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This study verified the applicability of Kotler"s (2017) BAR model to the
marketing practices of SMEs by using empirical data. The survey was divided into two parts: the
state of information dissemination through digital media by SME manufacturers, and the state of
e-WOM by consumers (customers). As a result, only 48.5% (967 companies) of the 1,995 responding SMEs

are using digital media to disseminate information. And only about 9% of the 2058 responding
consumers who regularly use digital media, were found to offer e-WOM. These results show that there
is room for improvement in digital marketing by SME manufacturers and e-WOM communication among
consumers.
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