.3% of the total are married. 38.3% of 75 respondents is single and 21.4% of 42 respondents is divorced.

[bookmark: _Toc220502407][bookmark: _Toc220355487][bookmark: _Toc232509427][bookmark: _Toc232511891][bookmark: _Toc232514814]4.1.4	Education Level of Respondents
In the study, the respondents were categorized into three groups: Graduated, Post-graduate, Under-graduate. Table (4.4) depicts the results of education level of respondents for the study.
[bookmark: _Toc219464112]Table (4.2) Education Level of Respondents
	Education
	Frequency
	Percentage (%)

	Graduated
	79
	40.3

	Post-graduate
	47
	24.0

	Under-graduate
	70
	35.7

	Total
	196
	100


Source: Survey Data, (2026)
The majority of the respondents in education level of the study is Graduated, which is 79 Consumers, or 40.3% of the respondents. Meanwhile, 24.0% of the respondents is post-graduate. Moreover, 35.7% of the respondents is Under-graduate.

[bookmark: _Toc232509428][bookmark: _Toc232511892][bookmark: _Toc232514815]4.1.5	Income Level of Respondents
	For the purpose of the survey, respondents were divided into four monthly income groups: less than 300,000 MMK, 300,001–500,000 MMK, 500,001–1,000,000 MMK, and more than 1,000,000 MMK.
Table (4.5) Income Level of Respondents
	Monthly Income (Kyats)
	Frequency
	Percentage (%)

	Under 300,000
	39
	19.9

	300,001 – 500,000
	52
	26.5

	500,001 – 1,000,000
	79
	40.3

	Above 1,000,000
	42
	21.4

	Total
	196
	100


Source: Survey Data, (2026)
Table (4.5) represents those 79 respondents (40.3%) reported a monthly income ranging from 500,001 to 1,000,000 MMK. Meanwhile, 39 respondents (19.9%) earned less than 300,000 MMK, while 52 respondents (26.5%) reported earning between 300,001 and 500,000 MMK, and just 42 respondents (21.4%) earned 1,000,000 MMK or more.

[bookmark: _Toc232509429][bookmark: _Toc232511893][bookmark: _Toc232514816]4.1.6	Occupation Level of Respondents
	There are five categories to classify the types of Occupation Level. These are demonstrated as company employee, government employee, self-employee, students and others in table (4.6).
[bookmark: _Toc219464114]Table (4.3) Occupation Level of Respondents 
	Occupation
	Frequency
	Percentage (%)

	Company Employee
	49
	25.0

	Government Employee
	37
	18.9

	Self - Employee
	43
	21.9

	Students
	42
	21.4

	Others
	25
	12.8

	Total
	196
	100


Source: Survey Data, (2026)
Table (4.6) also indicates that 25% of the respondents are company employee, 18.9% of the respondents are government employee, 21.9% of the respondents are self - employee, 21.4% of the respondents are students and 12.8% of the respondents are others.

[bookmark: _Toc232509430][bookmark: _Toc232511894][bookmark: _Toc232514817]4.1.7	Reasons of Buying from Supermarket among Respondents
In the reason of buying from supermarket among respondents, the study includes two types of groups, business purpose and consumption purpose. Table (4.7) describe the number and percentage of respondents.
[bookmark: _Toc219464110]Table (4.7) Reasons of Buying from Supermarket among Respondents
	Reason for Buying
	Frequency
	Percentage (%)

	For Business
	83
	42.3

	For Consumption
	113
	57.7

	Total
	196
	100


Source: Survey Data, (2026)
In the reason of buying, 113 (57.7%) of respondents bought for their own consumption and 83 (42.3%) of the total respondents bought the products for their business sector.

[bookmark: _Toc232509431][bookmark: _Toc232511895][bookmark: _Toc232514818]4.1.8	Online Usage of Respondents
In the survey, respondents' internet usage was classified into five categories: average use, frequent use, occasional use, seldom use, and very frequent use.

Table (4.8) Online Usage of Respondents 
	Online Usage
	Frequency
	Percentage (%)

	Average Use
	33
	16.8

	Frequently
	43
	21.9

	Occasionally
	45
	23.0

	Seldom
	36
	18.4

	Very Frequently
	39
	19.9

	Total
	196
	100


Source: Survey Data, (2026)
	Table 4.8 also shows that 16.8% of the respondents are average internet usage, 21.9% are frequent internet usage, 23.0% of respondents are occasional internet usage, 18.4% reported seldom using the internet, and 19.9% of respondents are very frequent internet usage.

[bookmark: _Toc232509432][bookmark: _Toc232511896][bookmark: _Toc232514819]4.1.9	Duration of Internet Use among Respondents 
	There are five categories to classify the types of duration of internet use. These are (15 minutes to 30 minutes), (30 minutes to 1 hour), (1 hour to 3 hours), (3 hours to 6 hours) and (6 hours and above) in table (4.9).
Table (4.9) Duration of Internet Use among Respondents
	Duration of Internet usage
	Frequency
	Percentage (%)

	15 minutes to 30 minutes
	36
	18.4

	30 minutes to 1 hour
	39
	19.9

	1 hour to 3 hours
	35
	17.9

	3 hours to 6 hours
	45
	23.0

	6 hours and above
	41
	20.9

	Total
	196
	100


Source: Survey Data, (2026)
Table 4.9 shows that, among the 196 respondents, 45 (23.0%) are using the internet for 3 to 6 hours, 41 (20.9%) for 6 hours or more, 39 (19.9%) for 30 minutes to 1 hours, 36 (18.4%) for 15 minutes to 30 minutes, and 35 (17.9%) for 1 hour to 3 hour. The results indicate that respondent’s range in their duration of internet use, which may have impacts for the development and effectiveness of digital marketing strategies.

[bookmark: _Toc232509433][bookmark: _Toc232511897][bookmark: _Toc232514820]4.1.10	Frequency of Shopping of Respondents
	For the study of the survey, respondents were divided into five categories based on their frequency of shopping at supermarkets: daily, monthly, twice a month, twice a week, and weekly.
Table (4.10) Frequency of Shopping
	Frequency of Shopping
	Frequency
	Percentage (%)

	Daily
	33
	16.8

	Monthly
	24
	12.2

	Twice a month
	45
	23.0

	Twice a week
	51
	26.0

	Weekly
	43
	21.9

	Total
	196
	100


Source: Survey Data, (2026)
Table 4.10 also points out that 16.8% of the respondents shop at supermarkets daily, 12.2% shop monthly, 23.0% shop twice a month, 26.0% shop twice a week, and 21.9% shop weekly at supermarkets in Yangon.

[bookmark: _Toc232509434][bookmark: _Toc232511898][bookmark: _Toc232514821]4.1.11	Purchasing Methods from Supermarkets by Respondents
	For the study of the survey, respondents were divided into three categories based on their purchasing methods from supermarkets: digital, traditional and both.
Table (4.11) Purchasing Methods from Supermarkets by Respondents
	Purchasing Methods
	Frequency
	Percentage (%)

	Digital (online)
	70
	35.7

	Traditional
	81
	41.3

	Both
	45
	23.0

	Total
	196
	100


Source: Survey Data, (2026)
The findings also show that 35.7% of the respondents shop at supermarkets using digital (online) method, 41.3% use traditional methods, and 23.0% use both digital and traditional methods in supermarkets Yangon.

[bookmark: _Toc232509435][bookmark: _Toc232511899][bookmark: _Toc232514822]4.2	Reliability Test of the Variables
To estimate reliability, the most common method, which is called Cronbach’s Alpha. This is one of the most widely accepted measures of internal consistency. In this method, values below 0.5 are regarded as unacceptable, while those ranging from 0.5 to 0.6 are considered poor. Values between 0.6 and 0.69 are classified as questionable, while values from 0.7 to 0.79 indicate acceptable reliability. In addition, values between 0.8 and 0.89 are considered good, and values of 0.9 and above represent excellent reliability.
[bookmark: _Toc219464116]Table (4.12) Reliability Test of the Variables
	No.
	Variable
	Cronbach’s Alpha
	No. of Items

	1.
	Social Media Content
	0.808
	5

	2.
	Online Promotion
	0.860
	5

	3.
	Influencer Review
	0.813
	5

	4.
	Posting Frequency
	0.668
	5

	5.
	Consumer Engagement
	0.881
	5


Source: Survey Data, (2026)
In addition, based on the survey results in Table (4.12), the variables are Social Media Content, Online Promotion, Influencer Review and Consumer Engagement all recorded Cronbach’s Alpha values above 0.80, which indicates good reliability. Meanwhile, Posting Frequency (0.668) falls slightly below the preferred 0.70. However, it is still considered acceptable in exploratory research and within social science studies, where values above 0.60 are sometimes deemed sufficient.

[bookmark: _Toc232509436][bookmark: _Toc232511900][bookmark: _Toc232514823]4.3.	Descriptive Analysis of Digital Marketing Strategies and Consumer Engagement of Supermarket Retail Industry in Myanmar
For the descriptive analysis, the study examines two main variables: digital marketing strategies and consumer engagement. The independent variable, which is called digital marketing strategies, consists of four factors: social media content, online promotions, influencer reviews, and posting frequency. These factors are measured using a five-point Likert scale, ranging from 1 (strongly disagree) to 5 (strongly agree).
The collected data are analyzed using mean and standard deviation values. Based on the mean scores, between 1 to 3.4 is classified as strongly disagree, 3.5 to 4.4 as moderately agree, and 4.5 to 5 as strongly agree.

[bookmark: _Toc232509437][bookmark: _Toc232511901][bookmark: _Toc232514824]4.3.1	Descriptive Analysis of Social Media Content
	In this study, social media content is the most important of the digital marketing practices. The five questions are asked to customers to evaluate and assess consumer perception on supermarket retail industry in Myanmar, and scores are obtained. The mean and standard deviation values of each factor are shown in Table (4.13)
[bookmark: _Toc219464117]Table (4.13) Descriptive Analysis of Social Media Content
	No.
	Statement
	Mean
Value 
	Std. Deviation 

	1.
	Customers frequently see supermarket content on social platforms such as Facebook and Instagram.
	3.80
	.764

	2.
	Social media content encourages customers to visit supermarket.
	3.80
	.775

	3.
	Customers read blog posts, products collection, and opening hour announcement posted by supermarkets.
	3.69
	.757

	4.
	Social media content helps customers stay updated about supermarket promotions and offers.
	3.83
	.804

	5.
	Supermarket social media content is interactive and influences customers’ shopping experiences and purchasing decisions.
	3.69
	.750

	
	Total
	3.77
	


Source: Survey Data, (2026)
Table (4.13) presents the descriptive analysis of social media content as a dimension of supermarket marketing communication. The overall mean score for this dimension is 3.77, indicating that customers moderately agree that supermarket social media content is visible, informative, and has a certain influence on their shopping behavior.
In this dimension, five statements were used to assess social media content. The highest mean score (3.83) is recorded for the statement “Social media content helps customers stay updated about supermarket promotions and offers.” This suggests that customers primarily perceive social media as an important source of timely information regarding promotions and deals, highlighting its role in keeping customers well-informed.
The second highest mean scores (3.80) are observed for two statements, “Customers frequently see supermarket content on social platforms such as Facebook and Instagram” and “Social media content encourages customers to visit supermarket.” These findings indicate that supermarket content has good visibility and is effective in attracting customer attention and motivating store visits.
The moderate mean scores (3.69) are found for the statements “Customers read blog posts, products collection, and opening hour announcement posted by supermarkets” and “Social media content is interactive and influences customers’ shopping experiences and purchasing decisions.” These results suggest that while customers do engage with more detailed content and interactive features, the level of engagement is relatively lower compared to basic exposure and promotional updates.
Overall, the findings indicate that social media content plays a moderate but meaningful role in influencing customer awareness and engagement in the supermarket retail industry. While it is effective in providing updates and attracting attention, there is still potential to enhance interactivity and deeper customer engagement to further strengthen its impact on purchasing decisions.

[bookmark: _Toc232509438][bookmark: _Toc232511902][bookmark: _Toc232514825]4.3.2	Descriptive Analysis of Online Promotion
	The mean value and standard deviation of online promotion is shown in table (4.14). There are five questions to analyze the online promotion of supermarket retail industry in Myanmar.
Table (4.14) Descriptive Analysis of Online Promotion
	No.
	Statement
	Mean
Value 
	Std. Deviation 

	1.
	Customers receive information about supermarket promotions through social media platforms.
	4.04
	.790

	2.
	Promotions on social media influence the frequency of customers’ purchases.
	4.02
	.751

	3.
	Customers check promotional item lists on social media platforms before shopping.
	4.03
	.715

	4.
	Seasonal and limited-time promotions encourage customers to purchase faster.
	4.03
	.784

	5.
	Customers share supermarket promotions, products, or services through digital platforms.
	4.04
	.806

	
	Total
	4.0
	


Source: Survey Data, (2026)
Table (4.14) presents the descriptive analysis of online promotion as a dimension of supermarket marketing activities. The overall mean score of this dimension is 4.00, which indicating that customers generally agree that online promotional activities are experienced and influence their shopping behavior.
In this dimension, five statements were used to measure online promotion. The highest mean score (4.04) is recorded for two statements: “Customers receive information about supermarket promotions through social media platforms” and “Customers share supermarket promotions, products, or services through digital platforms.” This suggests that social media plays a strong role both in delivering promotional information and encouraging customers to actively share promotional content with others.
The second highest mean scores (4.03) are observed for the statements “Customers check promotional item lists on social media platforms before shopping” and “Seasonal and limited-time promotions encourage customers to purchase faster.” These findings indicate that online promotional content not only supports pre-purchase planning but also creates a sense of urgency that motivates to make purchasing decisions quickly.
Meanwhile, the lowest mean score (4.02) is found for the statement “Promotions on social media influence the frequency of customers’ purchases.” Although this still reflects a high level of agreement, it suggests that while social media promotions are effective, their direct impact on purchase frequency is slightly less strong compared to other promotional effects.
Overall, the results indicate that online promotion is a highly effective marketing tool in the supermarket retail context. Customers are strongly engaged with promotional content on social media, particularly in terms of receiving, checking, and sharing information, as well as responding to time-limited promotional offers.

[bookmark: _Toc232509439][bookmark: _Toc232511903][bookmark: _Toc232514826]4.3.3	Descriptive Analysis of Influencer Review
Influencer Review is also measured with five statements to explore the effect on consumer engagement. The numerical data, such as mean value and standard deviation, are expressed in table (4.15).
Table (4.15) Descriptive Analysis of Influencer Review
	No.
	Statement
	Mean
Value 
	Std. Deviation 

	1.
	Customers are awareness of influencers who promote supermarket products on social media.
	3.93
	.768

	2.
	Customers trust influencer reviews of supermarket.
	3.94
	.706

	3.
	Online reviews encourage customers to try new supermarket products.
	3.95
	.796

	4.
	Customers have engaged with a supermarket campaign promoted by influencers.
	3.96
	.767

	5.
	Customers are more likely to purchase products recommended by influencers or positively reviewed online.
	3.94
	.710

	
	Total
	3.94
	


Source: Survey Data, (2026)
Table (4.15) indicates the descriptive analysis of influencer review in the supermarket retail industry. The overall mean score for this dimension is 3.94, indicating that consumers moderately agree that influencer reviews influence their awareness, perceptions, and purchasing behavior.
Five statements were used to examine this dimension. The highest mean score (3.96) is recorded for the statement “Customers have engaged with a supermarket campaign promoted by influencers.” This finding suggests that influencer marketing is effective in driving customer participation in promotional campaigns, reflecting relatively strong engagement among consumers. The second highest mean score is 3.95, corresponding to the statement “Online reviews encourage customers to try new supermarket products.” This indicates that influencer reviews and online feedback is an important role in motivating customers to explore and try new supermarket products.
Several statements show similar moderate agreement levels, including “Customers are more likely to purchase products recommended by influencers or positively reviewed online” (3.94) and “Customers trust influencer reviews of supermarket” (3.94). These results suggest that trust in influencer content and its impact on purchasing decisions are present but remain at a moderate level. On the other hand, the lowest mean score (3.93) is recorded for the statement “Customers are awareness of influencers who promote supermarket products on social media.” Although this still reflects to moderate agreement, it indicates that consumer awareness of influencer marketing is slightly lower compared to other aspects of influencer review.
Overall, the findings suggest that influencer reviews play a positive but moderate role in shaping consumer awareness, engagement, and purchasing behavior in the supermarket retail industry.

[bookmark: _Toc232509440][bookmark: _Toc232511904][bookmark: _Toc232514827]4.3.4	Descriptive Analysis of Posting Frequency & Consistency
	Posting Frequency & Consistency which is influenced on consumer engagement is measured with five questions. The consumer engagement, based on these questions, is computed and explored as mean and standard deviation in table (4.16).
Table (4.16) Descriptive Analysis of Posting Frequency & Consistency
	No.
	Statement
	Mean
Value 
	Std. Deviation 

	1.
	Frequent posting increases customers awareness of supermarket offers.
	4.04
	.606

	2.
	Irregular posting reduces customers interest in supermarket social media content.
	4.17
	.657

	3.
	Consistent posting helps customers stay informed about supermarket activities.
	4.13
	.663

	4.
	Regular updates make supermarkets appear reliable and trustworthy.
	4.08
	.674

	5.
	Customers are more likely to engage with supermarkets that post consistently.
	1.96
	.678

	
	Total
	3.68
	


Source: Survey Data, (2026)
Table (4.16) presents an analysis of posting frequency and consistency in the supermarket retail industry. The overall mean score is 3.68, indicating that consumers moderately agree that consistent and frequent posting influences their awareness and engagement with supermarket social media content. Five statements were used to measure this dimension. The highest mean score (4.17) is for the statement “Irregular posting reduces customers interest in supermarket social media content.” This suggests that irregular posting has a strong negative effect, reducing the attention of users and their willingness to follow or engage with supermarket pages.
The second highest score (4.13) relates to the statement “Consistent posting helps keep customers informed about supermarket activities.” This shows that regular updates are important for keeping customers aware of promotions, offers, and other store-related activities. A slightly lower but still high score (4.08) was recorded for “Regular updates make supermarkets appear trustworthy and reliable.” This indicates that consistent posting helps build trust and strengthens the supermarket’s overall brand image. The statement “Frequent posting increases consumers’ awareness of supermarket offers” also received agreement, with a mean score of 4.04. This suggests that frequent updates help customers stay aware of discounts and promotional deals. However, the lowest mean score (1.96) was recorded for “Customers are more likely to engage with supermarkets that consistently post content.” This shows a clear disagreement, suggesting that while consistency improves awareness and trust, it does not necessarily lead to higher customer engagement.

[bookmark: _Toc232509441][bookmark: _Toc232511905][bookmark: _Toc232514828]4.3.5	Descriptive Analysis of Consumer Engagement
	The mean value and standard deviation of consumer engagement is shown in table (4.17). There are five questions to analyze consumer engagement of supermarket retail industry in Yangon.
Table (4.17) Descriptive Analysis of Consumer Engagement
	No.
	Statement
	Mean
Value 
	Std. Deviation 

	1.
	Customers actively follow supermarket brands on social media.
	4.04
	.825

	2.
	Customers engage with supermarket online promotions through social media.
	4.10
	.823

	3.
	Customers often provide feedback or reviews about supermarket service or products online.
	4.08
	.797

	4.
	Customers participate in online campaigns or contests organized by supermarket.
	4.13
	.784

	5.
	Social media interactions influence customers’ shopping decisions at supermarkets.
	3.98
	.810

	
	Total
	4.1
	


Source: Survey Data, (2026)
Based on Table (4.17), the descriptive analysis represents the level of consumer engagement in the supermarket retail industry. The total mean score is 4.10, indicating that consumers generally show a high level of engagement with supermarket brands through social media. Five statements were used to measure this dimension. The highest mean score (4.13) is recorded for the statement “Customers participate in online campaigns or contests organized by supermarkets.” This suggests that consumers are highly active in joining promotional activities, such as campaigns and contests, organized by supermarket brands.
The second highest mean score (4.10) relates to “Customers engage with supermarket online promotions through social media.” This indicates that consumers frequently interact with promotional content, showing strong responsiveness to online marketing efforts. The statement “Customers often provide feedback or reviews about supermarket service or products online” also shows a high level of agreement with a mean score of 4.08. This suggests that consumers are willing to share their opinions and experiences, contributing to online discussions and reviews.
Similarly, “Customers actively follow supermarket brands on social media” records a mean score of 4.04, indicating that many consumers actively follow supermarket pages to stay updated with content and offers. And then, the lowest mean score (3.98) is observed for “Social media interactions influence customers’ shopping decisions at supermarkets.” Although this is slightly lower than the other items, it still reflects a high level of agreement, suggesting that social media interactions do influence purchasing decisions, but to a slightly lesser extent compared to other engagement activities.
Overall, the findings indicate that consumer engagement in the supermarket retail industry is at a high level. Consumers actively interact with brands through following pages, participating in campaigns, engaging with promotions, and providing feedback, showing strong overall involvement in supermarket social media activities.

[bookmark: _Toc232509442][bookmark: _Toc232511906][bookmark: _Toc232514829][bookmark: _Toc220502421][bookmark: _Toc220355501]4.4 	Analysis on Relationship Between Digital Marketing Strategies and Consumer Engagement
In this section, it will analyze the correlation between Digital Marketing Strategies and Consumer Engagement, which are social media content, online promotion, influencer reviews and posting frequency and consistency. According to Table (4.19), correlation is a statistical method that is used to describe the degree and direction of a relationship between two or more variables.
The correlation coefficient measures the strength and direction of a linear relationship between two variables. Its value ranges from -1 to +1. A coefficient of +1 indicates a perfect positive correlation, meaning that both variables proceed in the same direction. A coefficient of -1 indicates a perfect negative correlation, meaning that the variables move in opposite directions. A coefficient of 0 indicates that there is no linear relationship between the variables. In general, the closer the coefficient is to either +1 or -1, the stronger the relationship between the variables. When all data points lie exactly on a straight line, the correlation is perfect, with a value of either +1 or -1.
[bookmark: _Toc219464125]Table (4.18) Relationship Between Digital Marketing Strategies and Consumer Engagement
	No.
	Variables
	Pearson Correlation Coefficient
	P-value

	1.
	Social Media Content
	0.843**
	<0.001

	2.
	Online Promotion
	0.853**
	<0.001

	3.
	Influencer Review
	0.849**
	<0.001

	4.
	Posting Frequency & Consistency
	0.782**
	<0.001


Source: Survey Data, (2026)
**Correlation is significant at the 0.01 level (2-tailed).
Table (4.18) presents the results of the correlation analysis performed to examine the relationships between digital marketing strategies and consumer engagement. The findings indicate that all evaluated digital marketing strategies have significant positive relationships with consumer engagement, indicating that stronger digital marketing efforts are connected to greater consumer engagement.
Social media content has a strong positive correlation with the consumer engagement (r = 0.843, p < 0.001). This indicates that higher levels of engagement with social media content are associated with increased consumer engagement.
Online Promotion also has a strong positive correlation with Consumer Engagement (r = 0.853, p < 0.001). This result indicates a statistically significant positive relationship, suggesting that stronger online promotional efforts are associated with higher levels of consumer engagement.
Influencer Marketing also shows a strong positive correlation with Consumer Engagement (r = 0.849, p < 0.001). This finding highlights the important role of influencer marketing in developing consumer engagement, suggesting that greater exposure to influencer-related content is associated with higher levels of consumer engagement.
Similarly, Posting Frequency has a strong positive correlation with Consumer Engagement (r = 0.782, p < 0.001). This indicates that more frequent social media posts are notably associated with increased consumer engagement, emphasizing the importance of maintaining a consistent posting schedule on social media platforms.
In summary, all correlations are statistically significant at the 0.01 level (2-tailed), with p-values of less than 0.001. The sample size for all correlation analyses was N = 196. These findings prove that the various digital marketing strategies examined in this study are significantly associated with consumer engagement and have an important role in increasing consumer engagement.

[bookmark: _Toc232509443][bookmark: _Toc232511907][bookmark: _Toc232514830]4.5	Multiple Regression Analysis
Multiple regression analysis was used to examine the effect of digital marketing strategies on consumer engagement in the supermarket retail industry. This statistical technique allows for the simultaneous assessment of the relationship between independent and dependent variables. Consumer engagement was used as the dependent variable, while social media content, online promotion, influencer reviews, posting frequency, and posting consistency were identified as independent variables in this study. The use of multiple regression analysis enables the identification of significant predictors of consumer engagement. The multiple regression model can be expressed as follows:
Y =  + +  +  +  +  
Were, 
Y = Consumer Engagement 
 = Constant in the regression equation
, , ,= Regression Coefficient
 = the random error
Therefore, the estimated model in this study is
Y =  +  +  +  +  + 
Were,
Y = Consumer Engagement 
 = Constant (intersection)
, ,  = Regression Coefficient
 = Social media content
 = Online promotion
 = Influencer Review
 = Posting frequency & consistency

[bookmark: _Toc220502423][bookmark: _Toc220355503][bookmark: _Toc232509444][bookmark: _Toc232511908][bookmark: _Toc232514831]4.5.1	Analysis on Digital Marketing Strategies and Consumer Engagement
Table (4.19) indicates multiple regression analysis of dependent and independent variables at Supermarket Retail Industry in Myanmar.
[bookmark: _Toc219464126]Table (4.19) Analysis on Digital Marketing Strategies and Consumer Engagement
	Model
	Unstandardized Coefficients
	Standardized Coefficient
	t
	Sig
	Collinearity Statistics

	
	B
	Std Error
	
	
	
	Tolerance
	VIF

	Constant
	-0.460
	0.178
	
	-2.590
	0.010
	
	

	Social Media Contents
	0.323
	0.071
	0.281
	4.529
	0.000
	0.006
	174.964

	Online Promotion
	0.301
	0.072
	0.279
	4.189
	0.000
	0.005
	202.935

	Influencer Review
	0.296
	0.078
	0.253
	3.792
	0.000
	0.004
	229.686

	Posting Frequency & Consistency
	0.252
	0.082
	0.163
	3.091
	0.002
	0.007
	150.285

	R Square
	0.817

	Adjusted R Square
	0.814

	F value
	213.735***

	Durbin Watson
	2.055


Source: Survey Data, (2026)
*** = Significant at 1% level, ** = Significant at 5% level, * = Significant at 10% level
P < 0.01, p < 0.10 Dependent variable: Consumer Engagement
In table (4.19), multiple regression analysis was conducted to examine the influence of digital marketing strategies, such as social media content, online promotion, influencer reviews, and posting frequency & consistency, on consumer engagement. The overall regression model was statistically significant, F (4, 191) = 213.735, p < 0.001, indicating that these digital marketing strategy variables collectively have a significant effect on consumer engagement. There are values for R square (0.817) and adjusted R square (0.814), indicating that 81.7% of the variation in consumer engagement can be showed by the four digital marketing strategy variables included in the model. The adjusted R square value of 0.814 further suggests that the model has a strong explanatory power and provides a good fit for the population.
Among the independent variables, social media content was found to be a significant positive predictor of consumer engagement (B = 0.323, β = 0.281, t = 4.529, p < 0.001). This result indicates that social media content is associated with higher levels of consumer engagement. Similarly, Online Promotion had a significant positive effect on consumer engagement (B = 0.301, β = 0.279, t = 4.189, p < 0.001), suggesting that stronger online promotional activities contribute to larger consumer engagement.
Influencer Reviews also significantly and positively influenced consumer engagement (B = 0.296, β = 0.253, t = 3.792, p < 0.001). This finding highlights the important role of influencer marketing in developing consumer engagement with supermarket brands.
Furthermore, Posting Frequency & Consistency was identified as a significant positive predictor of consumer engagement (B = 0.252, β = 0.163, t = 3.091, p = 0.002). This indicates that posting content more frequently and consistently is associated with increased consumer engagement.
However, the diagnostic statistics reveal a potential multicollinearity issue among the independent variables. The Variance Inflation Factor (VIF) values are extremely high, ranging from 150.285 to 229.686, while the Tolerance values are very low, ranging from 0.004 to 0.007. These results suggest that the predictor variables are highly correlated with one another. As a result, although the overall regression model is statistically significant, the individual regression coefficients should be interpreted with caution because it may be difficult to determine the unique contribution of each variable to consumer engagement. Finally, the Durbin–Watson statistic is 2.055, which is approximately 2. This indicates that there is no significant autocorrelation among the residuals, supporting the assumption of independent errors in the regression model.
[bookmark: _Toc232509445][bookmark: _Toc232511909][bookmark: _Toc232514832]
[bookmark: _Toc220502424][bookmark: _Toc220355504]4.6	Conceptual Framework with Statistical Results
In this study, the conceptual framework with statistical results plays as an essential function. It can provide a summary of the analysis’s final finding. To investigate the relationship between independent variables (social media content, online promotion, influencer review and posting frequency & consistency) and dependent variable (consumer engagement).
[bookmark: _Toc219928083]Figure (4.1) Conceptual Framework with Statistical Results
   Digital Marketing Strategies
Social Media Content

0.00(t=4.529)

Online Promotion
0.00(t=4.189)

0.00(t=3.792)
Consumer Engagement 

Influencer Reviews
0.02(t=3.091)

Posting Frequency & Consistency



				Significant
Source: Survey Data, (2026)
The conceptual framework of this study illustrates the hypothesized relationships between digital marketing strategies and consumer engagement. Based on the results of the multiple regression analysis, all four digital marketing strategies including social media content, online promotion, influencer reviews, and posting frequency, which demonstrate to have statistically significant positive influence on Consumer Engagement.
Specifically, social media content significantly and positively influences Consumer Engagement (p < 0.001, t = 4.529). And then, Online Promotion has a significant positive effect on consumer engagement (p < 0.001, t = 4.189). Influencer Reviews also demonstrate a significant positive impact on Consumer Engagement (p < 0.001, t = 3.792). In addition, Posting Frequency & Consistency significantly and positively affect Consumer Engagement (p = 0.002, t = 3.091). In conclusion, the findings support the hypothesis that all four digital marketing strategies positively and significantly impact consumer engagement in the supermarket retail industry. Among the predictors, social media content, online promotion, influencer reviews, and posting frequency & consistency emerged as the strongest contributors to the model.
[bookmark: _Toc232509446][bookmark: _Toc232511910][bookmark: _Toc232514833]

CHAPTER V
[bookmark: _Toc232509447][bookmark: _Toc232511911][bookmark: _Toc232514834]CONCLUSION

Based on the data from chapter three and four, this chapter highlights the findings and discussions, suggestions, recommendations, limitations and needs for further study. In the first section, findings and discussion for the impact of digital marketing strategies in enhancing consumer engagement of supermarket retail industry in Myanmar are summarized. Moreover, suggestions and recommendations for the supermarket industry provide to achieve great consumer engagement. The last section presents what further study should focus on.

[bookmark: _Toc232509448][bookmark: _Toc232511912][bookmark: _Toc232514835]5.1	Findings and Discussions
According to the demographic factors of respondents, respondent by gender, the male respondents are highest rate than others respondents. In the respondent by age group, highest range 26-35 middle age group is majority respondents who they are mature and decision level. Most of respondent are married and graduated. Most of the respondent get monthly income are 500,001-1,000,000 kyats. Respondents by occupation, the highest frequency is the company employee is most of them are for consumption for their personal matter. Another Respondents by rating online usage on any of the devices are occasionally. Respondent by Rate of duration of internet usage is (3 hour to 6 hours) It means that customer are younger generation and they are very repetitive internet use to buy for their purpose. 
The findings prove that all four digital marketing strategies have a positive influence on consumer engagement. Engaging social media content and eye-catchy visual design that encourages consumers to interact more actively with supermarket brands on digital platforms like Facebook. Online promotions also play an important role in increasing consumer engagement. Promotional campaigns, discounts, and special offers shared through digital channels help grab consumers' attention and encourage them to participate and interact with the supermarket brand. In addition, influencer reviews were found out to be an important factor in driving consumer engagement. Recommendations and reviews from influencers can increase consumers' interest in supermarket brands and encourage them to engage with online content and promotional activities. The frequency and consistency of posting also contribute positively to consumer engagement. Regular and consistent posts help maintain brand visibility, keep consumers informed, and improve the connection between consumers and the brand over time.
Overall, the results suggest that these digital marketing strategies operate in combination to improve consumer engagement. By effectively utilizing social media content, online promotions, influencer reviews, and consistent posting & frequency practices, supermarkets can build stronger relationships with their customers and increase engagement across digital platforms. As supermarkets continue to adopt and develop these digital marketing strategies, business can contribute to the growth and modernization of Myanmar's retail industry.

[bookmark: _Toc232509449][bookmark: _Toc232511913][bookmark: _Toc232514836]5.2	Suggestions and Recommendations
The purpose of this study was to examine the impact of digital marketing strategies on consumer engagement of supermarket retail industry in Myanmar. The study was focused on three major supermarkets in Myanmar Retail Industry such as City Mart Supermarket, Ocean Supercenter, and Capital Retail Myanmar. Based on the findings, valuable insights were gained regarding consumer engagement and the effectiveness of different digital marketing strategies. All of these results highlight the importance of digital marketing in influencing consumer behavior and strengthening the relationship between supermarkets and their customers. In today's digital era, technology plays a key role in shaping consumer lifestyles, education, occupation, purchasing power, relationships, strong beliefs, perceptions, and buying behavior. As a result, businesses need to understand how to effectively leverage digital technologies to strengthen their brands and remain competitive in the market.
With the rapid growth of digital marketing, consumers have become more informed and has powered when making purchasing decisions. To engage with consumers effectively, businesses are increasingly using multiple digital platforms, including Facebook, Instagram, YouTube, websites, blogs, email marketing, online advertisements, and other social media channels. These platforms allow brands to communicate directly with consumers, promote products and services, and build long-term customer relationships. Furthermore, digital technology provides businesses with opportunities to expand their market reach beyond local boundaries and compete in the global marketplace. Therefore, supermarkets in Myanmar can use digital marketing not only to improve consumer engagement but also to support business growth and expansion.
Based on the findings of this study and previous research, several recommendations can be made for supermarkets in Myanmar. First, supermarkets should focus on creating engaging, interactive, and visually appealing social media content. The use of high-quality images, videos, and storytelling can help attract consumer attention and encourage greater interaction with the brand. Second, supermarkets should upgrade their online promotional activities, particularly for the age group that represented the majority of respondents age (26-35) in this study. Promotional campaigns, special offers, and events should be created to match the interests and needs of these consumers and their families. Such targeted marketing efforts can help increase consumer engagement and strengthen customer loyalty. Third, partnering with local influencers who values align with the brand can help increase consumer trust, expand brand awareness, and reach a larger audience. Influencer recommendations can positively affect consumer perceptions and encourage engagement with supermarket brands.
 In addition, supermarkets should implement a structured content calendar to secure regular and consistent communication across all digital platforms. Consistent posting helps maintain brand visibility, keeps consumers informed, and increased brand recognition over time. Finally, supermarkets should adopt an integrated omnichannel marketing strategy to provide a seamless customer experience across multiple digital and physical touchpoints. An omnichannel approach allows businesses to better understand consumer behavior, preferences, and shopping experiences, supporting them to develop more effective marketing strategies and improve overall customer satisfaction. In conclusion, the effective implementation of digital marketing strategies can significantly enhance consumer engagement in Myanmar's supermarket retail industry. By continuously improving their digital marketing efforts, supermarkets can strengthen customer relationships, increase competitiveness, and contribute to the continued growth and modernization of the retail sector in Myanmar.

[bookmark: _Toc232509450][bookmark: _Toc232511914][bookmark: _Toc232514837]5.3	Limitations and Needs for Further Study
While this study provides valuable insights, it also has still limitations. First, a larger and more diverse sample size, collected over a longer period, could produce more reliable and generalizable results. Future studies may also explore other digital marketing factors, such as mobile app integration, email marketing, search engine optimization, mobile marketing, pay-per-click advertising, and display advertising in the retail supermarket context. It would also be useful for future research to examine the mediating role of brand trust or the moderating effect of brand image, as these factors could provide deeper insights into the consumer engagement process.
In conclusion, digital marketing strategies be a major factor in enhancing consumer engagement in Myanmar’s supermarket retail industry. By focusing on high-quality content, consistent engagement, and effective influencer partnerships, supermarkets can boost their market position and improve customer loyalty. This also highlights the importance of actively listening to consumers, understanding their needs, and developing products and services that can support their expectations and challenges in order to maintain a competitive advantage. Through continuous market research and a deeper understanding of consumer demands, supermarket businesses in Myanmar’s retail industry can develop more effective strategies. As a result, the retail industry can become more developed and better prepared for future growth in the digital era.
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This research is intended to explore “THE IMPACT OF DIGITAL MARKETING STRATEGIES ON ENHANCING CONSUMER ENGAGEMENT OF SUPERMARKET RETAIL INDUSTRY IN MYANMAR”
The survey focuses on Bachelor of Business Administration programs offered by the Centre for Professional Development. The information gathered will be used solely for academic purposes and will remain strictly confidential. Thank you for taking the time to assist.
Section A: Demographic Information
Please answer the appropriate one for all the questions by ticking (✓) in the boxes in the provided space.

What is your Gender?
☐ Male
☐ Female
☐ Others
 What age group do you fit in?
☐ 18 to 25 Years
☐ 26 to 35 Years
☐ 36 to 45 Years
What is your marital status?
☐ Single
☐ Married
☐ Divorced
What is your education level?
☐ Post-graduate
☐ Under-graduate
☐ Graduated

What is your income level?
☐ Under 300,000 kyats
☐ 300,001 - 500,000 kyats
☐ 500,001 - 1,000,000 kyats
☐ Above 1,000,000 kyats
What is your field of occupation?
☐ Student
☐ Self - Employee
☐ Government Employee
☐ Company Employee
☐ Other
Choose the reason of buying from Supermarkets (mostly)
☐ For Business
☐ For Consumption
What is rate your internet use or any of the devices like computer or a mobile phone?
☐ Seldom
☐ Occasionally
☐ Average use
☐ Frequently
☐ Very Frequently
How many hours do you usually use internet in one day?
☐ 15 min to 30
☐ 30 min to 1 hour
☐ 1 hour to 3 hours
☐ 3 hours to 6 hours
☐ 6 hours and above
How often do you shop at Supermarkets?
☐ Daily
☐ Twice a week
☐ Weekly
☐ Twice a month
☐ Monthly
In which way, mostly you buy the product of Supermarkets?
☐ Traditional
☐ Digital (Online)
☐ Both

Section B: Working Environment Variables 
Please choose your opinion on each of the following questions by using the Five Likert scales.
Please tick (✓) the answer for each of the following questions. (1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree).
	No.
	Social Media Content
	1
	2
	3
	4
	5

	1
	Customers frequently see supermarket content on social platforms such as Facebook and Instagram.
	
	
	
	
	

	2
	Social media content encourages customers to visit supermarket.
	
	
	
	
	

	3
	Customers read blog posts, products collection, and opening hour announcement posted by supermarkets.
	
	
	
	
	

	4
	Social media content helps customers stay updated about supermarket promotions and offers.
	
	
	
	
	

	5
	Supermarket social media content is interactive and influences customers’ shopping experiences and purchasing decisions.
	
	
	
	
	



	No.
	Online Promotions 
	1
	2
	3
	4
	5

	1
	Customers receive information about supermarket promotions through social media platforms.
	
	
	
	
	

	2
	Promotions on social media influence the frequency of customers’ purchases.
	
	
	
	
	

	3
	Customers check promotional item lists on social media platforms before shopping.
	
	
	
	
	

	4
	Seasonal and limited-time promotions encourage customers to purchase faster.
	
	
	
	
	

	5
	Customers share supermarket promotions, products, or services through digital platforms.
	
	
	
	
	




	No.
	Influencer/ Online Review  
	1
	2
	3
	4
	5

	1
	Customers are awareness of influencers who promote supermarket products on social media.
	
	
	
	
	

	2
	Customers trust influencer reviews of supermarket.
	
	
	
	
	

	3
	Online reviews encourage customers to try new supermarket products.
	
	
	
	
	

	4
	Customers have engaged with a supermarket campaign promoted by influencers.
	
	
	
	
	

	5
	Customers are more likely to purchase products recommended by influencers or positively reviewed online.
	
	
	
	
	



	No.
	Posting Frequency & Consistency   
	1
	2
	3
	4
	5

	1
	Frequent posting increases customers awareness of supermarket offers.
	
	
	
	
	

	2
	Irregular posting reduces customers interest in supermarket social media content.
	
	
	
	
	

	3
	Consistent posting helps customers stay informed about supermarket activities.
	
	
	
	
	

	4
	Regular updates make supermarkets appear reliable and trustworthy.
	
	
	
	
	

	5
	Customers are more likely to engage with supermarkets that post consistently.
	
	
	
	
	




Section C: Consumer Engagement  
Please tick (✓) the answer for each of the following questions.
	No.
	Consumer Engagement    
	1
	2
	3
	4
	5

	1
	Customers actively follow supermarket brands on social media.
	
	
	
	
	

	2
	Customers engage with supermarket online promotions through social media.
	
	
	
	
	

	3
	Customers often provide feedback or reviews about supermarket service or products online.
	
	
	
	
	

	4
	Customers participate in online campaigns or contests organized by supermarket.
	
	
	
	
	

	5
	Social media interactions influence customers’ shopping decisions at supermarkets.
	
	
	
	
	



First, questionnaires were collected from correspondents by Google’s form.
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	Reliability Statistics

	
	Cronbach's Alpha
	N of items

	Social Media Content
	.860
	5




	Reliability Statistics

	
	Cronbach's Alpha
	N of items

	Online Promotion
	.813
	5



	Reliability Statistics

	
	Cronbach's Alpha
	N of items

	Influencer Review
	.668
	5



	Reliability Statistics

	
	Cronbach's Alpha
	N of items

	Posting Frequency & Consistency
	.881
	5



	Reliability Statistics

	
	Cronbach's Alpha
	N of items

	Consumer Engagement
	.899
	5










Regression Analysis Result for the Impact of Digital Marketing Strategies on Consumer Engagement

	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.904a
	.817
	.814
	.28706
	.817
	213.735
	4
	191
	.000

	a. Predictors: (Constant), AVGPostingFrequency, AVGSocialMedia, AVGOnlinePromotion, AVGInfluencer

	b. Dependent Variable: : AVGConsumerEngagement




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	70.451
	4
	17.613
	213.735
	.000b

	
	Residual
	15.739
	191
	.082
	
	

	
	Total
	86.190
	195
	
	
	

	a. Dependent Variable: AVGConsumerEngagement

	b. Predictors: (Constant), AVGPostingFrequency, AVGSocialMedia, AVGOnlinePromotion, AVGInfluencer



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.460
	.178
	
	-2.590
	.010

	
	AVGSocialMedia
	.323
	.071
	.281
	4.529
	.000

	
	AVGOnlinePromotion
	.301
	.072
	.279
	4.189
	.000

	
	AVGInfluencer
	.296
	.078
	.253
	3.792
	.000

	
	AVGPostingFrequency
	.252
	.082
	.163
	3.091
	.002

	a. Dependent Variable:  AVGConsumerEngagement
nt Variable:  AVGPostingFrequency, AVGSocialMedia, AVGOnlinePromotion, AVGInfluencer







	Correlations

	
	AVGConsumerEngagement
	AVGSocial
Media
	AVGOnline
Promotion
	AVGInfluener
Review
	AVGPostingFrequeny& Consistency

	AVGConsumerEngagement
	Pearson Correlation
	1
	.843**
	.853**
	.849**
	.782**

	
	Sig. (2-tailed)
	
	.000
	.000
	.000
	.000

	
	N
	196
	196
	196
	196
	196

	AVGSocial
Media
	Pearson Correlation
	.843**
	1
	.831**
	.830**
	.734**

	
	Sig. (2-tailed)
	.000
	
	.000
	.000
	.000

	
	N
	196
	196
	196
	196
	196

	AVGOnline
Promotion
	Pearson Correlation
	.853**
	.831**
	1
	.843**
	.774**

	
	Sig. (2-tailed)
	.000
	.000
	
	.000
	.000

	
	N
	196
	196
	196
	196
	196

	AVGInfluencer
Review
	Pearson Correlation
	.849**
	.830**
	.843**
	1
	.777**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	.000

	
	N
	196
	196
	196
	196
	196

	AVGPostingFrequency & 
Consistency
	Pearson Correlation
	.782**
	.734**
	.774**
	.777**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	

	
	N
	196
	196
	196
	196
	196
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