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ABSTRACT 
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A study evaluates the effects social media marketing has on online grocery 
retailers operating in Bangladesh, while analyzing how it affects consumer 
awareness, engagement, and purchasing actions, and brand loyalty levels. 
Social media stands as an indispensable marketing tool for online grocery plat-
forms because Bangladesh experiences growing internet penetration and 
smartphone adoption. The research investigates social media marketing ef-
fects on consumer perception and purchasing choices and brand loyalty to 
explore their role in increasing online grocery sales in Bangladesh.  
 
The study applied a quantitative research method to gather data from 65 sur-
vey participants who evaluated consumer engagement factors related to social 
media content interaction and marketing campaign value assessment. Con-
sumer purchasing decisions heavily depend on social media marketing strate-
gies that use promotions and discounts together with engaging content. Social 
media platforms enable businesses to establish trust and brand loyalty by 
maintaining consistent emotional connections with consumers through their 
platforms. The study recommends online grocery retailers to improve content 
quality and boost customer engagement and work with influencers to achieve 
better marketing results and strengthen customer loyalty. The study delivers 
critical findings about social media marketing strategies in Bangladesh's 
emerging markets, which provide direct guidance for businesses that aim to 
enhance their online marketing results. 
 
Keywords: Social Media Marketing (SMM), Online Grocery Retailing, Con-
sumer Engagement, Brand Awareness, Brand Loyalty, Purchase Intention, 
Digital Marketing Strategies, E-commerce in Bangladesh, Online Consumer 
Behavior, Social Media Influencers. 
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1 INTRODUCTION 

1.1  Background of the research 

Many developing countries are experiencing rapid growth in internet penetra-

tion and smartphone usage. Bangladesh is no exception to that. In March 

2023, the Bangladesh Telecommunication Regulatory Commission (BTRC) 

reported 39% internet penetration and over 131 million active users (Hasan, 

2023). Aftabunnahar (2023) reported 44.70 million social media users in Bang-

ladesh in 2023, which is about 26% of the population. Bangladeshi online pur-

chasing is rising due to the rise in internet and smartphone use. Online food 

retailing is promising owing to its ease and accessibility. (Hosen et al., 2021, 

p.3798.)   

 

Social media is essential to current marketing. These platforms provide unique 

interaction, brand building, and consumer relationship management options 

(Arora et al., 2021, p.216). Online grocery shops like Chaldal.com, Shwapno, 

Agora, Meena Bazar, etc. use social media to reach a large audience. Accord-

ing to Mondal and Hasan (2023, p.123), Bangladesh's online grocery market 

is also growing because of the ease of access and convenience it provides, 

especially to the working population. Web 2.0 tools like Facebook and Insta-

gram have become a major marketing tool since they help market products to 

more people while directly interacting with the consumers (Chaffey & Ellis-

Chadwick, 2019, p.222). This is especially important for the online grocery 

stores such as Chaldal.com, Shwapno, Agora, and Meena Bazar where these 

platforms are used to make people aware of their services, their offers, and 

the brand as stated by Mondal and Hasan (2023, p.123).  

 

The online grocery marketplace in Bangladesh has become increasingly pop-

ular during recent years because it gives customers both convenience and 

various products alongside competitive prices (Mondal & Hasan, 2023, p.224). 

Digital infrastructure expansion, together with smartphone adoption and 

changing consumer shopping behaviours, has led to the thriving nature of this 
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sector. Online grocery platforms have become essential shopping tools for 

people who lead busy lives and have changed their shopping habits because 

they provide convenient experiences. (Hasan, 2020.)  

 

The online grocery store Chaldal maintains leadership status within the Bang-

ladesh market. Since its establishment in 2013, Chaldal has evolved into the 

preferred shopping choice for numerous consumers. (Mondal & Hasan, 2023, 

p.225.) Online customers can access the website and mobile app to view all 

available products, including fresh vegetables and fruits, alongside packaged 

foods, dairy products, personal care items, and household essentials (Gupta 

& Srivastava, 2021 p. 28). Chaldal delivers goods on the same day to major 

cities and accepts payments through cash on delivery and online systems. 

Regular customers can enjoy special discounts in addition to exclusive offers 

on the website (Hasan, 2020). 

 

The Bangladeshi online grocery market includes Shwapno as one of its pri-

mary participants. (Faruque & Siddiqua, 2019, p.50.) The supermarket chain 

Shwapno expanded its operation to the online market to offer customers fresh 

produce, meats, packaged goods, beverages, and health and wellness items. 

(Abir, & Tanaz, 2023) Shwapno provides users with an easy-to-use website 

and mobile application for their shopping needs and offers "Order in Bulk" as 

a feature for bulk grocery purchases. Shwapno maintains strict quality control 

systems which guarantee customers get fresh products of superior quality  

 

The Bangladesh-based company Aarong operates as a leading source of tra-

ditional handicrafts alongside its position as an established online grocery 

store within the nation (Mondal & Hasan, 2023, p.223). The grocery section at 

Aarong provides customers with organic and locally sourced products such as 

fresh vegetables, along with fruits and dairy products, and meat (Mondal & 

Hasan, 2023, p.224). Their product selection consists of sustainably obtained 

items which serve an eco-conscious consumer segment. The Aarong online 

platform delivers groceries through multiple payment options to customers 

across many locations throughout Bangladesh. (Hasan, 2020.)  
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The online grocery market has welcomed Bangla Shoppers, which established 

itself in a short time as a trustworthy grocery provider. The platform delivers 

basic household items and gourmet selections, and international food products 

to its customers. (Faruque & Siddiqua, 2019, p.50.) User experience remains 

a priority at BanglaShoppers since they provide custom recommendation ser-

vices along with fast delivery options and straightforward return policies. Sub-

scribers can benefit from a subscription feature that enables them to arrange 

recurring deliveries for their most frequently needed items. This service pro-

vides excellent convenience to busy families. (Mondal & Hasan, 2023, p.224.) 

 

The online grocery stores operating in Bangladesh provide their consumers 

with broad product selection to fulfil various customer needs.  The online stores 

provide fresh produce consisting of fruits and vegetables together with herbs 

and fresh flowers that come from reliable suppliers for quality assurance. (Abir, 

& Tanaz, 2023) Health-focused customers can find organic produce among 

the available options on certain platforms (Hossain et al., 2022, p.337). People 

can easily find dairy products including milk, along with butter, cheese, and 

yogurt at stores, which also provide plant-based milk and vegan-cheese alter-

natives. Customers can buy fresh meat products including chicken, beef, and 

mutton through various platforms which provide halal-certified products. 

(Faruque & Siddiqua, 2019, p.58.) The assortment of packaged products at 

these platforms consists of canned foods, alongside snacks, pasta and rice, 

oil and spices, together with domestic and international brand options (Abir, & 

Tanaz, 2023). The platforms provide health and personal care products includ-

ing dietary supplements alongside medicines and hygiene products and 

beauty items to offer customers all-in-one shopping convenience (Mondal & 

Hasan, 2023, p.224). 

 

Online grocery stores in Bangladesh provide delivery services for fresh pro-

duce combined with dairy products as well as snacks and household items 

(Abir, & Tanaz, 2023). Customers can choose between same-day delivery and 

scheduled delivery through the stores, which accept payment through cash on 

delivery and mobile banking platforms such as Bkash and Rocket (Bednarz & 

Orelly, 2020, p.242). Customers benefit from various offers that include 
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promotions and loyalty programs, and discounts. Customers can subscribe to 

essential goods delivery services through select platforms. (Faruque & Siddi-

qua, 2019, p.55.) Order tracking features alongside customer support through 

call centers and live chat services are available to users. The urban population 

can access convenience through home delivery from Chaldal, Shwapno, and 

Alesha Mart, which provide a broad selection of products. (Wibowo & Wiangin, 

2020, p.89.) 

 

Furthermore, with the increasing consumer inclination towards digital experi-

ence, the influence of social media in influencing purchasing behaviour has 

gained more significance. In addition to being an effective tool of communica-

tion, social media also helps in establishing trust, customer loyalty, and a feel-

ing of consumers being in a community. (Chaffey & Ellis-Chadwick, 2019, 

p.182.) This transformation leads to the research question of how these plat-

forms influence the buying behaviours, satisfaction, and loyalty of the online 

grocery customers in Bangladesh. 

1.2 Aim of the research  

The research aims to evaluate the impact of online grocery retailers’ social 

media marketing effort on consumer behaviour in Bangladesh. By examining 

consumer awareness, engagement, and perceptions of value derived from so-

cial media marketing efforts, the study seeks to understand how these factors 

influence purchasing decisions and foster brand advocacy. 

1.3 Research questions 

This research has four questions, and these includes: 

RQ1: How consumers in Bangladesh are aware of online grocery retailer’s 

social media marketing efforts, and to what extent do they engage with them? 

RQ2: What is the impact of online grocery retailer’s social media marketing on 

consumer purchasing behavior in Bangladesh? 
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RQ3: What is the perceived value and level of satisfaction derived from online 

grocery retailer’s social media marketing efforts among consumers in Bangla-

desh? 

RQ4: How does online grocery retailer’s social media marketing influence 

brand loyalty and advocacy among consumers in Bangladesh? 

1.4 Research objectives 

This research has four objectives, and these includes: 

• To evaluate the level of awareness and engagement of consumers in 

Bangladesh with online grocery retailers’ social media marketing efforts. 

• To examine the impact of online grocery retailer’s social media market-

ing on consumer purchasing behaviour in Bangladesh. 

• To identify the perceived value and level of satisfaction derived from 

online grocery retailer’s social media marketing efforts among consum-

ers in Bangladesh. 

• To explore how online grocery retailer’s social media marketing influ-

ences brand loyalty and advocacy among consumers in Bangladesh. 

1.5 Research method and way of implementation 

The research is primary research and the data that has been collected for this 

research are quantitative data. The researcher has collected numerical data 

using survey from 65 respondents. The research has employed a non-proba-

bility sampling method, specifically self-selection sampling, where participants 

will choose to participate in the survey voluntarily (Cochran, 2019, p.48). The 

survey responses were collected using Microsoft Forms. The researcher dis-

tributed the link of the survey to the Online grocery retailer’s consumers 

through social media. In the survey, the respondents were asked to rate their 

awareness, engagement, purchasing behaviour, loyalty, and advocacy on Lik-

ert scales or through multiple-choice questions. The survey questions ensured 

that they capture all stages of consumer behaviour. After collecting the data, 

the researcher employed statistical analysis on the collected data. The 
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researcher looked at the relations of variables using correlation and regression 

analysis. Moreover, the researcher used various graphs and charts to present 

the findings of the research. For the data analysis part, the researcher used 

Microsoft Excel software. The researcher used ChatGPT for brainstorming, 

proofreading, and summarizing. Grammarly and QuillBot used for grammar 

checks and paraphrasing. AI tools helped to organize ideas and improve clarity 

while ensuring the text reflects my intent. All references in the bibliography are 

authentic and properly cited. 

1.6 Thesis structure 

 

Figure 1: Thesis Structure  
 

Figure 1 shows that this thesis is structured in five chapters. In the first chapter, 

Introduction, the thesis discussed the background of the research, research 

aim, research objectives and questions, and research structure. In the second 

chapter, the thesis discussed various key concepts and theoretical frameworks 

related to the research. Moreover, this chapter also discusses various 
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empirical evidence related to this research found in the literature. In the third 

chapter, the thesis discusses the data collection process, sampling methods, 

data analysis techniques, ethical considerations etc. used in this research. In 

the fourth chapter, the thesis presents the findings from the data analysis and 

connects these findings with the research objectives. It also compares the re-

search findings with the existing literature to show any similarities or differ-

ences. In the final chapter, the thesis concludes by summarizing the research 

findings, describing limitations of the research and scope for the further re-

search. 

1.7 Personal connection 

The reason for selecting the topic “The Impact of Social Media Marketing for 

Online Grocery Retailers in Bangladesh” is that the digital marketing has be-

come crucial in the retail industry and more specifically in the emerging econ-

omy of Bangladesh. While studying at the Master’s degree in Sustainable Busi-

ness Management, I took “Sustainable Marketing Management” course that 

inspired my interest in the role of online platforms and social media in consum-

ers’ behaviour. With the advent of the internet and the increase in the use of 

social media for buying groceries online, it encourages me to identify and un-

derstand the social media strategies that can help the online grocery retailers 

in Bangladesh to attract the customers and increase their customer base. This 

topic also falls under the category of my wider research interest in sustainable 

business practices since social media marketing can help businesses to reach 

their customers at a low cost and without relying on expensive advertising. 
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2 KEY CONCEPTS AND THEORETICAL BACKGROUND OF 
SOCIAL MEDIA MARKETING 

2.1 Introduction to social media marketing 

According to Chaffey and Ellis-Chadwick (2019, p.125), Social media market-

ing is a revolutionary concept which has been accepted by many companies 

as the new way of advertising in the era of the internet. Essentially, it entails 

the use of social networking sites to market and sell products, services and 

brands and at the same time, fostering relationships with the targeted groups. 

This marketing strategy has become very popular due to its relatively low cost, 

universality and possibility of customization. (Mcdonald, 2021, p.25.) 

 

Most of the vital social media networks like Facebook, Instagram, YouTube, 

TikTok, and LinkedIn provide businesses with the resources to reach out to 

different audiences and develop content that would be relevant to such audi-

ences (Dahl, 2022, p.80). Social media marketing includes content develop-

ment, advertising, promotions, and partnership with key opinion leaders and 

targeting the audience through posts, live videos, and stories. When applied 

properly, these tools will help businesses improve brand awareness and gain 

a better online presence. (Chaffey & Ellis-Chadwick, 2019, p.118.)  

2.2 Significance of social media marketing 

Arora et al. (2021, p.216) stated that a major characteristic of social media 

marketing is the fact that it allows for the creation of dialogues between busi-

nesses and consumers. While compared to other marketing communication 

channels, social media is a real-time platform where businesses can respond 

to the feedback, concerns of their customers, and gain their trust (Mcdonald, 

2021, p.224).  

 

This direct engagement also assists in humanizing brands and hence building 

long-term relations with consumers. Also, the reviews and testimonials from 
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other users can be considered as social proof and affect the potential custom-

ers’ decision-making process. Another important parameter of social media 

marketing is the application of the high level of analytics and data processing. 

(Wibowo & Wiangin, 2020, p.89.) 

 

Social media offer parameters that can be used by the businesses such as 

engagement rate, click through rate, and demographic information (Ebrahim, 

2020, p.4). Such information helps marketers to adjust the approaches, en-

hance content, and evaluate the effectiveness of advertising (Mason et al., 

2021). For instance, monitoring consumer behavior assists organizations in 

understanding patterns and patterns of consumer behavior, estimating the de-

mand for their products and services, and offering customized solutions that 

meet consumer needs. However, social media marketing has turned out to be 

one of the most effective means of brand loyalty and advocacy. (Li et al., 2020, 

p.55.) 

 

When the business provides continuous value and stays in touch, customers 

are not only happy with the product, but they also recommend their contacts 

to use the product. Such cascades increase the impact of marketing initiatives 

and help build longevity in the process. (Wibowo and Wiangin, 2020, p.89.) 

 

Social media marketing is widely used and important in today’s business envi-

ronment as it offers affordable and specific marketing channels. Another ben-

efit is that it is able to get global coverage, yet it can be very specific in its 

tactics. Because consumers’ preferences are different across regions and cul-

tures and their behaviours are different, businesses can adapt the campaigns 

to be more effective. (Ebrahim, 2020, p.2.) 

 

In addition, social media marketing improves on the fact that through adopting 

an active profile on the social networks where consumers are most active, 

brands can increase their visibility. By using contents like short videos, in-

fographics and interactive posts, brands can grab the attention of the custom-

ers and make their brands more visible. Social media is a more interactive form 

of marketing as compared to the traditional marketing since the brands can 
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easily receive feedback from the customers and make necessary changes. 

(Arora et al., 2021, p.216.)  

 

Another feature of social media marketing is the ability to manage crisis and 

control reputation. As so, negativity travels fast on the internet, but organiza-

tions that are involved with their audience and try to solve problems as openly 

as possible can minimize the consequences and restore the trust of the buy-

ers. (Mcdonald, 2021, p.53.) Also, it can be concluded that social media is a 

good source for competitive analysis. Organizations can monitor the rivals’ 

campaigns and customer engagement, and new trends in the market to en-

hance their strategies. The information gathered from social media can help to 

increase the level of customers’ interest, increase the rate of conversion, and 

establish a brand’s credibility in the long run. (Li et al., 2020, p.53.)  

2.3 Social media marketing and brand awareness 

According to Mason et al. (2021), Brand promotion is one of the primary goals 

of social media marketing and is therefore one of the most effective means to 

reach a vast number of people. Li et al. (2020, p.54) stated that Facebook, 

Instagram, YouTube, and X are some of the social media that brands use to 

present their products or services to millions of customers. Through the gen-

eration of visually appealing content, placing advertisements, and collaborat-

ing with influencers, businesses can make themselves known to users who no 

reason would otherwise have to visit the business (Li et al., 2020, p.51). 

 

Social media marketing is an effective form of marketing because it enables 

brands to engage a lot with the audience and customers. According to Wibowo 

and Wiangin (2020, p.89), The social aspect of social media also allows busi-

ness to build better emotional association with the audience than traditional 

media, which is another way of creating a niche for the brand in the market (Li 

et al., 2020, p.51). Hashtags, brand challenges, and user-generated content 

add to brand awareness, as people repost content to their friends’ feeds. The 

greater the frequency of engaging with a brand and the more often consumers 
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come across the brand on social media, the greater the chances that consum-

ers will develop brand recall (McDonald, 2021, p.56). It results in more recog-

nition, which sets the basis for subsequent marketing and consumer relations. 

Li et al. (2020, p.52) stated that social media marketing increases brand famil-

iarity so that a brand stays in the customer’s memory as they make decisions 

about what to buy or how to engage with the brand further. 

 

Social media marketing plays a crucial role in the sphere of building up brand 

recognition in this modern world. Global social media users are estimated to 

be 5.17 billion in 2024, and each of them uses 6.7 social media platforms on 

average every month (Statista, 2024). This wide span gives brands an incred-

ible chance to target so many people. Social media advertising is equally im-

portant, as the global spending on it is expected to reach $219.8 billion in 2024. 

Mobile platforms are expected to contribute $255.8 of this total by 2028, which 

confirms the increasing focus on mobile-oriented marketing. (Statista, 2025.)  

 

The ability to use social media to establish brands is clear as 89% of the mar-

keters stated that they were able to achieve brand visibility through social me-

dia (West, 2023). This is further compounded by the fact that 86% of firms use 

user generated content (UGC) in their marketing efforts. It also promotes the 

buying decision since 60% of the consumers consider UGC as the most au-

thentic form of information (Mcdonald, 2021, p.88). The other factor that cannot 

be ignored is the consumers’ attitude on these social networks towards brands. 

A survey conducted by Statista (2021) among the US citizens showed that 

73% of the participants had a positive attitude towards the brands that partici-

pated in the social media promotions, and 26% of the participants saw memes 

and jokes that brand posted as positive. 

 

Social media marketing is an effective way of promoting brands since it pro-

vides an effective way through which businesses can reach out to the intended 

target market. As compared to other marketing communication channels, so-

cial media enables brands to communicate in the first person, answer queries, 

and even establish rapport. This in turn creates trust and brand loyalty among 
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the consumers and thus there is a high brand awareness and penetration. 

(Moedeen et al., 2023, p.80.) 

 

Another added advantage of social media marketing is that it is effective in 

viral marketing. This is because when people share content associated with a 

brand, engage in challenges, or invite their friends to participate in promotions, 

the brand’s audience grows significantly. (Atwong, 2022, p.28.) It helps in in-

creasing the brand awareness and it also has a domino effect that makes po-

tential customers to seek the brand. Also, social listening helps companies to 

monitor consumer sentiment analysis, monitor mentions, and adjust their mar-

keting strategy. (McDonald, 2021, p.57.)  

 

In addition, social media marketing enhances the aspect of decision-making 

based on data. Some of the KPIs that can be used by businesses include en-

gagement rates, impressions, as well as the conversion rates of the cam-

paigns. It helps marketers to fine-tune their approach, select the best advertis-

ing locations and tailor their content for the target audience. (Ebrahim, 2020, 

p.2.)  

 

Another good element of social media branding is the influencer marketing. 

The collaboration with industry leaders, famous people, or micro-bloggers is 

the best way for companies to use their influence to support the sales of prod-

ucts. As it has been seen that people rely more on the recommendations of 

their peers and not the advertisements, influencer collaborations can be quite 

effective. (Atwong, 2022, p.27.)  

2.4 Impact of social media marketing on purchasing intention 

Social media marketing plays a major role in the general purchasing intent 

since it dictates how consumers perceive products, brands, and services. (Ma-

son et al., 2021) If businesses can create content that is attractive to the target 

market, then the chances of the consumers giving them a second thought with 

their products are high. The social media enables brands to give detailed 
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information about their products, demonstrate the features of their products, 

and even make special offers which can make the consumers to be halfway 

through the purchase process. (Li et al., 2020, p.51.) 

 

More to the point, the live engagement with consumers allows addressing their 

concerns and questions, as well as offering relevant recommendations to 

make the process of decision-making easier. According to Wibowo and 

Wiangin (2020, p.89), Influencers and word of mouth also have a very signifi-

cant impact on the buying decision. Consumers tend to follow the recommen-

dations of other people they trust, or even complete strangers who have rec-

ommended the product, hence they will be more inclined to buy the product. 

(Moedeen et al., 2023, p.80.)  

 

Also, social media platforms give businesses information on the customers’ 

needs and wants, content to share, and timely promotions to make consumers 

more inclined to purchase. According to Li et al. (2020, p.52), Social proof, 

which is the influence of other people’s actions on consumers, targeted adver-

tisement, and customer experience, are all distinct ways in which social media 

marketing influences consumers to take an action and make a purchase. 

 

Social media marketing is now a critical element that influences the buying 

decisions of consumers. Due to the availability of social media platforms like 

Facebook, Instagram, and TikTok, it is easier for brands to get involved in the 

decision-making process of the consumers. (Atwong, 2022, p.28.)  

 

Another way through which social media has an impact on purchasing inten-

tion is through the development of parasocial relationships. These are fake 

relations where the consumer believes that they have a close relationship with 

the influencer or the brand they are following. Such interactions can lead to 

such things as developing trust and liking which in turn increase the chances 

of purchase. A study found out that the current generation cares more about 

parasocial interaction and the influencer having a personality that they like than 

truth. (Mason et al., 2021.)  
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Another reason is that UGC also has a significant impact on the purchase de-

cision of a particular product. UG is considered more credible and believable 

by the consumers as compared to the conventional advertisements. According 

to the statistics, 60% of the consumers trust UGC as the most genuine form of 

content, which affects their buying behaviour. (Atwong, 2022, p.31.)  

 

However, it is not the same for all forms of social media marketing. Its effec-

tiveness, however, depends on some cultural factors. For instance, while con-

sumers in Germany are more sceptical about the endorsements by influencers 

than consumers in India or China. Research by Statista (2022) indicated that 

48 percent of Germans are not in any way influenced by the social media per-

sonalities in their buying decisions.  

2.5 Social media marketing and brand loyalty  

According to Moedeen et al. (2023 p.80), Social media marketing is one of the 

most effective ways of building brand loyalty because it involves building last-

ing relationships between a brand and its customers. Through posts, live vid-

eos and interacting with consumers, brands can stay top of mind and relevant 

in the life of their customers (Mason et al., 2021).  

 

The use of content, special offers and loyalty programs that are posted on the 

social media platforms will help the businesses to remind the value proposition 

and get the customers to engage with the businesses more often, hence en-

hancing customer loyalty (Gupta & Srivastava, 2021 p. 28). Another factor that 

is evident in social media and which helps in the creation of brand loyalty is 

the community nature of social media. Those brands that engage their follow-

ers in a conversation, promote user-generated content, or give their target 

market a sense of community tend to gain the loyalty of their audience in the 

long run. (Moedeen et al., 2023, p.80.) 

 

Social media also enables brands to engage their customers by answering 

their queries, replying to the feedback given and even showing appreciation to 
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the followers, this helps to build trust between the brand and the audience. 

(Wibowo & Wiangin, 2020, p.89.) In addition, social media can be used to keep 

the brands relevant through continuous updates, and promotions, and the fact 

that customers can be engaged personally. When the value is provided sys-

tematically and attention is paid to customers, the consumers are retained as 

brand-loyal customers, thus; there are repeat purchases and referrals. 

(Ebrahim, 2020, p.3.) 

 

Social media marketing plays a significant role in brand management since it 

helps to develop customer loyalty. It has been established that one of the key 

roles of social media is to help create an emotional bond between the brand 

and its consumers (Gupta & Srivastava, 2021 p. 28). This builds credibility and 

makes customers become familiar with the company hence making them have 

strong relationships with the company when they are consistently delivering 

valuable and engaging content (Moedeen et al., 2023, p.80). 

 

Another aspect of social media marketing that has to do with brand loyalty is 

personalization. (Moedeen et al., 2023, p.80.) Social networks help brands to 

track and monitor the customers’ behaviour and tendencies, as a result of 

which brands can adjust their messages. The use of data analytics will enable 

the brands to provide recommendations, ads, and promotions that will be ap-

pealing to the customers and hence improve their satisfaction levels. This level 

of personalization makes customers to feel that they are important hence in-

creasing their chances of sticking to the brand. (Ebrahim, 2020, p.3.)  

 

Also, social media marketing is an effective tool for word of mouth which is one 

of the most powerful tools of brand building. The perceived value of a brand 

will influence customers’ willingness to recommend the brand to their online 

friends. The previous customers’ feedback, recommendations or comments 

have an impact on the potential customers and establish the credibility of the 

product. (Wibowo & Wiangin, 2020, p.89.) Besides, social media influencer 

marketing also enhances brand loyalty as it involves endorsement from influ-

ential individuals in the particular industry or famous social media personali-

ties. 
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Another factor that should always be observed to ensure that customers are 

retained is consistency in the organisation’s communication and branding. This 

is because when brands are equally active in the various social media plat-

forms, they build a consistent brand image, and this makes it easier for the 

customers to identify them. When the social media strategy is properly laid out 

with a focus on the aspects of engagement, responsiveness, and relevance, it 

will create long-term brand loyalty and customer relationships. (Kotler & Arm-

strong, 2018, p.129.)  

 

2.6 Theoretical frameworks in consumer behaviour 

2.6.1 Buyer's readiness stages 

Figure 2 shows The Buyer’s Readiness Stages model that is used to describe 

how consumers move from the state of awareness of a product right up to the 

point of purchase and afterwards (Kotler & Armstrong, 2018, p.129). This 

model outlines a series of steps that consumers typically follow when making 

a purchase decision, and social media marketing plays a crucial role at each 

stage: 

 

Figure 2: Buyer's readiness stages (Kotler & Armstrong, 2018, p.128) 
 

Awareness: The first-time consumers encounter a brand, or product is 

through exposure through social media networks. Ads that can inform the con-

sumer of the benefit, feature or promotion of a particular product can be very 

effective. (Kotler & Armstrong, 2018, p.129.)  
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Knowledge: At this stage, consumers try to get as much information about the 

brand as possible. People’s comments, videos, and detailed posts on social 

media assist in giving more information about the product.  

Liking: Brand awareness becomes salient among consumers, and they start 

to have positive attitude towards the brand. Likes, comments, and shares, 

which users have with posts, positively affect perceptions of social media. 

(Cateora, 2022, p.78.)  

Preference: The consumer starts to develop a perceived value for the brand 

over other brands because of the interaction and satisfaction that comes with 

consuming social media content branded by the brand (Kotler & Armstrong, 

2018, p.128).  

Conviction: The consumer is persuaded that the brand has value and is pre-

pared to make a purchase. Social media marketing can be very effective at 

this stage by either providing incentives or by using the click here button.  

Purchase: The final stage is the consumer purchase decision. Social media 

can also offer reasons to purchase such as through use of promotions or cou-

pon codes that have limited time (Cateora, 2022, p.78). It also helps explain 

the different phases that social media marketing can impact on ranging from 

the awareness stage to the purchase stage (Kotler & Armstrong, 2018, p.128). 

 

In terms of sustainable marketing, brands must practice ethical marketing with 

environmental and social responsibility across all Buyer’s Readiness Stages. 

In the awareness stage, for example, brands can use social media to promote 

sustainable product features, ethical sourcing, and eco-friendly benefits (Sheth 

and Parvatiyar, 2021, p.152). At the knowledge and like stages, consumers 

are informed about the brand’s sustainability efforts and ethical values and 

build a positive image of the brand. Transparency in their operations and pro-

motion of fair-trade practices can build trust with brands at the preference and 

conviction stages. Sustainable marketing finally focuses on long-term environ-

mental and societal impacts to promote conscious consumer purchases. 

(Amoako et al., 2020, p.315.) 
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2.6.2 AIDA model 

According to Cateora (2022, p 122), the AIDA model is one of the most im-

portant models in the traditional marketing communication model since it offers 

directions to marketers with the aim of persuading potential consumers into 

real consumers. Figure 3 shows All the steps in the AIDA model that are es-

sential in taking the consumers through the funnel to the purchase stage, and 

social media marketing creates an appropriate platform for this model. 

 

 

Figure 3: AIDA model (Cateora, 2022, p.88) 
 

Attention: The first stage emphasizes the fact that it has to grab the attention 

of the consumer. On social media this is accomplished by arresting content 

such as ads, videos, as well as posts that encourage a lot of interaction from 

the target audience (Cateora, 2022, p.124). Social media channels such as 

Instagram, Facebook, and even TikTok present brands with the chance to be 

prominent with visually orientated content. Targeted ads guarantee that the 

message gets to the right people hence the high propensity to attract attention. 

(Dahl, 2022, p.88.) 

Interest: Brands once they have gained attention must work on creating inter-

est by offering relevant content. This can be informative posts, product demon-

strations, product reviews, or a sneak peek into the process that responds to 

consumer inquiries.  Posts that are informative or entertaining, such as tutorials 

or competitions, keep the consumers interested and actively participating. (Ko-

tler & Armstrong, 2018, p.129.)  
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Desire: This stage aims to translate interest into desire through action by emo-

tions. Social media enables brands to present their products as part of an ideal 

life, through word-of-mouth by using influencers, recommendations and spe-

cial offers. Temporary offers, or the ability to see the product before others can, 

can create both the need and the want for the product. (Dahl, 2022, p.88.) 

Action: Last, but not least, the goal is to prompt the consumer into doing 

something, including buying a product. Social networks contain obvious call to 

actions such as “Buy Now” or “Shop Today”. There are some examples of call 

to actions, where offering a discount or free shipping can help with conver-

sions, or retargeting ads which can help remind a consumer who has already 

shown interest in a product but has not purchased it yet. By these stages, so-

cial media marketing gets the consumers to a higher level of engagement and 

action, thus increasing conversion rates.(Chaffey & Ellis-Chadwick, 2019, 

p.99.) 

2.7  Social media marketing in Bangladesh 

According to Hafez (2021, p.1355), Social media marketing continues to be 

recognized as a crucial avenue for influencing consumer behaviour in Bangla-

desh given the rise of internet usage and an upsurge in the usage of 

smartphones. This kind of change in the communication process has revolu-

tionized the interaction between business and the consumers and thus pre-

sents new prospects for business consumer contact and marketing. (Hafez, 

2021, p.1357.)  

 

Bangladesh has also experienced a steep increase in internet usage, and the 

number of people using social media is over 44 million in 2023 (Aftabunnahar, 

2023). Consequently, companies are using social media platforms like Face-

book, Instagram, and YouTube to reach the consumer. Salam and Mahmudul 

(2019, p.12) have mentioned that the business of Bangladesh is using the so-

cial media platforms to engage with the consumers and to gain their loyalty 

through developing the brand content, providing the offers, and using the 
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social media personalities. It has reinvented the consumer buying process, 

with many consumers running to social networks to seek recommendations, 

read reviews, or compare products before making a purchase. (Hassan, 2023.) 

The tremendous opportunity that social media provides for consumers to inter-

act and give feedback has resulted in an empowered, knowledgeable, and ac-

tive consumer (Ongare, 2022, p.255). 

 

Some previous research in the context of Bangladesh has shown the signifi-

cance of social media marketing in changing consumer attitude and behaviour. 

Bednarz and Orelly (2020, p.237) have found that the SM Marketing initiatives 

make the audience more aware of the brands, let them have more favourable 

perceptions of brands, and finally, make them more inclined to buy these 

brands. Social media as an application of new media is characterized by its 

two-way communication, and this makes the consumer feel closer to the 

brand, as argued by Khan and Abir (2022, p.222) 

 

The opportunity to directly communicate with consumers, answer questions 

and concerns contributes towards gaining trust which is a major factor influ-

encing the consumer buying behaviour in Bangladesh’s evolving e-commerce 

sector (Hafez, 2022). 

 

Furthermore, the present literature has analysed the position of social media 

influencers. In Bangladesh, people give high importance to social relationships 

and peer pressure, so influencers occupy a special place in consumers’ minds 

(Mondal & Hasan, 2023, p.182). Globalization has also indicated that consum-

ers are more inclined to the recommendations made by locally based influenc-

ers than the advertisements (Hafez, 2022). This is often described as influ-

encer marketing and has received a fair amount of attention in Bangladesh’s 

social media. Through their real and easily identifiable content, influencers can 

act as a reference for their followers, in the sense of giving recommendations 

of products or presenting products in use. (Mondal & Hasan, 2023, p.135.) 

 

Social media marketing can create a very strong and positive emotional con-

nection with consumers, but it also has its issues (Kotler & Armstrong, 2018, 



25 
 

 

p.129). The digital divide is one of the biggest challenges that affect social 

media marketing in Bangladesh. However, the results show that, as the num-

ber of Internet users increases, many people, especially in rural areas, still 

encounter problems with the use of the Internet. As noted by Ongare (2022, 

p.255), this digital divide reduces the effectiveness of social media marketing 

communications, especially for organisations that seek to market their prod-

ucts to the rural populace. Also, the cut across digital literacy that is observed 

in the population implies that the consumers are not well aligned in how they 

may interact with social media marketing. (Khan & Abir, 2022, p.223.) 

 

Social media marketing can create a very strong and positive emotional con-

nection with consumers, but it also has its issues. The digital divide is one of 

the biggest challenges that affect social media marketing in Bangladesh. How-

ever, the results show that, as the number of Internet users increases, many 

people, especially in rural areas, still encounter problems with the use of the 

Internet. This digital divide reduces the effectiveness of social media marketing 

communications, especially for organisations that seek to market their prod-

ucts to the rural populace. Also, the cut across digital literacy that is observed 

in the population implies that the consumers are not well aligned in how they 

may interact with social media marketing. (Ongare, 2022, p.255.)  

 

Another key challenge is the seemingly increasing problem of customer pri-

vacy and protection of their information. Following marketing advancements in 

Bangladesh and the use of customer information by companies for advertising, 

privacy and data misuse issues have arisen. Ebrahim (2020, p.1) suggests 

that consumers are getting more conscious of how their data is collected and 

used by businesses. While social media enables the communication of tailored 

messages and ads to the public, the perceived risk of the disclosure of infor-

mation online can make some consumers avoid. Brands. This challenge is 

made worse by the fact that Bangladesh has no rigid laws protecting data, and 

such laxity can greatly affect the levels of trust between businesses and con-

sumers. (Khan & Abir, 2022, p.223.)  

 



26 
 

 

The impact of culture on social media marketing is also considered for Bang-

ladesh to be rather significant. The society in Bangladesh is highly collectivist, 

and therefore, the word-of-mouth that is received from the family members, 

friends, and other members of the society is highly influential to the consumers 

(Aftabunnahar, 2023). Social media has expanded this dimension of consumer 

behaviour due to the availability of tools to enable consumers to report their 

experiences with certain products or services. Salam and Mahmudul (2019, 

p.21) note that Bangladeshi consumers are more likely to be impacted by word 

of mouth and peer review on the social media platform, hence changing their 

purchase behaviour. This peer influence is especially common when choosing 

groceries to order online because the recommendation of friends or other us-

ers of social networks increases the reliability of a brand. (Hafez, 2022.) 

2.8  Disadvantages of social media marketing 

According to Aftabunnahar (2023), the main disadvantage of social media mar-

keting involves receiving adverse customer feedback. Any unhappy customer 

can instantly express their complaints through open social platforms, and 

these complaints often escalate quickly unless properly addressed (Khan & 

Abir, 2022, p.223). Businesses must dedicate substantial resources to cus-

tomer service and reputation management after one negative post or viral 

complaint damages their brand reputation. Social media criticism and trolling 

present two major issues because they damage brand image and pull attention 

away from core corporate messaging. (Cateora, 2022, p.18.)  

 

High competition exists as a major disadvantage. Businesses that want to 

reach customers through social media face a growing challenge of standing 

apart from their competition, which has reached millions of companies (Berndt 

et al., 2023, p.82). Businesses need to spend considerable time and financial 

resources alongside manpower to develop content that attracts users yet the 

outcome remains uncertain. Facebook and Instagram algorithm updates make 

the situation worse because brands face restricted organic reach, which forces 
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them to invest in paid ads that might deliver unsatisfactory returns on invest-

ment. (Ongare, 2022, p.255.)  

 

According to McDonald, (2021, p.87) the main obstacle is the substantial 

amount of time and resources needed to achieve results. Effective social me-

dia marketing strategies need continuous content development alongside 

management work and performance measurement to succeed (Berndt et al., 

2023, p.85). A large amount of social media activity proves too challenging for 

small companies that possess minimal staff and limited resources (Ebrahim, 

2020, p.15). 

2.9  Ethical aspect of social media marketing 

Social media marketing generates ethical dilemmas that primarily affect user 

privacy. Social media platforms have generated an abundance of personal 

data that businesses can use to gain useful consumer information (McDonald, 

2021, p.87). The access to personal information creates problems with data 

misuse because companies might exploit this data through targeted advertis-

ing without consent thus violating privacy rights (Atwong, 2022, p.27). 

 

The practice of presenting false information in advertising creates an ethical 

concern. Businesses use deceptive marketing methods along with exagger-

ated claims to draw customers through tactics that confuse genuine marketing 

with manipulation (Gupta & Srivastava, 2021 p. 28). Companies use false en-

dorsements while presenting products through misleading methods that affect 

consumer perception (McDonald, 2021, p.87). 

 

The common use of influencer marketing creates ethical problems that affect 

consumers. The failure of influencers to disclose their payment for product pro-

motions results in unclear transparency, which misleads their followers (Gupta 

& Srivastava, 2021 p. 28). When consumers are presented with misleading 

information, they may believe that products receive genuine endorsements in-

stead of financial payments (McDonald, 2021, p.87). 
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2.10 Conceptual framework 

 
Figure 4: Social media marketing funnel  
 

Figure 4 shows the Social Media Marketing Impact Funnel that has been made 

by the author of this paper. This framework explains how social media market-

ing affects the consumer at different stages beginning with awareness. Cus-

tomers are involved in social media through social networks such as Insta-

gram, Twitter, and Facebook so that they are informed of the brands’ products 

or services. Since the target consumers have gained brand awareness, their 

purchasing decision is supported by content, reviews, and promotions. After a 

purchase has been made, customers are encouraged to post on social media 

platforms hence becoming loyal customers to a particular brand. This results 

in what can be referred to as an improved consumer interaction in which the 

consumer actively contributes to the conversation, shares his or her experi-

ence, and advocates for the brand, thus creating brand equity. 
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3 RESEARCH METHODOLOGY 

In this chapter, it discussed the various research philosophies, research meth-

ods, and research approach used in this research. Moreover, it discussed the 

various sampling methods, data collection, and data analysis methods used in 

this research. 

3.1  Research philosophy 

3.1.1 Ontological stance 

For this research, the researcher has adopted a Realism ontological stance. 

According to Lebow (2024, p.215), Realism, as an ontological position, pre-

supposes that there is an actual world out there that is waiting to be discov-

ered. This approach presumes that social reality – that includes consumers’ 

behaviour and effects of social media marketing – is tangible and quantifiable 

irrespective of perceptions or cultural differences (Devi, 2017, p.55).  

 

As for this study, realism is suitable because it is concerned with the actual 

effect of social media marketing on consumers in Bangladesh. It recognizes 

that there are facts out there like marketing activities and consumers’ re-

sponses; the research seeks to find out how these facts are related. Realism 

enables the study of how social media marketing affects consumers’ buying 

behaviour and attitudes toward the brand as well as their level of engagement 

by analysing the data and the outcomes associated with them. It assists the 

researcher to stay neutral in the assessment of the impact of marketing activ-

ities on customer response. 

3.1.2  Epistemological stance 

For this research, the researcher has adopted a Positivism epistemological 

stance. 
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According to Park et al. (2020, p.693), Positivism as an epistemological view 

focuses on the data obtained through experience that are measurable and 

have empirical characteristics. This philosophy assumes that knowledge is 

based on experience, which is measurable and quantifiable. Among these, 

positivism is selected because its approach of gathering the numerical data is 

well-suited to the study’s objectives of analysing the effects of social media 

marketing in Bangladesh. (Nachmias et al., 2022. p.50)  

 

Following a positivist paradigm, the study aims at finding out the relationships 

between social media marketing strategies and consumers’ responses includ-

ing buying behaviours and brand loyalty. Positivism favors quantitative re-

search techniques to conduct survey research and analyze data to arrive at 

findings that are representative of the population. This stance makes sure that 

the research stays empirical, thus it provides a clear, non-partisan view of the 

research questions. 

3.2  Research approach 

For this research, the adopted research approach is Inductive. 

 

Inductive reasoning is a process of reasoning that starts from the specific data 

and tries to arrive at a general conclusion. Inductive approach is useful in this 

research because the study is designed to identify how social media marketing 

affects consumer behaviour in Bangladesh with minimal prior assumptions. It 

involves the use of questionnaires, interviews, observations and other related 

techniques to gather information and analyse it to come up with theories that 

explain the facts gathered. It also means that there is the freedom to perhaps 

look at areas that are not covered or only partially covered in the literature in 

consumer behaviour. (Devi, 2017, p.34.) 
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3.3  Research method & strategy 

For this research, the used research method is primary research. 

According to Kruger and Mitchell (2022, p.78), Primary research involves a 

direct gathering of information from sources such as consumers by question-

naires, interviews or observation. Primary research has the advantage of fo-

cusing on a target sample that will provide fresh, relevant, and objective data 

for the study to provide a precise identification of consumer interactions with 

social media marketing (Nachmias et al., 2022, p.78).  

 

In this research, a quantitative research strategy is used.  

Quantitative research is defined by gathering, analysing and reporting numer-

ical data with a view of establishing relationships (Nachmias et al., 2022, p.79). 

This strategy is suitable for this research because the goal of the research is 

to quantify the effect of social media marketing on consumer behaviour. The 

survey with the structured questions revealed the number of consumers’ re-

sponses which helped in defining some variables, including awareness, en-

gagement, purchasing behaviour, and brand loyalty. In the quantitative ap-

proach, the findings generalized to the larger population and thus the results 

are more robust. (Kruger and Mitchell,2022, p.54.) 

3.4  Data collection, sampling and analysis techniques 

The researchers collected numerical data using a survey from 65 respondents.  

To select the sample, the researcher used a non-probability sampling method, 

specifically self-selection sampling, where participants were chosen to partici-

pate in the survey voluntarily (Cochran, 2019, p.48). The survey responses 

were collected using Microsoft Forms. The researcher distributed the survey 

link to the Online grocery retailer’s consumers through social media platforms 

such as Facebook, Instagram & WhatsApp. The survey was started February 

25 and ended on March 18 of 2025.  In the survey, the respondents were asked 

to rate their awareness, engagement, purchasing behaviour, loyalty, and ad-

vocacy on Likert scales or through multiple-choice questions and open-ended 

questions. The survey questions ensured that they capture all stages of 
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consumer behaviour. After collecting the data, the researcher employed sta-

tistical analysis on the collected data. The researcher used descriptive statis-

tics and & regression analysis. Moreover, the researcher used various graphs 

and charts to present the findings of the research. For the data analysis part, 

the researcher used Microsoft Excel software. 

 

The researcher followed various ethical concerns while doing the research. 

These includes: 

 

• Informed Consent: Participants were fully informed about the study's 

purpose and provided their voluntary consent before participating. 

• Confidentiality and Anonymity: Personal information and responses 

were kept confidential and anonymous to protect participants' privacy. 

• Right to Withdraw: Participants had the right to withdraw from the 

study at any point without any negative consequences. 

• Data Protection: All collected data was securely stored and handled in 

compliance with data protection regulations. 

• Non-Coercion: Participation was voluntary with no pressure or coer-

cion to complete the survey or answer specific questions. 
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4 RESULTS AND ANALYSIS 

4.1 Results 

The following is a summary of the responses found from the survey of 65 re-

spondents:  

 

Table 1: Summary of the survey responses 

Question Description Result 

Q1: Age of Re-

spondents 

Distribution of respond-

ents based on age 

groups. 

18-24: 9% 

25-34: 79% 

35-44: 11% 

45-54: 1% 

55+: 9% 

Q2: Gender of Re-

spondents 

Gender distribution of 

respondents. 

62% male, 30% female, and 

8% preferred not to specify.  

Q3: Education 

Level of Respond-

ents 

Categorization of re-

spondents by educa-

tional qualification. 

47% undergraduate, 45% 

postgraduate, 2% high 

school, and 6% other quali-

fications. 

Q4: Frequency of 

Social Media Us-

age 

Frequency of social me-

dia usage by respond-

ents. 

38% always, 33% often, 

26% sometimes, 3% rarely, 

0% never.  

Q5: Social Media 

Platform Usage 

Most commonly used 

social media platforms 

for following grocery re-

tailers. 

50% use Facebook, 23% 

use YouTube, 19% use In-

stagram, 2% X and 6% oth-

ers 

Q6: Social Media 

Engagement 

Frequency of engage-

ment with online gro-

cery retailers on social 

media. 

41% always, 23% often, 

20% sometimes, 11% 

rarely, 5% never.  
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Q7: Social Media 

Content Engage-

ment 

Types of social media 

content that engage re-

spondents. 

Discounts and offers (30%), 

product promotions (23%), 

customer reviews/testimoni-

als (17%) 

 recipes (16%), brand chal-

lenges/contests (14%). 

Q8: Social Media 

Promotion Prefer-

ences 

Social media promo-

tions that most influ-

ence purchase deci-

sions. 

Discounts and offers (38%), 

free delivery promotions 

(23%), new product an-

nouncements (22%), 

 influencer collaborations 

(9%) and limited-time sales 

(8%). 

Q9: Content Prefer-

ences 

Types of content that 

are considered most 

valuable by respond-

ents. 

Product information (35%), 

customer engage-

ment/community-building 

(27%), promotion and dis-

counts (24%), educational 

content (14%). 

Q10: Effectiveness 

of Social Media 

Marketing Tactics 

Effectiveness of various 

social media marketing 

tactics. 

Product tutorials (30%), 

customer reviews/testimoni-

als (26%), interactive posts 

(17%), contests (14%), in-

fluencer collaborations 

(13%). 

Q11: Awareness of 

Online Grocery Re-

tailers 

Awareness of online 

grocery retailers 

through social media 

marketing. 

Strongly Disagree: 1 

Disagree: 6 

Neutral: 17 

Agree: 31 

Strongly Agree:10 

Q12: Feeling of 

Connection with 

Retailers 

Connection felt by con-

sumers with retailers 

Strongly Disagree: 1 

Disagree: 6 

Neutral: 17 
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after engaging with so-

cial media content. 

Agree: 31 

Strongly Agree: 10 

Q13: Impact of So-

cial Media Advertis-

ing on Purchasing 

Influence of social me-

dia advertising on pur-

chasing decisions. 

Strongly Disagree: 0 

Disagree: 4 

Neutral: 23 

Agree: 34 

Strongly Agree: 4 

Q14: Satisfaction 

with Content Qual-

ity 

Satisfaction level with 

the quality of content 

from online grocery re-

tailers. 

Strongly Disagree: 2 

Disagree: 6 

Neutral: 18 

Agree: 33 

Strongly Agree: 6 

Q15: Usefulness of 

Social Media Con-

tent 

Perceived usefulness 

of social media content 

in decision making. 

Strongly Disagree: 1 

Disagree: 9 

Neutral: 24 

Agree: 28 

Strongly Agree: 3 

Q16: Trust After En-

gaging on social 

media 

Trust in online grocery 

retailers after engaging 

on social media. 

Strongly Disagree: 1 

Disagree: 5 

Neutral:23 

Agree: 32 

Strongly Agree: 4 

Q17: Recommen-

dations for Improv-

ing Social Media 

Marketing 

Suggestions from re-

spondents on enhanc-

ing social media strate-

gies. 

Offering exclusive discounts 

and promotions (29%), cre-

ating educational content 

(24%), increasing engage-

ment to build stronger con-

nections with the audience 

(22%), collaborating with in-

fluencers to expand reach 

(14%), and sharing behind-

the-scenes content for au-

thenticity (11%). 
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Now, in this part, the study has discussed the results of the survey using graph-

ical representation and statistical analyses: 

 

 

Figure 5: Age of the respondents 

 

Figure 5 shows that in the survey, the majority of respondents (79%) fall within 

the 25-34 age group. The 35-44 age group accounts for 11%, while 9% are in 

the 18-24 age range. Minimal responses came from the 45-55 and 55+ cate-

gories, with 1% and 0% respectively. 

 

 

Figure 6: Gender of the respondents 
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Figure 6 shows that in the survey, the majority of the respondents are male, 

representing 62% of the total respondents. Female respondents make up 30% 

of the sample, while a smaller portion, 8%, chose Not to Prefer to Say regard-

ing their gender. This suggests that the sample is predominantly male, with a 

smaller representation of female respondents and a small portion of respond-

ents who preferred not to disclose their gender. 

 

 

Figure 7: Education level of the respondents 
 

Figure 7 shows that in the survey, the responses were categorized by educa-

tional level. The largest portion, 47%, represents undergraduate education. 

Postgraduate education follows with 45%. High school education comprises 

2%, and others make up 6% of the responses. This chart shows the distribution 

of respondents based on their educational qualifications. 
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Figure 8: Frequency of social media usage of the respondents 
 

Figure 8 shows that in the survey on social media usage, 38% of respondents 

(25 people) reported using social media always. 33% (21 people) use it often, 

while 26% (17 people) use it sometimes. Only 3% (2 people) rarely use it, and 

another 0% (0 people) never use social media. The total number of respond-

ents is 65. 

 

 

Figure 9: Social media platform usage of the respondents 
 

Figure 9 shows the usage of social media platforms to follow online grocery 

retailers in Bangladesh. The most popular platform is Facebook, with around 

50% of the respondents. Instagram follows with around 19% of the 
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respondents, and YouTube follows 23% of the respondents. Twitter and Oth-

ers have minimal usage, with very few respondents using these platforms. 

 
 

 
Figure 10: Social media engagement of the respondents 
 

Figure 10 shows that In the survey on social media engagement with online 

grocery retailers, the majority of respondents (41%) reported always engaging 

with social media content from these retailers. A smaller proportion (23%) en-

gage often, while 20% engage sometimes, and 11% engage rarely. Only 5% 

of respondents engage never. This indicates that most participants engage 

frequently with content from online grocery retailers on social media. 

 

Figure 11: Social media content engagement of the respondents 
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Figure 11 shows that the most engaged content types from online grocery re-

tailers on social media are discounts and offers, which have the highest en-

gagement, with nearly 30% of respondents showing interest. Product promo-

tions follow closely, with about 23% of respondents engaging with them. Rec-

ipes or meal suggestions and customer reviews and testimonials also have 

moderate engagement, while brand challenges or contests receive the least 

engagement from respondents. 

 

 

Figure 12: Social media promotion preferences of the respondents 

 

Figure 12 shows that discounts and offers are the most influential social media 

promotions, with 38% respondents indicating this influences their purchase de-

cisions. Free delivery promotions follow with 23% of respondents. New product 

announcements have a moderate influence, with 22 % of respondents. Influ-

encer collaborations and limited-time sales have the least impact, with 9% and 

8% of respondents, respectively. 
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Figure 13: Content preferences of the respondents 
 

Figure 13 reveals that Product Information is the most valuable type of content 

in the social media marketing of online grocery retailers, with 35% of respond-

ents selecting this option. Customer engagement and community-building con-

tent follows closely with 27%. Educational content, such as cooking tips, is 

valued by 14% of respondents, while promotion and discounts hold with 24% 

of respondents considering it most valuable. 

 

Figure 14: Effectiveness of social media marketing tactics 
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Figure 14 shows the effectiveness of social media marketing tactics according 

to the survey respondents. The survey results highlight that product tutorials 

or demonstrations are the most effective social media marketing tactic for en-

couraging engagement with online grocery retailers, with over 20 respondents 

indicating their high effectiveness. This is followed by customer reviews and 

testimonials, which also play a significant role in driving engagement. Interac-

tive posts such as polls and quizzes are moderately effective, with a decent 

number of respondents finding them engaging. On the other hand, contests or 

giveaways and influencer collaborations appear to be less effective in prompt-

ing user interaction, with relatively fewer respondents finding them impactful. 

 

Figure 15: Statement 1 (Awareness of online grocery retailers) 
 

The survey question asked participants whether they were aware of online 

grocery retailers in Bangladesh through their social media marketing. In Figure 

15, results indicate a strong awareness among respondents, with 31 people 

agreeing and 10 strongly agreeing that they are aware of these retailers due 

to social media marketing. While 17 respondents remained neutral, 6 partici-

pants disagreed, and only 1 strongly disagreed. These results suggest that 

social media marketing plays a significant role in raising awareness about 

online grocery retailers, with the majority of participants acknowledging its ef-

fectiveness in promoting these businesses to the public. For statistical analy-

sis, the responses were numerically coded using a scale from 1 (Strongly 
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Disagree) to 5 (Strongly Agree), allowing for a quantifiable representation of 

participants' awareness of online grocery retailers in Bangladesh through so-

cial media marketing. 

 

 

Figure 16: Descriptive statistics 1 
 

Figure 16 shows the descriptive statistics derived from the responses to the 

question regarding awareness of online grocery retailers in Bangladesh 

through their social media marketing. The average score of 3.66 demonstrates 

that participants have a moderate level of positive awareness regarding online 

grocery retailers discovered through social media marketing. The distribution 

of responses shows that most participants (mode and median at 4) agreed with 

the statement on the scale, thus confirming the positive response. The 0.91 

standard deviation indicates a moderate distribution of responses because 

most participants agreed but some responses showed deviation. The survey 

results spanned from 1 to 5 on the scale, which demonstrates that participants 

displayed both strong disagreement and strong agreement. The -0.57-skew-

ness value shows that more respondents tend to agree with the statement 

(selecting higher scale points). The kurtosis value of 0.21 indicates a distribu-

tion that is fairly normal with a slight peak occurring near the centre. Most sur-

vey participants are aware of online grocery retailers in Bangladesh through 
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social media marketing because they show agreement toward this method of 

promotion. 

 

 

Figure 17: Statement 2 (Connected feeling with online grocery retailers) 
 

The survey question asked participants whether they feel more connected to 

an online grocery retailer after interacting with its social media content. The 

responses in Figure 17 show that 34 participants and 6 strongly agreed, indi-

cating that social media engagement fosters a sense of connection with these 

retailers. Meanwhile, 18 respondents remained neutral, suggesting they may 

not have formed strong opinions. Only 6 participants disagreed, and 1 strongly 

disagreed. Overall, the results suggest that social media content plays a posi-

tive role in building relationships between consumers and online grocery re-

tailers in Bangladesh, enhancing customer engagement and brand connec-

tion. 

A regression analysis has been done to evaluates how "Connection" (feeling 

more connected to an online grocery retailer after social media content inter-

action) relates to "Awareness" (the level of online grocery retailer awareness 

in Bangladesh through social media marketing). The dependent variable is 

"Feeling of Connection", which measures the extent to which respondents feel 
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more connected to an online grocery retailer after interacting with their social 

media content. This is rated on a scale from 1 (Strongly Disagree) to 5 

(Strongly Agree). The independent variable is "Awareness", which measures 

how aware respondents are of online grocery retailers in Bangladesh through 

their social media marketing efforts. This is also rated on a scale from 1 

(Strongly Disagree) to 5 (Strongly Agree). 

 

 

Figure 18: Regression Analysis 1 (Connection-Awareness Regression) 
 

In Figure 18, it shows that the relationship between social media marketing 

awareness of online grocery retailers and customer connection demonstrates 

a moderate positive correlation with a Multiple R value of 0.629152. The R 

Square value of 0.395832 demonstrates that awareness levels account for 

39.6% of the variation observed in connection feelings. Other elements be-

sides awareness contribute to the development of connection, even though 

awareness remains a crucial factor. 

 

The model demonstrates moderate explanatory power according to the ad-

justed R Square value of 0.386242 which accounts for the variable number. 

The Standard Error value of 0.709922 demonstrates that predictions contain a 

small degree of error. 
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The ANOVA results demonstrate statistical significance of the regression 

model through an F-value of 41.27566 and a p-value of 1.99E-08 that falls 

below the 0.05 threshold, thus showing that awareness as an independent 

variable strongly impacts connection as the dependent variable. 

The baseline connection between respondents and online grocery retailers re-

mains at 1.245296 even when their awareness score stands at zero. Each unit 

increase in awareness leads to a 0.674 increase in connection based on the X 

Variable 1 (Awareness) coefficient. 

 

Social media marketing of online grocery retailers creates a statistically signif-

icant strong impact on consumer connection with these retailers. The findings 

indicate that online grocery retailers should consider social media marketing 

to enhance customer awareness because it creates stronger emotional bonds. 

Retailers should direct their efforts toward strengthening their social media 

platforms because higher awareness through social media leads to better cus-

tomer connections, which results in increased loyalty and trust and better re-

tention rates. This outcome demonstrates that social media functions as an 

essential instrument which enables both brand visibility expansion and con-

sumer relationship development. 

 

 

Figure 19: Statement 3 (Impact of social media advertisement on purchasing 
decision) 
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The survey question asked participants whether social media posts or adver-

tisements from online grocery retailers make them more likely to purchase from 

those retailers over others. In Figure 19, the results show that a significant 

number of respondents (34) agreed, and 4 strongly agreed, indicating that so-

cial media marketing positively influences their purchasing decisions. Mean-

while, 23 participants remained neutral, suggesting uncertainty or a balanced 

view. Only 4 respondents disagreed, and none strongly disagreed. These find-

ings suggest that social media content plays an important role in shaping con-

sumer preferences and can be an effective tool for online grocery retailers to 

attract and retain customers. 

 

A regression analysis has been conducted to examine the impact of consumer 

engagement with social media content on the likelihood of purchasing from 

online grocery retailers, using Likert scale ratings for both variables. 

The dependent variable in this regression is "Likelihood to Purchase", which 

measures how social media posts or advertisements from online grocery re-

tailers influence the likelihood of a consumer purchasing from them over other 

retailers. Respondents rate their agreement on a Likert scale from 1 (Strongly 

Disagree) to 5 (Strongly Agree). 

 

The independent variable is "Engagement", which refers to how often respond-

ents engage with social media content from online grocery retailers. This vari-

able is also rated on a Likert scale, ranging from 1 (Never) to 5 (Always). It 

measures the frequency of consumer interaction with social media posts or 

advertisements by the retailer. 
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Figure 20: Regression Analysis 2 (Engagement to Likelihood to purchase) 
 

From the regression output, the Multiple R of 0.346 indicates a moderate cor-

relation between engagement and the likelihood of purchasing from online gro-

cery retailers based on their social media posts. R Square of 0.119746406 

means that about 11.97% of the variance in the likelihood to purchase is ex-

plained by engagement with social media content. This suggests that while 

engagement plays a role, other factors are also influencing purchasing deci-

sions. Adjusted R Square of 0.105774126 accounts for the number of predic-

tors and shows a slight decrease, further confirming that the model has limited 

explanatory power, with only a small portion of the variation being explained 

by engagement. The p-value of 0.004749 is below the threshold of 0.05, indi-

cating that the regression model is statistically significant, and engagement is 

a significant predictor of purchase likelihood. The coefficient for the independ-

ent variable X Variable 1 is 0.239030023, suggesting that for each unit in-

crease in engagement (from Never to Always), the likelihood of purchasing 

from online grocery retailers increases by approximately 0.24. This is a mod-

erate effect. 

 

This analysis demonstrates that consumer purchase decisions heavily depend 

on their social media engagement. Social media engagement with online gro-

cery retailers' content produces a 0.239 positive impact on consumer purchas-

ing decisions between these retailers and others. The R-squared value shows 

low explanatory power regarding purchasing behavior yet engagement stands 
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as an essential variable. The research indicates that online grocery retailers 

should concentrate on enhancing social media content engagement because 

this action leads to greater purchase conversion rates. Retailers should allo-

cate investments to develop engagement-promoting strategies, including in-

teractive content and promotional activities, and regular social media updates. 

While engagement explains 12% of the variation in purchasing behavior, re-

tailers need to examine additional factors, including product quality, pricing, 

and customer service to maximize their impact on purchasing decisions. The 

key factor of engagement needs a holistic marketing approach which com-

bines multiple strategies to build consumer loyalty and boost sales. 

 

Figure 21: Statement 4 (Satisfaction with the quality of contents) 
 

The survey question asked participants whether they are satisfied with the 

quality of content provided by online grocery retailers on social media. The 

results in figure 21 show that 33 respondents agreed, and 6 strongly agreed, 

indicating general satisfaction with the quality of content. Meanwhile, 18 par-

ticipants were neutral, suggesting no strong opinion either way. Only 6 re-

spondents disagreed, and 2 strongly disagreed, indicating a smaller portion of 

the sample was dissatisfied with the content quality. These findings suggest 

that, overall, the majority of participants are satisfied with the social media con-

tent provided by online grocery retailers. 
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For statistical analysis, the responses were numerically coded using a scale 

from 1 (Strongly Disagree) to 5 (Strongly Agree), allowing for a quantifiable 

representation of participants' satisfaction with the quality of content provided 

by online grocery retailers on social media. 

 

 

Figure 22: Descriptive Statistics 2 
 

Figure 22 shows the descriptive statistics derived from the responses to the 

question regarding the participants’ satisfaction with the quality of content pro-

vided by online grocery retailers on social media. The mean of 2.92 suggests 

that, on average, respondents are slightly dissatisfied or neutral about the 

quality of content. The median and mode are both 3, indicating that the most 

common response is neutral, reinforcing the idea that many respondents are 

neither highly satisfied nor dissatisfied with the content quality. 

 

The standard deviation of 1.02 indicates a moderate variation in the re-

sponses, suggesting that while some respondents are satisfied with the con-

tent, others feel less satisfied, reflecting a spread of opinions across the scale. 

The skewness of -0.21 suggests a slight negative skew, meaning that there 

are slightly more respondents who rated the content at the lower end of the 

scale, indicating a tendency toward dissatisfaction. 
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The kurtosis value of -0.29 indicates a relatively flat distribution, meaning that 

the responses are spread out without extreme values or outliers. The range of 

4, with values spanning from 1 to 5, reflects the full spectrum of responses 

from strongly disagreeing to strongly agreeing, showing that respondents have 

a diverse range of opinions. 

 

In summary, the data indicates that the majority of respondents have a neutral 

or slightly dissatisfied view regarding the quality of content provided by online 

grocery retailers on social media. The relatively flat distribution and moderate 

variation suggest that online grocery retailers could consider improving the 

quality of their social media content to enhance customer satisfaction. 

 

 

Figure 23: Statement 5 (Usefulness of social media content) 
 

The survey question asked participants whether they feel that the social media 

content from online grocery retailers provides useful information for making 

purchase decisions. The results in Figure 23 show that 28 respondents 

agreed, and 3 strongly agreed, indicating that a majority believe the content 

helps make purchasing decisions. Meanwhile, 24 participants were neutral, 

suggesting uncertainty or no strong opinion on the usefulness of the infor-

mation. Only 9 respondents disagreed, and 1 strongly disagreed, indicating a 
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small portion of the sample who felt the content was not useful. Overall, the 

results suggest that social media content plays a significant role in informing 

purchase decisions. 

 

A regression analysis has been conducted to examine the relationship be-

tween consumers' perceived usefulness of social media content and their 

sense of connection with online grocery retailers.  

 

The dependent variable in this regression analysis is "Usefulness of Social 

Media Content" from online grocery retailers. These variables measure 

whether respondents believe that the social media content from these retailers 

provides them with useful information to make purchase decisions. It is rated 

on a Likert scale from 1 (Strongly Disagree) to 5 (Strongly Agree).  

 

The independent variable is "Connection", which refers to how connected re-

spondents feel to an online grocery retailer after interacting with their social 

media content. This variable is also rated on a Likert scale from 1 (Strongly 

Disagree) to 5 (Strongly Agree), measuring the emotional or cognitive connec-

tion formed through interactions with the retailer’s social media content. 

 

 
 

Figure 24: Regression Analysis 3 (Connection-Usefulness Regression) 
 

In Figure 24, the Multiple R of 0.475 indicates a moderate positive correlation 

between the two variables, suggesting that a stronger connection with online 
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grocery retailers’ social media content is associated with a higher perception 

of the content’s usefulness. R Square of 0.226 indicates that 22.6% of the var-

iability in the perception of content usefulness is explained by the strength of 

connection with the retailer’s social media content. While this is a moderate 

effect, it suggests that other factors are also influencing consumers’ perception 

of usefulness. 

 

Adjusted R Square of 0.2138 further refines the R Square by accounting for 

the number of predictors in the model. The relatively small change indicates 

that the model fits moderately well. The p-value for X Variable 1 (Connection) 

is 6.24E-05, which is well below the 0.05 threshold, indicating that the relation-

ship between connection and usefulness is statistically significant. This sug-

gests that connection with the retailer’s social media content has a meaningful 

impact on how useful consumers perceive that content to be. The coefficient 

for X Variable 1 is 0.470766129, meaning that for each unit increase in the 

strength of connection, the perceived usefulness of the social media content 

increases by approximately 0.47. This further reinforces the idea that fostering 

a deeper connection with customers through engaging social media content 

can improve their perception of the content's usefulness. 

 

Social media connections between consumers and online grocery retailers di-

rectly influence consumer perception of content usefulness for purchase deci-

sions. The discovery about consumer-brand connection through social media 

platforms provides significant guidance for online grocery retailers when de-

signing their social media strategies. Retailers need to develop content which 

strengthens emotional bonds and cognitive relationships with their audience. 

The combination of engaging content with informative and personalized ele-

ments would build stronger brand connections with consumers while enhanc-

ing content value which leads to better purchase decisions. A 22.6% variation 

in content usefulness exists because of connection so retailers must dedicate 

resources to enhance their social media presence through interactive posts 

and exclusive content and responsive engagement. The approach will boost 

customer satisfaction while potentially driving up conversion rates because 
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customers view content as more beneficial when they feel connected to the 

brand. 

 

 

Figure 25: Statement 6 (Trust after engaging on social media) 
 

The survey question asked participants whether they trust online grocery re-

tailers more after engaging with them on social media. In Figure 25, the results 

show that 32 respondents agreed, and 4 strongly agreed, indicating a positive 

correlation between social media engagement and trust in these retailers. 

Meanwhile, 23 participants were neutral, suggesting no strong opinion. Only 5 

respondents disagreed, and 1 strongly disagreed, indicating that a small por-

tion of the sample did not feel more trusting after engaging on social media. 

Overall, the results suggest that social media interaction plays a role in building 

trust with online grocery retailers. 

 

A regression analysis has been conducted to examine the relationship be-

tween consumer trust in online grocery retailers and their satisfaction with the 

quality of social media content. The dependent variable in this regression is 

"Trust" in online grocery retailers, which measures whether respondents trust 

these retailers more after engaging with them on social media. The trust level 
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is rated on a Likert scale from 1 (Strongly Disagree) to 5 (Strongly Agree). This 

variable assesses how social media interactions influence consumers' trust in 

online grocery retailers. 

 

The independent variable is "Satisfaction", which refers to how satisfied re-

spondents are with the quality of content provided by online grocery retailers 

on social media, such as product details, videos, etc. This variable is also rated 

on a Likert scale from 1 (Strongly Disagree) to 5 (Strongly Agree). Satisfaction 

measures the perceived value and quality of the content from the perspective 

of the consumer. 

 

 

Figure 26: Regression Analysis 4 (Trust-Satisfaction Regression) 
 

The regression output in Figure 26 reveals that the Multiple R value is 

0.616194, indicating a moderate positive correlation between satisfaction with 

social media content and trust in the retailer. The R Square value of 0.379695 

suggests that about 37.97% of the variation in trust is explained by satisfaction 

with social media content, which is a relatively strong relationship. The Ad-

justed R Square of 0.369849 further refines this by accounting for the number 

of predictors, still indicating a meaningful connection between satisfaction and 

trust. The p-value for the independent variable is 4.65E-08, which is signifi-

cantly less than the threshold of 0.05, indicating that the relationship between 

satisfaction and trust is statistically significant. 
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The coefficient for the independent variable X Variable 1 (Satisfaction) is 

0.541298, suggesting that for each unit increase in satisfaction with social me-

dia content, trust in the online grocery retailer increases by approximately 0.54. 

This highlights a moderate but impactful influence of content satisfaction on 

trust. 

 

Consumer trust in online grocery retailers depends heavily on the satisfaction 

consumers experience from the quality of social media content. Higher con-

sumer satisfaction with content leads to increased trust in the retailer according 

to the positive relationship between these variables. The discovery holds sig-

nificant value for companies that operate their grocery businesses online. So-

cial media content of high quality and engagement combined with information 

quality leads consumers to trust brands more, which results in better purchas-

ing decisions and brand loyalty. Retailers need to deliver valuable content 

through their platforms by presenting complete product details and interactive 

videos, and promotional offers that fulfil consumer requirements. The combi-

nation of enhanced satisfaction and improved customer trust in the brand re-

sults in better retention rates and increased sales. 

 

 

Figure 27: Recommendations of the respondents to enhance social media 

marketing strategies. 
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Figure 27 shows multiple recommendations on which online grocery retailers 

in Bangladesh should use to enhance their social media marketing strategies. 

29% of survey participants recommended that online grocery retailers should 

provide exclusive discounts and promotions as their main recommendation. 

The survey data shows that 24% of respondents chose educational content as 

their second preferred recommendation for retailers to post on social media 

platforms. The third most popular response emerged with 22% of participants 

who advocated for retailers to develop deeper connections with their audience 

through increased engagement. The survey results showed that 14% of re-

spondents recommended retailers to work with influencers because this ap-

proach could help retailers expand their audience reach. The survey results 

showed that 11% of participants wanted retailers to share behind-the-scenes 

content as a way to display authentic and transparent content. The research 

indicates that social media marketing strategies will benefit from combining 

promotional activities with educational content and audience engagement 

while working with influencers. 

 

The survey question was: "What improvements would you suggest for online 

grocery retailers in Bangladesh to enhance their social media marketing ef-

forts?" The responses were analyzed through thematic analysis, where recur-

ring suggestions were grouped into themes like "Engaging Content," "Cus-

tomer Engagement," and "Promotions & Discounts." These themes were pri-

oritized based on frequency, highlighting key areas for improvement, such as 

interactive content and customer-focused strategies. 

 

Table 2: Thematic Analysis 

Theme Frequency Description 

Engaging  

Content 

13 Use of short videos, educational content, 

polls, quizzes, interactive posts. 

Influencer  

Collaborations 

8 Partnering with influencers, micro-influenc-

ers, and community building. 

Customer  

Engagement 

12 Responding to comments, using chatbots, 

engaging through giveaways and Q&A. 
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Promotions  

& Discounts 

11 Offering promotions, discounts, and exclu-

sive deals to attract customers. 

Customer  

Satisfaction 

7 Focusing on product quality, authenticity, and 

customer feedback. 

Content  

Localization 

5 Creating content relevant to local culture, 

preferences, and events. 

Transparency  

& Trust 

6 Building trust with transparent information 

and responsible sourcing practices. 

Mobile  

Optimization 

3 Ensuring all content and website links are op-

timized for mobile users. 

Data-Driven 

Strategies 

4 Tracking social media performance, using 

data for targeting and refinement. 

Sustainability & 

Ethical Sourcing 

2 Promoting eco-friendly packaging, organic 

products, and responsible sourcing. 

Customer  

Support 

4 Ensuring fast and efficient customer support 

via social media channels. 

Visual  

Appeal 

3 Investing in high-quality visuals, showcasing 

fresh products and easy-to-use service. 

 

The analysis of survey data shows online grocery retailers in Bangladesh need 

to focus on improving their social media marketing through specific areas. The 

recommendation for engaging content appears most often with 13 mentions. 

Survey participants stressed that businesses must produce interactive educa-

tional content that includes short videos and educational material and polls and 

quizzes and engaging social media posts. Social media channels require con-

stant activity and engagement from retailers to attract consumer attention. 

 

The theme of customer engagement proved essential for the study because it 

was mentioned twelve times. Online grocery retailers should respond to cus-

tomer comments while using chatbots for immediate customer service and run-

ning contests alongside Q&A sessions to engage their audience. The need to 

establish better customer relationships emerges from maintaining regular com-

munication and prompt responses. 
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The theme of promotions and discounts appeared 11 times throughout the 

data analysis. Customers responded positively to exclusive deals combined 

with discounts and promotional offers as an effective method to attract and 

maintain their business. Retailers should use promotional offers as a way to 

drive customer purchases while strengthening customer loyalty. 

 

Online grocery retailers should consider working with influencers and estab-

lishing collaborations because these strategies emerged eight times in the 

analysis (8 mentions). The expansion of their reach and credibility toward spe-

cific audiences would be possible through these measures. 

 

The analysis revealed new themes, which included customer satisfaction 

alongside transparency, mobile optimization and data-driven strategies, 

demonstrating that online grocery retailers must focus on customer needs, mo-

bile accessibility, and analytics-based marketing strategy development. Social 

media marketing effectiveness can be substantially improved through a com-

bination of audience engagement strategies and high-quality content distribu-

tion and promotional campaigns. 

4.2 Analysis 

The first objective of the research is to evaluate the level of awareness and 

engagement of consumers in Bangladesh with online grocery retailer’s social 

media marketing efforts. The findings indicate that most survey participants 

are aware of online grocery retailers in Bangladesh through social media mar-

keting because they show agreement toward this method of promotion. Social 

media marketing of online grocery retailers creates a statistically significant 

strong impact on consumer connection with these retailers. The findings indi-

cate that online grocery retailers should consider social media marketing to 

enhance customer awareness because it creates stronger emotional bonds. 
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The study results confirm previous studies about how social media marketing 

affects consumer awareness and engagement within the Bangladesh market. 

Survey data shows that participants have a moderate understanding of how 

online grocery retailers use social media marketing since the average score 

reached 3.66 and skewness showed a value of -0.57. Social media marketing 

creates better brand visibility while positively shaping consumer perceptions 

according to Bednarz & Orelly (2020, p.230). The strong interest in discounts 

and promotional offers demonstrates how promotional tactics shape consumer 

behavior (Salam & Mahmudul, 2019, p.12). The data showing 41% of respond-

ents always interact with social media content validates previous research 

which demonstrates interactive marketing builds consumer trust and loyalty 

(Hafez, 2022). Research by Khan and Abir (2022, p.222) supports the findings 

that awareness positively correlates with consumer connection at a moderate 

level (R = 0.629). The R Square value of 39.6% demonstrates that consumer 

connection depends on more than just awareness but also other variables 

which raise concerns about digital literacy gaps and privacy issues (Ebrahim, 

2020, p.1). 

 

The second objective of this research is to examine the impact of online gro-

cery retailer’s social media marketing on consumer purchasing behavior in 

Bangladesh. The research shows that consumer purchasing behavior in Bang-

ladesh is influenced by social media marketing from online grocery retailers. 

Engagement with social media content has a moderate positive impact on pur-

chase likelihood, with a coefficient of 0.239, suggesting that increased engage-

ment increases the likelihood of purchasing. However, engagement explains 

only 12% of the variation in purchasing decisions. Additionally, the emotional 

connection with social media content enhances consumers' perception of con-

tent usefulness, accounting for 22.6% of the variance. These findings empha-

size the importance of creating engaging, informative content to foster stronger 

consumer-brand connections and improve purchase conversion rates. 

 

The research findings about consumer participation in online grocery social 

media marketing in Bangladesh matches existing studies on how social media 

influences consumer actions. The data indicates that consumers in 
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Bangladesh actively engage with discount promotions and offers because so-

cial media platforms effectively deliver attractive deals and product information 

according to Li et al. (2020, p.52) and Hafez (2021, p.1353). The study con-

firms the importance of influencer marketing as a vital marketing tool in Bang-

ladesh despite its lower engagement levels as noted in Mondal & Hasan (2023, 

p.223) and Hafez (2022). The research confirms Mason et al.'s (2021) findings 

about brand-consumer emotional bonds through social media since it shows a 

moderate link between social engagement and purchase intentions. The study 

faces challenges from the digital divide together with privacy issues according 

to Khan & Abir (2022, p.222) and Ongare (2022, p.255) because the rural pop-

ulation encounters difficulties in maximizing social media marketing benefits. 

The survey reveals the essential role of word-of-mouth in Bangladesh’s collec-

tivist society (Aftabunnahar, 2023) because peer recommendations and re-

views strongly affect purchasing choices. 

 

The third objective of this research is to identify the perceived value and level 

of satisfaction derived from online grocery retailer’s social media marketing 

efforts among consumers in Bangladesh. Social media content from online 

grocery retailers achieves its highest value through product information at 35% 

while customer engagement/community-building content follows closely at 

27%. Promotions and discounts and educational content each earn 24% and 

14% of value respectively. The survey participants showed moderate discon-

tent about the content quality because their mean rating reached 2.92. The 

standard deviation at 1.02 indicates consumers have diverse satisfaction lev-

els with the content. The regression analysis reveals that consumers' social 

media connection to content has a moderate positive impact (Multiple R = 

0.475) on their perception of content usefulness which explains 22.6% of the 

observed effect. Consumer satisfaction together with purchasing behavior im-

provements result from developing emotional and cognitive connections 

through engaging informative content. 

 

Research outcomes match existing scholarly evidence about the effectiveness 

of social media marketing within Bangladesh for modifying consumer actions. 

Social media serves as a powerful tool for brand visibility and trust building 
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since consumers highly value product information and customer engagement 

(Hafez 2021 p.1355; Mason et al. 2021). Research participants demonstrated 

moderate discontent with content quality because social media marketing ef-

fectiveness remains a subject of concern (Mcdonald, 2021, p.2). Research 

supports the established connection between consumer-brand engagement 

and content usefulness since R² equals 0.226 (Khan & Abir, 2022, p.229). Re-

search by Mondal & Hasan (2023, p.123) supports the key importance of in-

fluencer marketing and this fact is demonstrated by the study findings which 

show influencer collaborations influence consumer purchase choices. The 

findings confirm existing digital divide and privacy concerns which the literature 

has identified (Ongare, 2022, p.255). 

 

The fourth objective of this research is to explore how online grocery retailer’s 

social media marketing influences brand loyalty and advocacy among consum-

ers in Bangladesh. The research outcomes demonstrate that social media 

marketing strongly influences customer trust along with satisfaction and loyalty 

towards online grocery retailers operating in Bangladesh. Research partici-

pants show neutral to dissatisfied attitudes regarding the quality of content re-

tailers deliver to customers, thus indicating a need for improvement. Content 

satisfaction on social media demonstrates a positive relationship with retailer 

trust because it accounts for 37.97% of the trust variation. Social media con-

tent from retailers becomes more useful when consumers establish a personal 

connection to such content since this link explains 22.6% of the content's use-

fulness. The study establishes that increased consumer social media aware-

ness creates stronger emotional connections to retailers which explains 39.6% 

of connection feelings variation. Online grocery retailers must enhance their 

social media content quality and build customer relationships to increase brand 

visibility on social media platforms for achieving trust and satisfaction and im-

proving long-term customer loyalty. 

 

The study results match previous academic research about social media mar-

keting as a tool for building brand loyalty in Bangladesh. The research data 

confirms that positive social media content satisfaction leads to increased trust 

in online grocery retailers according to studies that stress emotional bond 
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development through engagement (Gupta & Srivastava, 2021 p. 28). The 

slightly dissatisfied neutral responses regarding content quality demonstrate 

that social media marketing contributes to retailer success yet retailers must 

enhance their content quality to achieve maximum impact on customer loyalty 

according to Mason et al. (2021). 

 

The research results demonstrate the importance of community engagement 

that leads to customer loyalty through personal interaction as explained in Wi-

bowo and Wiangin (2020, p.89). The study validates literature findings about 

social media influencers because their recommendations build trust and loyalty 

according to Mondal & Hasan (2023, p.223). The research findings validate 

the Bangladesh cultural influence on consumer behaviour since peer recom-

mendations and word-of-mouth play a major role in shaping brand perceptions 

(Aftabunnahar, 2023) as studies have shown. 

 

The research findings validate digital divide and privacy issues that Ongare 

(2022, p.255) mentioned in the literature because rural consumers encounter 

obstacles in maximizing social media marketing benefits. Social media mar-

keting effectiveness for brand loyalty and advocacy requires retailers to ad-

dress identified barriers according to research findings. 

5 CONCLUSION AND DISCUSSIONS 

5.1 Conclusion 

This thesis has provided research on how social media marketing influences 

the buying behaviour of consumers targeting online grocery retailers in Bang-

ladesh and enriching the knowledge base of digital marketing in emerging 

economies. The present research, based on the realism ontological assump-

tion and the positivism epistemological stand, aimed at investigating the impact 
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of social media marketing on the consumers’ awareness, engagement, pur-

chasing behaviour, satisfaction, brand loyalty, and advocacy. 

 

The analysis illustrated that the use of social media marketing is effective in 

influencing consumer behavior especially on the aspects of brand awareness 

and building an emotional bond. The study reveals that consumers of Bangla-

desh are very active with online grocery retailers’ posts regarding discounts, 

offers, and products. This also supported the hypothesis that interaction with 

the content found in social media affects the purchasing behaviour of the cus-

tomers, with emotional connection adding even greater value to the content as 

well as the brand. Nevertheless, there are some issues, which are associated 

with the content quality and privacy issues, that reveal that online grocery re-

tailers should try to improve their social media marketing strategy to boost up 

the satisfaction level of consumers. 

 

The theory that is Buyer’s Readiness Stages and the AIDA model were useful 

in explaining how social media marketing influences the buying decision of 

consumers. The results of the study corroborate the literature, including the 

emotional appeal, brand awareness, and the use of influencers to influence 

consumer perception. The findings also imply that the online grocery retailers 

should pay attention to issues like the digital divide and enhance the quality of 

posts on social media to influence the buying behaviour. 

 

The issues of reliability and ethics were taken into consideration while con-

ducting the research. This way, using a structured survey, accurate data were 

obtained, and ethical issues like informed consent, privacy, and withdrawal of 

participants’ rights were observed. 

 

This paper contributes to the existing literature on social media marketing in 

the context of e-commerce sector in Bangladesh and lays down the ground-

work for further research on the digital marketing practices in emerging econ-

omies. The conclusions can be useful for business owners who want to im-

prove their brands’ effectiveness on social networks and better interact with 

the target audience. In addition, this study has also benefited me in my 
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professional growth as it helped me to gain insights into the digital marketing 

techniques and consumer behavior in the light of emerging economies. 

 

Therefore, it can be concluded that social media marketing is a useful strategy 

for online grocery retailers in Bangladesh to increase its customers’ trust and 

loyalty. Nevertheless, the retailers need to adapt and improve their strategies 

to enhance the ability to satisfy the consumers’ needs and demands. 

5.2 Recommendations 

Based on the analyses, the following recommendations can be made for the 

online retailers in Bangladesh to improve their social media marketing efforts. 

 

Enhance Content Quality and Engagement: Online grocery retailers should 

concentrate on developing superior social media content to boost both con-

sumer satisfaction and engagement. The delivery of detailed product infor-

mation along with premium visuals and educational videos should be directed 

toward the intended audience. The regular addition of interactive polls and 

quizzes and customer reviews to social media content will boost user partici-

pation. The combination of informative content with entertaining features and 

visually appealing presentation allows retailers to attract more audience mem-

bers who develop higher trust levels. (Dahl, 2022, p.102.) 

 

Target Promotional Efforts and Discounts: Social media marketing in Bang-

ladesh demonstrates that consumer purchasing decisions become more influ-

enced by promotional efforts and discounts. Online grocery retailers need to 

develop marketing initiatives with special discount deals and limited-time pro-

motions and seasonal offers that will attract customers. The promotional meth-

ods need to address particular consumer groups while using social media plat-

forms for clear messaging. The implementation of "buy one get one free" and 

loyalty-based discount programs helps both retain current customers and draw 

new customers which leads to increased sales numbers and enhanced brand 

loyalty. (Kotler & Armstrong, 2018, p.223.)  
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Leverage Influencer Collaborations: Online retailers should partner with lo-

cal influencers whose fan base matches the target audience to achieve maxi-

mum brand visibility and market trust in Bangladesh. Through genuine content 

creation influencers assist online grocery retailers in expanding their reach to 

new audiences. The recommendations and demonstrations of product usage 

provided by influencers to their followers often drive strong purchasing deci-

sions because these influencers share personal experiences about the prod-

ucts. Influencer partnerships serve as an effective strategy to increase brand 

reach and establish credibility because word-of-mouth and peer influence play 

a vital role in the Bangladeshi market. 

 

Address Digital Literacy and Privacy Concerns: The digital divide presents 

a challenge to online grocery retailers in Bangladesh because rural consumers 

face restricted access to high-speed internet and technological devices. The 

retail industry should deliver simple content that maintains easy readability for 

customers who have different digital literacy abilities. Online shopping privacy 

concerns must be solved by implementing clear data privacy policies together 

with robust security systems. Social media engagement grows when retailers 

implement measures to ensure customer trust regarding their personal infor-

mation protection. (Cateora, 2022, p.128.) 

 

Foster Emotional Connections through Community Engagement: The de-

velopment of emotional connections requires community engagement be-

cause it helps consumers build lasting relationships. Online grocery retailers 

must develop emotional bonds with their customers by responding to com-

ments directly and sending personalized messages and conducting interactive 

Q&A sessions. Brand loyalty grows when retailers share their inner operations 

and recommend personalized products according to customer preference pro-

files. Retailers who create feelings of customer value and community member-

ship among shoppers will generate loyal patrons who become brand promot-

ers leading to sustained business expansion and favorable word-of-mouth ad-

vertising. (Kotler & Armstrong, 2018, p.139.) 
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5.3 Limitations of the study 

This study has limitations because it uses a small number of 65 participants 

from the Bangladesh online grocery consumer population. The study depends 

on participants' self-reported data that might contain reporting bias and 

memory inaccuracies about their behaviours. The study uses primarily quanti-

tative data which might overlook the deeper understanding of consumer moti-

vations and emotional experiences and personal encounters. The research 

analysis uses correlation and regression methods but these methods might 

not effectively represent the complete complexity of variable relationships. The 

data analysis conducted through Microsoft Excel restricts researchers from 

performing advanced statistical methods at their full potential. 

5.4 Scope for further research 

Future research needs to increase the sample size by studying consumers 

from different regions of Bangladesh while taking into account their location 

and income levels and shopping patterns. The research design should incor-

porate qualitative approaches through interviews and focus groups to uncover 

consumer psychological aspects and behavioral drivers. Future research 

should investigate how distinct social media platforms influence consumer 

conduct along with their brand commitment levels. The research should inves-

tigate different types of content used in social media marketing while analyzing 

how seasonal variations and cultural backgrounds affect purchase behavior 

through these  
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APPENDIX 

Questionnaire 

1. What is your age group? 

o 18-24 years 

o 25-34 years 

o 35-44 years 

o 45-54 years 

o 55+ years 

2. What is your gender? 

o Male 

o Female 

o Other 

o Prefer not to say 

3. What is your level of education? 

o High School 

o Undergraduate 

o Postgraduate 

o Other (please specify) 

4. How frequently do you use social media? 

o Never 

o Rarely 

o Sometimes 

o Often 

o Always 
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5. Which social media platforms do you use to follow online grocery 

retailers in Bangladesh? (Select all that apply) 

o Facebook 

o Instagram 

o YouTube 

o Twitter 

o Other (please specify) 

6. How often do you engage with social media content from online 

grocery retailers? 

o Never 

o Rarely 

o Sometimes 

o Often 

o Always 

7. What types of content do you engage with most from online gro-

cery retailers on social media? (Select all that apply) 

o Product promotions 

o Recipes or meal suggestions 

o Customer reviews and testimonials 

o Discounts and offers 

o Brand challenges or contests 

8. Which type of social media promotions from online grocery retail-

ers influence your purchase decisions? (Select all that apply) 

o Discounts and offers 

o Free delivery promotions 

o Limited-time sales 
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o New product announcements 

o Influencer collaborations 

9. Which of the following do you find most valuable in the social me-

dia marketing of online grocery retailers? 

• Educational content (e.g., cooking tips) 

• Product information 

• Promotions and discounts 

• Customer engagement and community-building 

10. Which social media marketing tactics do you find most effective in 

encouraging you to engage with an online grocery retailer? 

• Interactive posts (polls, quizzes, etc.) 

• Influencer collaborations 

• Contests or giveaways 

• Product tutorials or demonstrations 

• Customer reviews and testimonials 

 

Likert Scale: 

For the following questions, please rate your agreement on a scale from 1 

(Strongly Disagree) to 5 (Strongly Agree). 

11. I am aware of online grocery retailers in Bangladesh through their social 

media marketing. 

12. I feel more connected to an online grocery retailer after interacting with 

their social media content. 

13. Social media posts or advertisements from online grocery retailers 

make me more likely to purchase from them over other retailers. 
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14. I am satisfied with the quality of content provided by online grocery re-

tailers on social media (e.g., product details, videos, etc.). 

15. I feel that the social media content from online grocery retailers provides 

me with useful information for making purchase decisions. 

16. I trust online grocery retailers more after engaging with them on social 

media. 

 

17. What recommendations would you give to online grocery retailers 

in Bangladesh to improve their social media marketing efforts? 

(Select all that apply) 

• Offer more exclusive discounts and promotions 

• Post more educational content  

• Increase customer engagement  

• Collaborate with influencers  

• Share behind-the-scenes content  

 

18. What improvements would you suggest for online grocery retail-

ers in Bangladesh to enhance their social media marketing ef-

forts? 

 

 

 

 

 

 


