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[bookmark: _Toc240903418]Abstract
Social media is a significant marketing tool that allows companies to connect with customers and drive sales. This study considers four dimensions of social media marketing namely informativeness, entertainment, interactivity and credibility/electronic word-of-mouth (eWOM) and their effect on consumers' purchase intention in Bangladesh. The study is based on a positivist research philosophy, a deductive approach and an explanatory quantitative research design. Convenience sampling was used in the collection of primary data and the sample size was 30 social media users in Bangladesh. Descriptive statistics, reliability testing, correlation analysis and regression analysis were used for the collected data. The study aims at the understanding of the association between different social media marketing aspects and consumers' purchasing intention of products/services. The findings showed strong positive relationships between the dimensions of social media marketing and consumers’ Purchase Intention. Among the four dimensions, Entertainment emerged as the only statistically significant unique predictor in the multiple regression model. Consumer Engagement was also found to have a strong and significant positive relationship with Purchase Intention. However, the regression findings should be interpreted with caution because of multicollinearity among the predictors. The study contributes to the literature by examining these relationships within the Bangladeshi context, where research on social media marketing and consumer purchase intention remains limited. The results could also help businesses and marketers to make more effective social media strategies that align with the information needs and engagement preference of consumers, as well as their trust in information shared online.
Keywords: Social Media Marketing, Informativeness, Entertainment, Interactivity, Credibility, eWOM, Purchase Intention, Bangladesh


Contents
Abstract	2
Chapter 1: Introduction	6
1.1 Background of the Study	6
1.2 Research Problem	6
1.3 Research Aim	8
1.4 Research Objectives	8
1.5 Research Questions	9
1.6 Significance of the Study	9
1.7 Scope of the Study	10
1.8 Structure of the Dissertation	11
Chapter 2: Literature Review	13
2.1 Introduction	13
2.2 Concept and Evolution of Social Media Marketing	14
2.3 Social Media Marketing and Consumer Behaviour	16
2.4 Dimensions of Social Media Marketing	18
2.4.1 Informativeness	19
2.4.2 Entertainment	20
2.4.3 Interactivity	21
2.4.4 Credibility and Electronic Word-of-Mouth (eWOM)	23
2.5 Purchase Intention	24
2.6 Theoretical Foundation	25
2.6.1 Technology Acceptance Model (TAM)	25
2.6.2 Social Influence Theory	26
2.6.3 Consumer Engagement Theory	26
2.7 Empirical Review	27
2.8 Research Gap	29
2.9 Conceptual Framework	30
Chapter 3: Research Methodology	32
3.1 Introduction	32
3.2 Research Philosophy	32
3.2.1 Positivism Philosophy	33
3.3 Research Approach	34
3.4 Research Design	34
3.5 Research Strategy	35
3.6 Population and Sampling Strategy	35
3.7 Data Collection Method	36
3.8 Questionnaire Design and Measurement of Variables	36
3.9 Data Analysis Techniques	37
3.10 Reliability and Validity	38
CHAPTER FOUR: DATA ANALYSIS, RESULTS AND FINDINGS	39
4.1 Introduction	39
4.2 Respondent Demographic Profile	39
4.3 Social Media Usage Profile of Respondents	42
4.4 Reliability Analysis	45
4.5 Descriptive Statistics of Research Constructs	47
4.6 Correlation Analysis	48
4.7 Multiple Regression Analysis	50
4.8 Regression Analysis: Consumer Engagement and Purchase Intention	53
4.9 Respondents’ Suggested Marketing Strategies	55
4.10 Summary of Key Findings	56
CHAPTER FIVE: DISCUSSION, RECOMMENDATIONS, LIMITATIONS	58
5.1 Introduction	58
5.2 Discussion of Findings	58
5.2.1 Social Media Usage, Consumer Perceptions and Purchasing Behaviour	58
5.2.2 Social Media Marketing Dimensions and Purchase Intention	59
5.2.3 Factors Influencing Purchase Intention	60
5.2.4 Consumer Engagement and Purchase Intention	61
5.2.5 Respondents' Suggested Marketing Strategies	62
5.3 Practical Recommendations	63
5.4 Recommendations for Future Research	63
5.5 Limitations of the study	64
CHAPTER 6: CONCLUSION	66
6.1 Introduction	66
6.2 Summary of the Study	66
6.3 Overall Findings and Conclusions	66
6.4 Theoretical and Practical Implications	67
6.5 Overall Conclusion	67
References	69
APPENDIX A	73
Research Questionnaire	73
Appendix B: Codebook and Variable Coding	78
Appendix C: SPSS Result	81
C1. Respondents' Demographic Characteristics	81
C2. Social Media Usage Behaviour	82
C3. Reliability Analysis	84
C4. Descriptive Statistics of Main Constructs	85
C5. Pearson Correlation Analysis	86
C6. Multiple Regression Analysis	86
C7. Simple Regression Analysis: Consumer Engagement and Purchase Intention	87
C8. Respondents' Suggested Marketing Strategies	88




[bookmark: _Toc240903419]Chapter 1: Introduction
[bookmark: _Toc240903420]1.1 Background of the Study
The times have changed with digital technologies and social media has become a key marketing platform for organisations to communicate with consumers. Businesses can use these platforms, like Facebook, Instagram, YouTube and TikTok, to post product details, develop compelling content, converse with customers and promote electronic word-of-mouth (eWOM). Unlike traditional one-way marketing, social media allows consumers to actively engage through comments, reviews, sharing and online discussions (Dwivedi et al., 2021). Social media marketing could influence consumers' purchase intention through their information acquisition, brand interaction, and online recommendation. Informativeness, entertainment, interactivity and credibility are among the variables that have been suggested to influence consumer responses to social media marketing in previous studies (Erkan and Evans, 2016; Appel et al., 2020).
The use of social media for product discovery, business-to-consumer communication and promotion is becoming a key concern in Bangladesh. Previous studies in Bangladesh have mainly focused on specific platforms or particular aspects such as Facebook commerce and social media advertising (Nandi and Rakiv, 2020; Nobi et al., 2023).
Hence, four dimensions of social media marketing, namely, informativeness, entertainment, interactivity and credibility/eWOM are explored in this study and their relationship with consumers’ purchase intention in Bangladesh. The consumer interaction is also explored to create a wider understanding of how social media marketing can impact consumer decision making.
[bookmark: _Toc240903421]1.2 Research Problem
With the rise of social media, there are new ways for organisations to reach consumers and impact their buying choices. Companies are increasingly adopting social media sites to post product information, market their brands, engage with their customers and stimulate online conversations. Nevertheless, despite organisations still investing in social media marketing activities, there is still a lack of clarity on which aspects of social media marketing have the greatest impact on consumers' purchase intention.
Past studies have confirmed that there are various ways in which social media marketing can influence consumer behaviour, such as information sharing, consumer engagement, brand interaction and electronic word-of-mouth (eWOM). But research to date has largely focused on the separate or context-specific study of these factors. For instance, certain studies are dedicated to the effectiveness of advertising, others to influencer marketing, online reviews or social commerce. This poses a limitation in understanding the combined effect of various social media marketing dimensions on consumer purchase decision.
Further, much of the current literature has been carried out in a developed economy setting, where the digital infrastructure and consumer behaviour and online purchasing environments may differ from the emerging markets. So, the results of these contexts may not be necessarily a true reflection of the behaviour of consumers in countries like Bangladesh. Consumer responses to social media marketing activities can be affected by cultural differences, trust in conducting business online, digital adoption rate and consumer expectations.
Despite the tremendous growth of social media usage in Bangladesh, there is little research that explores the relationship between the social media marketing dimensions and purchase intention. Previous studies in Bangladesh have yielded some valuable information and have primarily concentrated on certain aspects. For example, Nandi and Rakiv (2020) conducted a study on Facebook Commerce, and found that trust and perceived value and brand factors are relevant in determining purchase intention. Their study however was limited to one platform only, and not an analysis of broader social media marketing activities. Nobi et al. (2023) also researched the impact of social media ads on youth consumers in Dhaka, focusing primarily on advertising rather than other aspects like informativeness, entertainment, interactivity, and credibility/eWOM.
Hence, the understanding of the combined effect of these different dimensions of social media marketing is still lacking in the context of purchase intention of consumers in Bangladesh. What matters is that consumers can react in different ways, depending on whether social media content offers useful information, enjoyment, interaction, or credible recommendations, which helps build trust. If businesses don't know the relative importance of these factors, they might find it difficult to create effective social media strategies that align with customers' expectation.
This study fills this gap by focusing on the effect of informativeness, entertainment, interactivity and credibility/eWOM on consumers' purchase intention in Bangladesh. This combination of dimensions will be studied in order to achieve a more holistic view of the role of social media marketing activities in consumer decision-making in the context of an emerging market.
[bookmark: _Toc240903422]1.3 Research Aim
The aim of this research is:
To examine the influence of social media marketing on consumers’ purchase intention in Bangladesh.
This study is designed to explore the effect of social media marketing activities on the consumers' purchase intention of products and services in the context of Bangladesh. The study aims to comprehend the perception of consumers towards social media marketing dimensions like informativeness, entertainment, interactivity and credibility/electronic word of mouth (eWOM) and its effect on purchase intention.
Previous research has indicated that social media marketing can affect consumer behaviour; however, there is still limited research in developing economies and specific industry contexts. Hence, the purpose of this study is to get more insights into the relationship between social media marketing and purchase intention of the consumers of Bangladesh. The study aims to theoretically and practically consider these relationships to offer a better understanding of how businesses can enhance their digital marketing efforts.
[bookmark: _Toc240903423]1.4 Research Objectives
To achieve the research aim, this study will pursue the following objectives:
RO1: To examine consumers’ perceptions of social media marketing activities in Bangladesh.
RO2: To investigate the relationship between social media marketing and consumers’ purchase intention.
RO3: To identify the social media marketing factors that influence consumers’ purchase intention.
RO4: To analyse how consumer engagement with social media content affects purchasing decisions.
RO5: To provide recommendations for businesses to improve their social media marketing strategies.
[bookmark: _Toc240903424]1.5 Research Questions
Based on the research aim and objectives, this study will address the following research questions:
RQ1: How do consumers perceive social media marketing activities in Bangladesh?
RQ2: What relationship exists between social media marketing and consumers’ purchase intention?
RQ3: Which social media marketing factors influence consumers’ purchase intention?
RQ4: How does consumer engagement with social media content affect purchasing decisions?
RQ5: What strategies can businesses adopt to improve the effectiveness of social media marketing?
[bookmark: _Toc240903425]1.6 Significance of the Study
The significance of this research is to explore the relationship between various dimensions of social media marketing and the consumers' purchase intention in the context of Bangladesh. While some studies have been conducted about the impact of social media on consumer behaviour, there is a lack of research on the combined impact of informativeness, entertainment, interactivity and credibility/eWOM in the Bangladeshi context.
This study adds to the literature because it offers evidence from an emerging digital market in which social media adoption and online purchasing behaviour might be different compared to the developed economies. The study takes a comprehensive view of the response of the consumers by considering four aspects of social media marketing simultaneously, which helps to understand the applicability of previous international studies in the context of Bangladeshi consumers.
The findings also have practical implications for Bangladeshi organisations and marketers by identifying factors associated with consumers’ purchase intention. Understanding the importance of consumer interaction, credible online recommendations, and informative and entertaining content can help organisations develop more effective social media strategies, strengthen customer engagement and build relationships with potential customers.
[bookmark: _Toc240903426]1.7 Scope of the Study
This study investigates the relationship between selected dimensions of social media marketing and consumers’ purchase intention in Bangladesh. The four dimensions examined are informativeness, entertainment, interactivity and credibility/electronic word-of-mouth (eWOM).
The study focuses on consumers who actively use social media platforms such as Facebook, Instagram, YouTube and TikTok. These platforms are relevant because they are widely used for product discovery, communication with brands and interaction with other consumers. The research does not focus on any particular organisation, brand or industry; instead, it examines consumers’ perceptions of social media marketing activities.
The study adopts a consumer perspective, with purchase intention used as the dependent variable. It does not examine actual purchasing behaviour but focuses on consumers’ willingness or intention to purchase products or services following exposure to social media marketing activities.
The geographical scope of the study was limited to Bangladesh. A social media-based online questionnaire was used to collect data from Bangladeshi social media users, and convenience sampling was used because of time and accessibility constraints.
The study focuses specifically on social media marketing and purchase intention. Other factors that may influence purchase intention, such as price, product quality, personal preferences and offline marketing activities, are outside the scope of this research.
[bookmark: _Toc240903427]1.8 Structure of the Dissertation
This dissertation is organised into six chapters. Each chapter contributes to achieving the research aim and addressing the research objectives. The structure of the dissertation is presented below.
	Chapter
	Title
	Description

	Chapter 1
	Introduction
	This chapter introduces the research background, explains the research problem, presents the research aim, objectives, and questions, and discusses the significance and scope of the study. It establishes the importance of examining the influence of social media marketing on consumers’ purchase intention in Bangladesh.

	Chapter 2
	Literature Review
	This chapter critically reviews existing literature related to social media marketing, consumer behaviour, and purchase intention. It discusses relevant theories, examines key social media marketing dimensions, reviews previous empirical studies, identifies research gaps, and develops the conceptual framework for the study.

	Chapter 3
	Methodology
	This chapter explains the research methodology adopted for the study. It discusses the research philosophy, approach, strategy, data collection method, sampling technique, questionnaire design, data analysis procedures, and ethical considerations.

	Chapter 4
	Findings and Analysis
	This chapter presents and analyses the collected questionnaire data. Statistical techniques, including descriptive statistics, reliability testing, correlation analysis, and regression analysis, are used to examine relationships between social media marketing dimensions and consumers’ purchase intention.

	Chapter 5
	Discussion and Recommendations
	This chapter discusses the research findings in relation to previous academic literature and the theoretical framework. It evaluates similarities and differences between the findings and existing studies, addresses the research questions, and discusses the theoretical and practical implications of the research. The chapter also provides recommendations for businesses, suggestions for future research, and discusses the limitations of the study.

	Chapter 6
	Conclusion
		



	This chapter presents the overall conclusion of the study. It summarises the main findings, draws together the key conclusions from the research, and highlights the overall contribution and implications of the study. It concludes by considering the findings within the context of the study’s limitations.








[bookmark: _Toc240903428]Chapter 2: Literature Review
[bookmark: _Toc240903429]2.1 Introduction
Existing literature on social media marketing (SMM) and consumers' purchase intention was critically reviewed to explore the previous academic debates, key concepts, analyze the existing research, and establish the theoretical foundation to gain insight into the impact of SMM on consumers' purchase intention.
Digital technologies have revolutionized the way that businesses communicate with their customers. Social media allows for constant interaction and engagement with consumers and user generated content, unlike traditional marketing which is one way. This changes consumers from passive recipients of marketing messages to active participants, with the ability to post reviews, recommendations, comments, and discuss online (Dwivedi et al., 2021). The importance of understanding the impact of various SMM activities on the perception and purchasing decision of the consumers has consequently increased.
Recent studies have indicated that SMM is a combination of various activities which have different impacts on the consumers. Some studies focus on information, its usefulness, and its reliability (Appel et al., 2020; Dwivedi et al., 2021), while others emphasize emotional engagement, interaction, and social influence. This study, therefore, focuses on four main aspects: informativeness, entertainment, interactivity, and credibility/electronic word of mouth (eWOM). Informativeness is the usefulness and value of information given on social media and entertainment is the positive emotional experience that is created. The difference between interactivity and credibility/eWOM is that while interactivity is about communication and relationships between consumers and organisations, credibility/eWOM is about how trustworthy online information, reviews, and recommendations affect consumer decisions (Erkan and Evans, 2016; Lou and Yuan, 2019).
Purchase intention is a scale which is commonly used in consumer behaviour research and is used to measure consumers' intention to purchase products or services. In the digital realm, social media content, reviews, and brand engagement can shape purchase decisions, but the impact can differ based on market conditions, demographic characteristics, and digital development (Dwivedi et al., 2021).
Special focus is given to Bangladesh, where social media is becoming a major enabler of product discovery, business communication and online buying. Although there are studies related to Facebook commerce and social media advertising, few have investigated the combined impact of multiple dimensions of SMM on purchase intent in various social media.
The chapter ends with a review of relevant theories, a critical discussion of empirical evidence, and the research gap and conceptual framework.
[bookmark: _Toc240903430]2.2 Concept and Evolution of Social Media Marketing
Social media marketing (SMM) is no longer just a communication tool, but now it has become a complete marketing strategy with the focus on the consumer engagement, relationship building and value creation. Social media is very different from traditional marketing; it is not one-way; consumers can react, share information, and affect others' impressions. Social media are web-based applications that support the creation and sharing of content and reflect consumers' active involvement in Internet communication (Kaplan and Haenlein, 2010).
Recent research shows that SMM has grown to encompass relationship building, understanding customers, communication and involvement in brand communities. Consumers receive information from brands, and interact with online communities and consumer-generated content (Dwivedi et al., 2021). Likewise, Appel et al. (2020) claim that social media has shifted some of the control over the communication of brands to consumers, as their conversations and contents can shape the perception of the brands.
But research findings vary on what is most important for successful SMM. Some focus on information; for example, consumers may use social media information to assess products, to decrease uncertainty, and to aid in product purchases. Perceived usefulness and information quality can have an impact on consumer trust and purchase-related decisions (Erkan and Evans, 2016). Other research highlights psychological and relational aspects such as entertainment, emotional bonding, social interaction and engagement in the online community. Koay et al. (2023) concluded that SMM can have an impact on purchase intention through consumers interpretation and reaction, rather than just by the direct promotion.
Based on these findings, one can conclude that SMM is multidimensional phenomenon. Informative content can help in the evaluation of the product and entertaining content can catch the attention and create positive attitude. Interactive communication can enhance the bond between the consumer and brand, and credible electronic word-of-mouth (eWOM) can lessen uncertainty by providing reliable recommendations. Therefore, by examining these dimensions together it has been possible to get a more comprehensive understanding of their relationship with purchase intention.
This multi-dimensional view is especially important in emerging markets like Bangladesh, where social media platforms like Facebook, Instagram, YouTube, and TikTok are increasingly playing a role in product discovery and business transactions, particularly for SMBs. Variations in digital trust, online shopping experiences, and attitudes towards electronic transactions could also impact consumer responses.
The findings of the study on Bangladeshi show that SMM has impact on consumer behaviour but it has also limitations. Eti et al. (2021) identified that during the development of online shopping, SMM activities had an impact on consumers' purchasing decisions, however, the role of each SMM dimension was not studied. Likewise, Nobi et al. (2023) found that social media advertising has a positive correlation with purchase intent for young consumers in Dhaka. But advertising is just a part of SMM and it doesn't really reflect the impact of information quality, entertainment, interaction and credibility.

Hence, little study has investigated the relationship between these dimensions together with purchase intention in Bangladesh. The present study aims to fill this void by analyzing informativeness, entertainment, interactivity and credibility/eWOM together and their association with consumers' purchase intention.
[bookmark: _Toc240903431]2.3 Social Media Marketing and Consumer Behaviour
Social media has evolved into a new way for consumers to search for information, assess products, interact with brands, and form buying intentions. Consumers can post reviews, comments, recommendations and share content unlike traditional marketing, making decision making participative. Thus, the consumer-generated information can shape the perception of a product and brand (Kaplan and Haenlein, 2010; Dwivedi et al., 2021).
Past studies indicate that social media marketing (SMM) can affect consumers' behaviour both functionally and psychologically. Social media is a way for consumers to get information about products, to see what other products are available and to minimize uncertainty and form attitudes and trust through entertaining content, engagement with brands and recommendations by others. Therefore, the impact is not only a function of exposure, but also on the quality, usefulness and credibility of the information and marketing activities that are encountered.
Information is especially significant in the consumer decision making process when consumers have information gaps or in the case where they cannot easily assess the products. Erkan and Evans (2016) determined that information quality, usefulness and credibility are important factors affecting consumers' acceptance of information on the Internet and purchase intention. But their research focused on information adoption via electronic word-of-mouth (eWOM) and not on the broad spectrum of SMM activities. This indicates that information is an important component but represents only one aspect of the overall decision-making process.
But entertainment and engagement also impact consumers' brand response. Kim and Ko (2012) discovered that interactive and entertaining SMM activities were more effective in the luxury fashion industry. But their results might not accurately reflect the consumer in emerging markets. Dwivedi et al. (2021) also propose that engaging social media content can enhance consumer relationship but is dependent on the level of usefulness and trustworthiness of the social media.
Another key shift in consumer behaviour is the ability to interact directly via comments, messages, and online communities, which is made possible by social media. As per the findings of Godey et al. (2016), activities in SMM can boost the relationships with the brand and consumer involvement. However, their results were drawn from global luxury brands and may not necessarily apply to emerging-market consumers, where trust and perceived risk could be more important.
The electronic word-of-mouth (eWOM) is also significant as it can be seen as a more independent form of information than traditional advertisements, produced by other consumers. Erkan and Evans (2016) identified the usefulness and credibility of information as key factors for adoption of information in the online environment, and Lou and Yuan (2019) determined the critical role of the credibility of information on social media in building consumer trust and responses to branded communication. But few studies have studied credibility in combination with other dimensions of SMM.
There might also be some variations between countries regarding the relationship between SMM and consumer behaviour depending on the digitalisation, trust and online shopping behaviour. Social media is playing a growing role in product discovery and engagement; trust and reliability are significant factors in online shopping in Bangladesh. The Bangladeshi studies have valuable evidence yet are limited. Nandi and Rakiv (2020) identified that trust, perceived value and brand related factors affect purchase intention in Facebook commerce, however, the study is limited to Facebook platform which restricts the generalisation of the results to other SMM activities. In the same way, Nobi et al. (2023) revealed that social media advertising has an impact on youth purchasing decision in Dhaka, however, the study was limited to the advertising dimension of SMM.
Product recommendations and credible content by social media influencers can also affect purchase intentions. Chetioui, Benlafqih and Lebdaoui (2020) discovered that fashion influencers have the power to influence consumers' online purchase decisions.
Overall, the literature suggests that SMM impacts on consumer behavior in terms of information, emotion, engagement and trust. But past studies focus on single factors, platforms or evolved markets. Thus, more research is required to investigate the combined effect of the informativeness, entertainment, interactivity and credibility/eWOM on the purchase intention of Bangladeshi consumers.
[bookmark: _Toc240903432]2.4 Dimensions of Social Media Marketing
Social media marketing is a series of several activities that organisations can use to interact with consumers, develop engagement and impact purchasing decisions. But it's not just about having a brand on social media that makes for a successful social media marketing campaign. Social media content value is assessed by consumers, considering the usefulness of information, enjoyment, quality of interaction and trustworthiness of information available.
In recent studies, researchers have found that social media marketing is more consumer oriented, with consumers actively interpreting, sharing and responding to marketing content as opposed to simply receiving marketing messages (Appel et al., 2020). Hence, there is a need to know the particular aspects of social media marketing to get a better understanding of how it affects the decision making of the consumers.
Past studies have revealed the various dimensions of social media marketing. For instance, entertainment, interaction, and information value are considered significant factors for consumer behaviour by some researchers, while credibility, trust, and electronic word-of-mouth (eWOM) are significant factors for consumer behaviour according to others (Bilgin, 2018; Cheung, Pires and Rosenberger, 2020). These differences suggest there is no single most important factor that explains consumer reactions towards social media marketing.
Four dimensions are focused in this study: informativeness, entertainment, interactivity, and credibility/electronic word-of-mouth (eWOM). These dimensions embody various ways in which social media marketing could impact purchase intention. Informativeness is the functional value of the social media content, entertainment is the emotional value, interactivity is relationship building activities, and credibility/eWOM is the trust related aspect of online decision making.
International studies have validated the dimensions and their impact on consumer behaviour, but the results may vary by market. In developed countries, consumers might prioritize convenience and interaction, while in countries like Bangladesh, with its associated online purchase uncertainties, consumers might value trust, reliability, and recommendations more. So, an integrated analysis of these dimensions will give a better insight into the influence of social media marketing in the Bangladeshi context.
[bookmark: _Toc240903433]2.4.1 Informativeness
The informativeness of social media marketing content is defined as how well the content provides consumers with relevant, accurate and useful information to help them make purchasing decisions. When buying products online, consumers rely on information available online to assess the product as physical examination is not possible before purchase. Thus, information on social media can help to decrease uncertainty and increase consumers' confidence in their purchase.
Information value continues to be a vital part of the effectiveness of social media marketing, recent studies show. The information presented in social media is more likely to be consumed and reacted to by the consumers if the content is perceived as relevant and useful to their needs (Appel et al., 2020). In the same way, Erkan and Evans (2016) also discovered that information quality can impact customers' assessment of online products, as accurate information empowers customers to make better choices.
But the findings of the studies are mixed when it comes to the direct effect of informativeness on purchase intention. Informative content is found to directly affect purchase intention as consumers use social media as a channel for information search prior to making a purchase (Erkan and Evans, 2016). Other studies, however, indicate that information alone is not enough since consumers also take into account the trustworthiness and social validation before deciding to purchase the product (Cheung, Pires and Rosenberger, 2020).
This suggests that informativeness could serve as a first step that facilitates consumers' evaluation and does not necessarily lead to buying behaviour. For instance, a consumer might also find product information useful but, if he or she believes the information source is unreliable, or if other consumers give negative feedback, he or she might still not buy the product.
The importance of informativeness may be particularly significant in emerging markets such as Bangladesh. Social media can be a valuable source of product information, particularly for online retailers and small businesses that use social media to connect with their customers. However, the existing studies conducted in Bangladesh have largely concentrated on specific aspects of this like Facebook commerce or social media advertising, but not studied informativeness under the umbrella of social media marketing (Nandi and Rakiv, 2020; Nobi et al., 2023).
As a result, although the existing studies validate the informative social media content's role in the consumers' decision-making process, more studies are required to explore the influence of informativeness in the purchase intention in association with the other dimensions of social media marketing among Bangladeshi consumers.
[bookmark: _Toc240903434]2.4.2 Entertainment
In the realm of social media marketing, entertainment is defined by how social media marketing content can engage consumers in positive emotional experiences, enjoyment, and excitement. However, unlike conventional marketing communication, consumers are not simply the recipients of promotional messages but social media platforms are competing for consumer's attention by providing creative, interactive, and visually-engaging content. Hence, content that entertains can help brands to get noticed and have consumers respond to marketing messages.
Studies recently conducted indicate that entertainment is a critical factor in boosting engagement of consumers towards brands in social media. If consumers find the content of social media interesting and enjoyable, they are more likely to spend time interacting with the brand and form positive attitudes towards it (Bilgin, 2018). Likewise, social media posts that offer emotional support, like engaging storytelling, interactive campaigns, and inventive videos, can deepen consumers' bond with brands (Appel et al., 2020).
But, sometimes the connection between entertainment and purchase intention is not direct. According to some studies, entertaining content can lead to better purchase intent through the increase in brand awareness, engagement and positive attitudes towards the brand, but not directly affect the purchase decisions of consumers (Bilgin, 2018). On the other hand, other studies show that entertainment content can be more influential when consumers feel it is related to their interests and buying needs (Alalwan et al., 2017). This implies that while entertainment can be sufficient to grab the consumer's attention, other elements like product information and credibility are needed to move the attention to purchase intent.
The entertainment also varies based on market and consumer behaviour. For highly developed digital markets consumers might be engaging with entertaining content primarily for fun and brand experience. In emerging markets, however, entertaining content could be considered alongside other considerations like trust, product information and seller reliability before buying. This distinction could account for the varying effects of entertainment in different research settings.
Social media platforms like Facebook, Instagram, YouTube, and TikTok have emerged as significant avenues for businesses to engage consumers via creative content in Bangladesh. To boost customer engagement, many businesses, especially small and medium-sized ones, leverage visually appealing posts, brief videos, and marketing initiatives. Meanwhile, the existing studies in Bangladesh have primarily explored the effectiveness of social media advertising and not entertainment as a standalone social media marketing dimension (Nobi et al., 2023). Thus, there is scanty knowledge about the direct effect of entertaining social media content on consumers' purchase intention in Bangladesh.
In general, the literature shows that entertainment plays an important role in social media marketing since it attracts attention and promotes engagement. But, its impact on purchase intention seems to be influenced by other factors such as information quality, credibility and consumer involvement. Hence, entertainment along with other social media marketing dimensions can offer a more balanced view of the impact of entertainment on consumer purchase intention.
[bookmark: _Toc240903435]2.4.3 Interactivity
Interactivity is the degree to which consumers and organisations are able to communicate, exchange information and engage in two-way communication via the social media. Unlike traditional marketing channels, social media provides consumers with a platform to communicate with brands directly through comments, messages, reviews and online discussions. So, interactivity is the relationship dimension of social media marketing.
Studies show that brands that listen to their customer needs and engage them in an interactive way are likely to increase consumer engagement, as consumers feel they are more connected with the brand. For instance, Bilgin (2018) discovered that interaction-focused social media marketing activities have a positive effect on consumer engagement and brand outcomes. In the same way, Dwivedi et al. (2021) emphasized how SM marketing has evolved from promotional communication to relationship marketing between brands and consumers.
However, research results show that interaction does not necessarily result in purchase intention. Some research contends that increased communication leads to increased trust and brand relationship, while others propose that the quality of the communication is more significant than the quantity of communication. However, if the brand responses are irrelevant, delayed, or only promotional, the consumers may not develop positive attitudes (Dwivedi et al., 2021). So, there may be more interaction that can affect purchase intention than mere consumer involvement.
Interactivity can also have different levels of significance in different market situations. In mature digital markets, consumers might already be more familiar with transacting online, and the interaction is more about engaging and building a relationship. In emerging markets like Bangladesh, where trust and confidence in online sellers and sellers in general can be important factors, direct communication with businesses can help mitigate uncertainty and impact purchasing decisions.
The existing Bangladesh-based studies offer some evidence of the significance of interaction and trust in social commerce. Nandi and Rakiv (2020) discovered that factors related to relationship have an impact on purchase intention for Facebook commerce users in Bangladesh. Their study, however, was limited to Facebook shopping, not the social media marketing efforts on various platforms.
Thus, while interactivity has been identified as a critical factor in social media marketing, more research is needed to gain insight into the impact of interactivity together with other factors like informativeness, entertainment and credibility/eWOM on purchase intention of the Bangladeshi consumers.
[bookmark: _Toc240903436]2.4.4 Credibility and Electronic Word-of-Mouth (eWOM)
Credibility is the degree consumers believe that information found on social media, brand messages and online recommendations are credible and trustworthy. Within a social media landscape, consumers are receiving various content from different sources such as businesses, influencers, and other consumers. Hence, it has become an important factor which affects consumer's perception and buying decision.
Credible information and electronic word-of-mouth (eWOM) have been found to have a significant impact on consumer trust and purchase intention in recent studies. Cheung et al. (2020) pointed out that the quality and reliability of the information online influences the acceptance of digital recommendations by consumers. Likewise, the study conducted by Lou and Yuan (2019) revealed that the perceived credibility of social media information will enhance consumer trust in the branded information. These results suggest that when information in social media is perceived as credible and reliable, consumers are more inclined to consider buying the products.
But, as revealed by earlier research, credibility is not independent. eWOM has a potential to decrease the uncertainty and help in the purchase decision, but its impact is subject to conditions like the usefulness of information, source credibility, and consumer engagement. For instance, people appreciate the ability to read reviews online, but if the reviews are negative or unreliable, it can take a toll on their faith in the item. Thus, credibility is a factor that is complementary to other social media marketing attributes such as informativeness and interactivity.
Credibility is especially important in Bangladesh, where many buyers before buying online products read social media reviews, recommendations and communicate with sellers. Nandi and Rakiv (2020) discovered that trust is a crucial factor that affects purchase intention in Facebook commerce. Their research, however, was limited to one platform, and didn't take credibility into account as part of a broader social media marketing strategy.
Thus, though the literature shows that credibility and eWOM are crucial in predicting purchase intention, there is a lack of study examining the interaction between credibility and other dimensions of social media marketing among Bangladeshi consumers. This study fills this gap by looking at credibility/eWOM in addition to informativeness, entertainment and interactivity.
[bookmark: _Toc240903437]2.5 Purchase Intention
Purchase intention is the consumer's willingness or probability of purchasing a product or service in the future. It is highly utilized in consumer behaviour studies as it indicates consumers' behavioural inclination prior to making the purchase. Although intention to purchase does not always lead to actual purchase behaviour, it is a valuable predictor of consumers' appraisal of products and marketing information (Ajzen, 1991).
Purchase intention is related to how consumers perceive and process information in social media. Social media sites enable consumers to access product information, compare options, read reviews, and engage with brands before buying. Consumers' trust, engagement and perceived value have been found to be important drivers of their purchase intention, which are influenced by social media marketing activities (Dwivedi et al., 2021).
But, results of the study show that various social media marketing factors impact the purchase intention in various ways. Informativeness may help consumers in decision making by offering valuable product information, credibility and eWOM may help to lessen uncertainties by offering trusted recommendations. Likewise, entertainment and interactivity can impact purchase intent by enhancing brand experiences and building consumer relationships. This means that purchase intention is not determined by a single factor, but by a combination of functional, emotional and relational factors.
Past research has yielded varied results on which factors are the most important factors in predicting purchase intention. For instance, Erkan and Evans (2016) focused on the significance of information quality and credibility in online purchase decisions, while other studies pointed towards consumer engagement and brand relationships as key factors (Hollebeek et al., 2019). Such variations can be due to the fact that consumer reactions differ with market conditions, product categories, and level of consumer trust in Internet buying settings.
Social media is a key source of discovering products and online shopping in Bangladesh. Nandi and Rakiv (2020) revealed that trust and perceived value are determinants of purchase intention of Facebook commerce users. However, their research was limited to a particular platform, and did not account for larger social media marketing dimensions. So, the combined effects of informativeness, entertainment, interactivity and credibility/eWOM on purchase intention of Bangladeshi consumers need to be further explored.
[bookmark: _Toc240903438]2.6 Theoretical Foundation
In this study, three theories have been used to explain the effect of social media marketing dimensions on consumers' purchase intention: the Technology Acceptance Model (TAM), the Social Influence Theory, and the Consumer Engagement Theory. Theories were chosen because they relate to the various stages of consumer decision-making in the context of social media.
TAM is a theory which accounts for how consumers assess the usefulness of digital information and online platforms. Social Influence Theory is the theory that demonstrates how other users' recommendations, reviews and opinions impact consumer decision making. Consumer Engagement Theory examines how consumer/brand relationships can be established through interactions between the two, which might impact on behavioural outcomes. Collectively, these theories offer a more general explanation of the role informativeness, credibility/eWOM, interactivity, and entertainment might play in purchase intention.
[bookmark: _Toc240903439]2.6.1 Technology Acceptance Model (TAM)
Technology Acceptance Model (TAM) was developed by Davis (1989), which is a theory of technology acceptance and technology usage based on perceived usefulness and perceived ease of use. While TAM was created to investigate the adoption of technology in the workplace, it has been extensively used in digital consumer studies to gain insights into user assessments of online platforms and information.
TAM is applicable only to the informativeness dimension of social media marketing in the context of this study. Social media content that is useful, relevant and helps people feel confident in their purchase is more likely to lead to positive responses from consumers. For instance, product information, product demonstration and reviews can be disseminated via social media to help consumers better understand and decrease uncertainty prior to buying.
But in the context of social media, TAM cannot be the sole determinant of purchase intention as consumer decisions do not only depend on usefulness. Emotions, social recommendations and brand relationships also have an impact on buying behaviour. Hence, TAM can be used to explain information processing part of this research but must be complemented by theories that explain social and relationship influences.
[bookmark: _Toc240903440]2.6.2 Social Influence Theory
The Social Influence Theory, developed by Kelman (1958), is a theory that describes the impact of others and groups of people on an individual's attitude and behaviour. In social media settings, consumers are constantly exposed to user-generated content, opinions, reviews and recommendations from other consumers.
This theory is especially important for this study in terms of the credibility/eWOM dimension. Online reviews and recommendations can be seen as more trustworthy than direct brand messages, and consumers will often use this information to help make their decisions. Credible eWOM can enhance consumers' trust and purchasing intention by minimizing uncertainty when making a purchase decision, as indicated by recent studies (Cheung, Pires and Rosenberger, 2020).
But, the social influence is not the same for all consumers. Past experiences, perceived product values and individual preferences can also affect purchase decision. Thus, social influence can account for the impact of the online recommendations but not adequately for other aspects like information quality and brand interaction.
[bookmark: _Toc240903441]2.6.3 Consumer Engagement Theory
Consumer Engagement Theory is about the psychology and behaviour of consumers and brands. The theory of engagement differs from traditional marketing strategies that see consumers primarily as purchasers and buyers, and sees them as active participants who engage with brands, share their experiences and contribute to online communities.
This theory is related to the interactivity and entertainment aspect of this study. Social media gives consumers the opportunity to interact directly with brands with comments, messages and interactive content. These activities can help to build consumer relationships and foster positive brand experiences that can impact purchase intent.
But engagement does not always lead to purchasing behaviour. Users can engage with fun content or enter into online conversations but not necessarily with the goal of purchasing. Hence, engagement should be taken into account in conjunction with other factors like credibility and informativeness in explaining purchase intention.
This study applied the theories in the following manner:
These three theories offer supplementary explanations of consumer reactions to social media marketing. TAM illuminates the process of consumer processing of useful information, Social Influence Theory illuminates consumer opinions and recommendations in the online environment, and Consumer Engagement Theory illuminates the influence of consumer interaction and experiences on their relationship with brands.
Hence, these theories have been used to underpin the proposed research framework that investigates the effects of informativeness, entertainment, interactivity, and credibility/eWOM on consumers' purchase intention in Bangladesh. This study employed multiple theoretical perspectives to take both rational and social aspects of consumer decision making in social media context into account.
[bookmark: _Toc240903442]2.7 Empirical Review
Empirical studies have been conducted to explore the link between social media marketing and purchasing intention, but results have been varied based on the market context, platform and specific factors of social media marketing that have been analyzed.
Recent studies have shown how social media marketing can impact consumer behaviour, such as enhancing engagement, trust and brand relationships. For instance, Dwivedi et al. (2021) pointed out that, modern social media marketing is not only confined to promotional activities but also interaction, customer relationship and value creation. Likewise, Cheung et al. (2020) discovered that social media marketing factors can impact the consumer–brand engagement and brand knowledge, indicating that consumers' reactions are dependent on their perception of the value of social media content.
However, there is a variation in the studies as to which factors of social media are the greatest influencing factors on purchase intention. The credibility and the quality of the information are usually emphasized in the study of online information. Useful and credible eWOM was shown to affect consumers' acceptance of the online information and purchase intention by Erkan and Evans (2016). Studies about brand relationship, however, indicate that the role of engagement and interaction might be more significant. Consumer engagement is formed through cognitive, emotional and behavioural connections that could impact future consumer steps (Hollebeek et al. 2019).
The emerging markets also reveal distinct trends from the developed markets. Nandi and Rakiv (2020) in Bangladesh discovered that trust, perceived value and brand related factors are affecting purchase intention among the Facebook commerce users. But they are concentrated on one platform, which makes it difficult to have a wider perspective of social media marketing. In the same way, Nobi et al. (2023) studied the social media advertisements among the young consumers of Dhaka and concluded that advertising has an impact on purchasing but the study was mainly on the promotion rather than broader aspects like informativeness, entertainment, interactivity, and credibility/eWOM.
The disparities between international and Bangladesh studies can be attributed to the differences in digital maturity, online trust, consumer buying patterns, and platform usage. In developed markets, consumers might be more interested in engagement and personalised experiences, whereas in emerging markets, trust, reliable information, and the minimisation of uncertainty could be more important for consumers before buying online.
In general, previous empirical studies have established that social media marketing affects purchase intention, however, studies have been conducted on individual factors, specific platforms or specific consumer groups. There are limited studies that have explored the simultaneous effect of informativeness, entertainment, interactivity, credibility/eWOM on purchase intention of Bangladeshi consumers. This study is an attempt to fill this gap by analyzing these dimensions in a single study in the context of Bangladesh.
[bookmark: _Toc240903443]2.8 Research Gap
While earlier research has proved that social media marketing can have an impact on consumer behaviour and purchase intention, there are some limitations in the existing literature.
One is that the majority of studies have focused on one dimension of social media marketing instead of multiple dimensions of social media marketing. Past studies have often been centered on online reviews, influencers marketing, social media marketing, or social commerce. Consequently, there is a lack of knowledge about the combined effect of the various dimensions of social media marketing on consumers' purchase intention.
Second, previous studies have yielded mixed results on which factors are most influential on purchase intention. Some studies emphasise the importance of information quality and credibility, while others highlight consumer engagement and interaction. These differences indicate that consumers' reactions to social media marketing might be influenced by the functional, emotional and relational factors rather than only one marketing element.
Thirdly, research evidence from Bangladesh is still limited. Previously conducted studies on Bangladesh are mainly related to particular platforms (e.g., Facebook commerce) or particular groups (e.g., young consumers). Although these studies are useful, they do not fully explain the overall social media marketing activities of social media platforms on purchase intention of Bangladeshi consumers.
Thus, this study aims at filling these gaps by investigating the impact of informativeness, entertainment, interactivity, and credibility/eWOM on consumers' purchase intention in Bangladesh. The research takes into account these dimensions in a combined effort to achieve a more holistic perspective of the effect of social media marketing activities on consumer decision making in an emerging market context.
[bookmark: _Toc240903444]2.9 Conceptual Framework
From the literature and theory reviewed, the current study suggests that Social Media Marketing dimensions impact the purchase intention of the consumers in the context of Bangladesh.
Independent variables in this study are:
· Informativeness
· Entertainment
· Interactivity
· Credibility/eWOM
The dependent variable is:
· Consumers’ Purchase Intention
The proposed framework proposes that informative social media content may aid consumer decision making by offering helpful information about the product. The entertainment experience can both shape and engage consumers' behavior. Interactivity can be a tool to enhance the relationship between a consumer and a brand and make them communicate and participate. In the meanwhile, credibility/eWOM can help to decrease uncertainty by offering reliable information from brands and other customers.
The Technology Acceptance Model, Social Influence Theory, and Consumer Engagement Theory are used to support these relationships. These theories combine can account for consumers' information appraisal, social influence and relationship cultivation with brands on social media.

Conceptual relationship:
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Figure 2.1: Conceptual Framework of the Study
Source Developed by the Author
This framework is supported by TAM, Social Influence Theory, and Consumer Engagement Theory, which collectively explain how consumers process information, respond to social influences, and develop relationships with brands in social media environments.


[bookmark: _Toc240903445]Chapter 3: Research Methodology
[bookmark: _Toc240903446]3.1 Introduction
This chapter describes the methodology that has been followed to explore the effect of social media marketing dimensions on consumers' purchase intention in Bangladesh. It outlines the methods that were employed to gather, analyse and draw conclusions from the data to answer the research questions.
In the previous chapter, literature regarding social media marketing and consumer behaviour was reviewed and four dimensions were identified (informativeness, entertainment, interactivity and credibility/eWOM). To explore their relationship with consumers' purchase intention, this chapter discusses the methods based on these dimensions.
The quantitative method was used to quantify the relationship between some variables and to find patterns in consumer responses. The chapter covers the research philosophy, approach, design, strategy, sampling, data collection, variable measurement and data analysis procedures. It also covers issues of reliability, validity and ethical considerations that have been observed in the course of the study.
[bookmark: _Toc240903447]3.2 Research Philosophy
Research philosophy is beliefs about how knowledge is acquired, understood and examined in a research study. It shapes the researcher's perception of reality, what constitutes acceptable evidence and the researcher's choice of data collection and analysis techniques (Saunders, Lewis and Thornhill, 2019).
The positivist philosophy is used in this study, having regard the measurable relationship between the dimensions of social media marketing and consumers' purchase intention. Informativeness, entertainment, interactivity and credibility/eWOM are the main constructs and numerical data are used to measure their impact on purchase intention.
Positivism advocates the study of social phenomena objectively by systematic observation, measurement and statistical analysis. This is suitable for the current study since there was a structured questionnaire on consumer perception and quantitative analysis was conducted.
While personal experiences, emotions and social contexts can also affect consumer behaviour, the main goal of this study is to determine measurable relationships and not in-depth consumer experiences. Thus, the philosophies of positivism are suitable to investigate the effect of social media marketing on consumers' purchase intention in Bangladesh systematically.
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Figure: 3.1 Research Philosophy
Source: Adapted from Saunders, M., Lewis, P. and Thornhill, A. (2019) Research Methods for Business Students. 8th edn. Pearson.
[bookmark: _Toc240903448]3.2.1 Positivism Philosophy
Positivism is a research philosophy that sees knowledge being created through objective observation, measurement and empirical evidence (Saunders, Lewis and Thornhill, 2019). It is often linked to quantitative research and statistical analysis, where it is used to analyse relationships among measurable variables (Bryman and Bell, 2015; Creswell and Creswell, 2023).
The positivist philosophy is used in this study to explore the relationships between social media marketing dimensions (informativeness, entertainment, interactivity and credibility/eWOM) and consumers' purchase intention. These variables are measured by a structured questionnaire and analysed objectively by statistical techniques.
The approach is also aligned with theories as mentioned in chapter 2, such as Technology Acceptance Model (Davis, 1989), Social Influence Theory (Kelman, 1958), and Consumer Engagement Theory (Hollebeek, Srivastava and Chen, 2019). Hence, positivism is suitable philosophy to explore the relationship between the social media marketing activities and consumers' purchase intention in Bangladesh, which is measurable.
[bookmark: _Toc240903449]3.3 Research Approach
A research approach is a way of relating theory and empirical evidence in a research. The approaches to this include deductive, inductive and abductive approaches (Saunders, Lewis and Thornhill, 2019). The approach of this study is deductive, which is the one that is based on the theories and previous empirical studies presented in Chapter 2. The study investigates the relationship of key dimensions of social media marketing (informativeness, entertainment, interactivity, and credibility/eWOM) with consumers' purchase intention.
The deductive approach is suitable as it does not try to build a new theory, it tries to explore the relationship already detected by previous literature in Bangladeshi context. The quantitative information was gathered using a structured questionnaire and statistically analysed. This is also in line with positivist philosophy that focuses on objective measurement and empirical investigation (Saunders, Lewis and Thornhill, 2019). Hence, deductive approach was used in which it serves as a systematic basis for the analysis of social media marketing towards consumers' purchase intention.
[bookmark: _Toc240903450]3.4 Research Design
Research design offers a systematic plan for gathering, quantifying and interpreting data to effectively address research questions (Creswell and Creswell, 2023). The designs are exploratory, descriptive and explanatory research (Saunders, Lewis and Thornhill, 2019). The research method used in this research is an explanatory research to examine the relationship between social media marketing dimensions and consumers' purchase intention. Informativeness and Entertainment, Interactivity and credibility/eWOM are the independent variables and Purchase intention is the dependent variable. The explanatory design is in line with deductive and quantitative approach where relationships found in the previous literature are examined with the help of empirical data obtained from the Bangladeshi consumers.
[bookmark: _Toc240903451]3.5 Research Strategy
Research strategy is the approach to gather and analyse data to answer the research question effectively (Saunders, Lewis and Thornhill, 2019). Survey is the method selected for this study, because it is a common method used in business and consumer behaviour research, allowing structured and measurable data collection (Bryman and Bell, 2015). A structured questionnaire was employed to measure the consumers perceptions of informativeness, entertainment, interactivity and credibility/eWOM and its association with purchase intention. Survey research is suitable as it will give standardised responses for quantitative comparison and statistical analysis. Survey has also been employed in the past to discuss social media marketing and consumer behaviour (Erkan and Evans, 2016; Cheung, Pires and Rosenberger, 2020).
[bookmark: _Toc240903452]3.6 Population and Sampling Strategy
The population is the entire group of interest for a study (Saunders, Lewis and Thornhill, 2019). This study aimed to reach out to the social media users of Bangladesh who has experienced in discovering products or in having interaction with brands or making purchasing decision through social media. Non-probability convenience sampling was employed because of the limitation of time and resources (Bryman and Bell, 2015) in which the respondents were easily available. 30 valid respondents were included in the study. While this sampling method may not be generalisable to the entire Bangladeshi social media users, it is useful to obtain preliminary insights into the consumers' perceptions and the relationship between social media marketing dimensions and purchase intention.
[bookmark: _Toc240903453]3.7 Data Collection Method
Data collection involves obtaining information needed to address research questions and objectives (Creswell and Creswell, 2023). Primary quantitative data was obtained through a structured questionnaire that enabled standardised responses to be gained directly from the participants (Saunders, Lewis and Thornhill, 2019). Four social media marketing dimensions were measured: informativeness, entertainment, interactivity and credibility/eWOM and purchase intention was the dependent variable. Attitudes and perceptions of consumers were quantified by using Likert scale in order to measure the responses (Bryman and Bell, 2015). The questionnaire was given on an online platform to those who use social media. Clear and simple questions were used to minimise misunderstanding and response bias.
[bookmark: _Toc240903454]3.8 Questionnaire Design and Measurement of Variables
According to the research goals and variables found in the literature, a structured questionnaire was developed. It consisted of five sections covering demographic information and social media usage, social media marketing dimensions, consumer engagement, purchase intention and respondents' suggestions. The four marketing dimensions identified as important influences on consumers' responses were informativeness, entertainment, interactivity and credibility/eWOM (Kim and Ko, 2012; Erkan and Evans, 2016; Cheung, Pires and Rosenberger, 2020). Consumer engagement and purchase intention were assessed individually. Items on all measurement scales were measured on a 5-point Likert scale from 1 = Strongly Disagree to 5 = Strongly Agree. Questionnaire items were developed based on constructs identified in previous empirical research.
Table 3.8: Measurement of Research Variables
	Variable
	Dimensions
	Number of Items
	Measurement Scale

	Social Media Marketing Activities
	Informativeness
	4 items (B1–B4)
	5-point Likert Scale

	
	Entertainment
	4 items (B5–B8)
	5-point Likert Scale

	
	Interactivity
	4 items (B9–B12)
	5-point Likert Scale

	
	Credibility/eWOM
	4 items (B13–B16)
	5-point Likert Scale

	Consumer Engagement
	Consumer engagement behavior
	5 items (C1–C5)
	5-point Likert Scale

	Purchase Intention
	Purchase intention
	6 items (D1–D6)
	5-point Likert Scale


Source: Developed by the author based on previous studies.
The questionnaire was designed based on the variables identified in the conceptual framework. Social media marketing activities were measured through four dimensions: informativeness, entertainment, interactivity and credibility/electronic word-of-mouth (eWOM. Each dimension consisted of four measurement items developed based on previous studies. Purchase intention was measured using six statements assessing consumers’ willingness and likelihood of purchasing products influenced by social media marketing.
[bookmark: _Toc240903455]3.9 Data Analysis Techniques
The obtained data were quantitatively analysed using IBM SPSS Statistics. To summarise respondent characteristics and overall trends, descriptive data such as frequencies, percentages, means and standard deviations were used. Cronbach's Alpha was used to examine internal consistency of the measurement scales (Field, 2018). Pearson correlation analysis was used to investigate the correlation between social media marketing dimensions, consumer engagement and purchase intention. Multiple regression analysis was employed to test the impact of the informativeness, entertainment, interactivity and credibility/eWOM on purchase intention and simple regression was used to test the impact of consumer engagement. The use of these techniques allowed the systematic interpretation of relationships between the study variables (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc240903456]3.10 Reliability and Validity
To ensure that the results of the research are accurate and reliable, it is crucial to have reliability and validity.
Reliability refers to the consistency of a measurement instrument. In this study, the reliability of the questionnaire items was assessed using Cronbach’s alpha. Values above the accepted threshold indicated good internal consistency among the items within each construct (Field, 2018).
Validity refers to the extent to which an instrument measures what it is intended to measure. Content validity was supported by developing the measurement items based on previous studies related to social media marketing, consumer engagement and purchase intention (Kim and Ko, 2012; Erkan and Evans, 2016). The questionnaire was also designed to correspond with the conceptual framework of the study, with separate items used to measure each research construct.
3.11 Ethical Considerations
To ensure the protection of the participants and research integrity, ethical considerations were taken into account throughout the research process.
The survey contained only voluntary items; the purpose of the study was explained to the respondents before they answered the questionnaire. To ensure that participants understood their involvement, informed consent was obtained.
Personally identifiable data was not collected to ensure confidentiality and anonymity. The collected data will only be used for academic purposes and handled responsibly.
Adhering to ethical guidelines in research is significant as it safeguards participants' rights and enhances the credibility of the research findings (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc240903457]CHAPTER FOUR: DATA ANALYSIS, RESULTS AND FINDINGS
[bookmark: _Toc240903458]4.1 Introduction
This chapter summarizes the analysis and results obtained from the primary data gathered for the study of the effect of social media marketing on consumer's purchase intention in Bangladesh. The data were obtained using a structured questionnaire and a total of 30 valid questionnaires were used for analysis. The data were coded and analysed as described in Chapter Three in line with the research methodology.
Firstly, the demographic characteristics and social media use of the respondents are presented. This is then followed by descriptive analysis of the key research constructs, informativeness, entertainment, interactivity, credibility/electronic word-of-mouth (eWOM), consumer engagement, and purchase intention. Internal consistency of the measurement items is carried out through Cronbach's Alpha Reliability Analysis. Pearson correlation analysis is then used to study the correlation between the study variables and regression analysis to understand the impacts of social media marketing dimensions on consumer purchase intention. Furthermore, the relationship between the consumer engagement and purchase intention is investigated in line with the research objective.
The results are displayed in clear tables and selected graphical representations followed by interpretations based on the research objectives and questions set in Chapter One. The results in this chapter are supported by detailed SPSS outputs and additional statistical results included in the appendices.
[bookmark: _Toc240903459]4.2 Respondent Demographic Profile
The demographic characteristics of the respondents were analyzed to get some background information on the respondents with respect to gender, age, educational qualification and current occupation. These attributes offer insightful background information on social media usage, exposure to social media marketing and purchasing behaviour.
Table 4.1: Demographic Profile of Respondents
	Variable
	Category
	Frequency (n)
	Percentage (%)

	Gender
	Male
	19
	63.3

	
	Female
	11
	36.7

	Age
	18–25 years
	18
	60.0

	
	26–35 years
	9
	30.0

	
	36–45 years
	2
	6.7

	
	46 years or above
	1
	3.3

	Education
	Secondary education
	9
	30.0

	
	Diploma
	7
	23.3

	
	Bachelor's Degree / Honours
	9
	30.0

	
	Master's Degree
	3
	10.0

	
	Other
	2
	6.7

	Occupation
	Student
	14
	46.7

	
	Private sector employee
	8
	26.7

	
	Government employee
	2
	6.7

	
	Business owner / self-employed
	3
	10.0

	
	Unemployed
	2
	6.7

	
	Other
	1
	3.3


Source: Author's survey data (2026)
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Figure 4.1: Gender Distribution of Respondents
Source: Author's survey data (2026), analysed using IBM SPSS Statistics.
As indicated in Table 4.1, there were more male respondents (63.3%, n = 19) than female respondents (36.7%, n = 11) in the sample. Thus, the results are mainly the characteristics of the sample survey and are not representative of the equal representation of male and female consumers in Bangladesh.
The age distribution shows that the sample was quite young, as 60.0% of the respondents were aged between 18 and 25 years, while 30.0% were aged between 26 and 35 years. So 90.0% of the respondents were in the age group 18-35. This profile is relevant to the present study because a large proportion of the sample consisted of younger social media users, online brand communication and social media marketing activities. The results should be interpreted with caution in light of the fact that the number of respondents over 35 years of age is relatively small.
There are differences between respondents in the educational profile. Secondary education and Bachelor's Degree/Honours accounted for 30.0% each, with 23.3% having a diploma. A further 10.0% had a Master's Degree and 6.7% reported other qualifications. This means that respondents came from different educational backgrounds, thus representing different perspectives of consumers.
When it comes to employment status, students accounted for the highest number (46.7%) followed by those in the private sector (26.7%). These two groups made up 73.4% of all respondents. 10.0% of respondents were business owners/self-employed, 6.7% were government employees and 6.7% were unemployed, and 3.3% reported another occupation.
The general picture of the demographic profile suggests that the sample was predominantly young, predominantly students and employees from the private sector. This profile is important for this study because these respondents are likely to see social media marketing content on a frequent basis. However, the results are limited to the sample of 30 respondents and the presence of a high number of younger respondents, hence the results should not be viewed as representative of all consumers in Bangladesh.
[bookmark: _Toc240903460]4.3 Social Media Usage Profile of Respondents
The social media consumption of the respondents was explored to determine their level of exposure to social media and their previous experience of social media-influenced purchasing. This information serves as an important basis for analyzing the relationship between dimensions of social media marketing and purchase intentions.
Table 4.2: Social Media Usage Profile of Respondents
	Variable
	Category
	Frequency (n)
	Percentage (%)

	Frequency of social media usage
	Less than 1 hour per day
	3
	10.0

	
	1–3 hours per day
	7
	23.3

	
	3–5 hours per day
	11
	36.7

	
	More than 5 hours per day
	9
	30.0

	Most frequently used platform
	Facebook
	12
	40.0

	
	Instagram
	10
	33.3

	
	TikTok
	2
	6.7

	
	YouTube
	2
	6.7

	
	LinkedIn
	4
	13.3

	Previous purchase influenced by social media
	Yes
	26
	86.7

	
	No
	4
	13.3

	Frequency of purchasing after seeing social media content
	Never
	5
	16.7

	
	Rarely
	5
	16.7

	
	Sometimes
	15
	50.0

	
	Often
	1
	3.3

	
	Very often
	4
	13.3


Source: Author's survey data (2026)
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Figure 4.2: Social Media Platforms Used by Respondents
Source: Author's survey data (2026), analysed using IBM SPSS Statistics.
The respondents had extensive experience with social media as indicated in Table 4.2. Thirty-six point seven percent (36.7%) of respondents reported using social media 3-5 hours a day and another 30.0% reported using social media more than 5 hours per day. Thus, two-thirds of the respondents (66.7%) spent at least three hours a day using social media. In contrast, 23.3% spent 1–3 hours a day on social media and 10.0% less than one hour a day on social media. From these findings, it is clear that the majority of the respondents had significant daily exposure to social media settings in which they were likely to encounter marketing messages, brand communication and consumer-generated information.
The most commonly used social media platform was Facebook (40.0%) followed by Instagram (33.3%). 13.3% was LinkedIn, 6.7% was TikTok and 6.7% was YouTube. As a result, it can be seen that the respondents' use of social media focused on Facebook and Instagram.
The results also show that most of the respondents were already influenced by social media to buy products online. A total of 86.7% reported that they had previously purchased a product or service after seeing it on social media, whereas 13.3% reported that they had not. This suggests that most respondents had previous experience of social media playing a role in their purchasing decisions.
But how often people bought products they had seen on social media differed among the respondents. For half of the respondents (50.0%) the frequency of purchase was sometimes, 16.7% never purchased, and 16.7% purchased rarely. 3.3% said that they often purchase and 13.3% said that they very often purchase. Thus, while the majority of respondents indicated that they had made at least one purchase after seeing a message in social media, there were fewer people who reported making frequent purchases as a result of exposure to social media.
Overall, the findings suggest that the respondents were active users of social media with good amounts of exposure to social media marketing and significant prior experience of social media-influenced purchases. This renders the sample applicable for the study of the relationships between the informativeness, entertainment, interactivity, credibility/eWOM and purchase intention of consumers.
[bookmark: _Toc240903461]4.4 Reliability Analysis
The internal consistency of the measurement items used to assess the main constructs was evaluated by conducting reliability analysis. Cronbach's Alpha was used to assess the internal consistency of items in each construct to ensure that they were measuring the same underlying construct. The constructs that were analysed were Informativeness, Entertainment, Interactivity, Credibility/eWOM, Consumer Engagement and Purchase Intention. There were no missing cases and all 30 responses were included.
Table 4.3: Reliability Analysis of Research Constructs
	Construct
	Number of Items
	Cronbach's Alpha
	Reliability Assessment

	Informativeness
	4
	0.966
	Excellent

	Entertainment
	4
	0.922
	Excellent

	Interactivity
	4
	0.907
	Excellent

	Credibility/eWOM
	4
	0.915
	Excellent

	Consumer Engagement
	5
	0.931
	Excellent

	Purchase Intention
	6
	0.946
	Excellent


Source: Author's survey data (2026), analysed using IBM SPSS Statistics
Table 4.3 shows that the Cronbach's alpha coefficients for all six constructs ranged from 0.907 to 0.966. The results indicate a very high internal consistency among the measurement scales, with items within each construct yielding consistent responses.
The Cronbach's α values for informativeness, purchase intention, and consumer engagement were 0.966, 0.946, and 0.931, respectively, and were the highest. The internal consistency of the items was also high for Entertainment (α = 0.922), Credibility/eWOM (α = 0.915) and Interactivity (α = 0.907).
The reliability results indicate very high internal consistency across all six constructs. All the items within each construct showed high Alpha values, which allowed the use of composite variables for Informativeness, Entertainment, Interactivity, Credibility/eWOM, Consumer Engagement and Purchase Intention for further statistical analysis.
The output of SPSS reliability analysis including item statistics, corrected item-total correlations and Cronbach's Alpha if item deleted is provided in the appendices. This is another piece of evidence for reliability assessment and further evidence to support using the measurement scales in the following analysis.
In general, the reliability results showed that the constructs measured in this study were measured consistently by the questionnaire. Thus, the analysis can be continued to analyze the overall perception of these constructs in the form of descriptive statistics, namely the mean and standard deviation.
[bookmark: _Toc240903462]4.5 Descriptive Statistics of Research Constructs
The overall description of the respondents' perceptions of the six research constructs was done based on 30 valid responses. Informativeness, Entertainment, Interactivity, Credibility/eWOM, Consumer Engagement and Purchase Intention were analyzed using mean and standard deviation.
Table 4.4: Descriptive Statistics of Research Constructs
	Construct
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Informativeness
	30
	1.00
	5.00
	3.567
	1.296

	Entertainment
	30
	1.00
	5.00
	3.867
	1.152

	Interactivity
	30
	1.00
	5.00
	3.725
	1.204

	Credibility/eWOM
	30
	1.00
	5.00
	3.775
	1.193

	Consumer Engagement
	30
	1.00
	5.00
	3.673
	1.307

	Purchase Intention
	30
	1.00
	5.00
	3.872
	1.221


Source: Author’s survey data (2026), analysed using IBM SPSS Statistics
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Figure 4.3: Mean Scores of the Research Constructs
Source: Author's survey data (2026), analysed using IBM SPSS Statistics.
The mean scores for all six constructs were above the midpoint of 3.00 as presented in Table 4.4 (3.567 to 3.872). This indicates generally positive perceptions across the constructs measured in the study. Purchase Intention had the highest mean (M = 3.872) followed by Entertainment (M = 3.867), and Informativeness was the lowest (M = 3.567).
Overall, the mean score for Entertainment is relatively high, which could indicate that people are receptive to social media content that is entertaining and captivating. This is in line with the findings of Kim and Ko (2012), who found that social media marketing activities can positively affect consumer responses. The discovery further aligns with the overall argument of Dwivedi et al. (2021) that social media marketing involves creating engaging experiences rather than relying solely on promotional messages.
The relatively high Purchase Intention mean is also noteworthy as it shows that the respondents generally demonstrated a desire to buy products/services advertised via social media. According to the Theory of Planned Behaviour, intention represents an important outcome in the process leading to behaviour (Ajzen, 1991). But the descriptive results do not enable to make any decision about which dimension of social media marketing is the most influential in relation to Purchase Intention; this is possible only through correlation and regression analysis.
The descriptive results show a generally positive attitude towards the variables studied and serve as a basis for further analysis of the relationships among the variables.
[bookmark: _Toc240903463]4.6 Correlation Analysis
The relationships between Informativeness, Entertainment, Interactivity, Credibility/eWOM, Consumer Engagement and Purchase Intention were analyzed by Pearson correlation analysis to determine the direction and strength of the relationships.
Table 4.5: Pearson Correlation Matrix
	Variable
	INF
	ENT
	INT
	CRE
	CE
	PI

	Informativeness (INF)
	1
	.901
	.876
	.896
	.818
	.838

	Entertainment (ENT)
	.901
	1
	.927
	.915
	.895
	.929

	Interactivity (INT)
	.876
	.927
	1
	.951
	.881
	.930

	Credibility/eWOM (CRE)
	.896
	.915
	.951
	1
	.849
	.928

	Consumer Engagement (CE)
	.818
	.895
	.881
	.849
	1
	.868

	Purchase Intention (PI)
	.838
	.929
	.930
	.928
	.868
	1


Note: All correlations are statistically significant at p < .001 (two-tailed).
Source: Author’s survey data (2026), analysed using IBM SPSS Statistics
As seen in Table 4.5, all the variables are positively related and statistically significant. The correlations between the four social media marketing dimensions and Purchase Intention are relatively high, with Interactivity having the highest correlation (r = .930) followed by Entertainment (r = .929), Credibility/eWOM (r = .928) and Informativeness (r = .838).
The results suggest that there was a correlation between respondents' perceptions of social media marketing and their purchase intentions, with those who perceived the marketing to be more favourable also reporting higher purchase intentions. As for the relationship between Entertainment and Purchase Intention, it is similar to the findings of Kim and Ko (2012), who found that social media marketing activities are important to influence consumer responses. Likewise, the positive relationship between Credibility/eWOM is in line with Erkan and Evans (2016) and Lou and Yuan (2019) who noted the influential role of useful, credible and trustworthy online information in consumers' decision making.
The positive correlation between Interactivity and Purchase Intention is also in line with the fact that social media allows consumers to interact with brands and be active in marketing activities (Godey et al., 2016). These findings are also broadly consistent with Ajzen’s (1991) perspective on behavioural intention, although the Theory of Planned Behaviour was not directly tested in this study.
Consumer Engagement also had a high positive correlation with Purchase Intention (r = .868). This indicates that the more consumers are engaged with brands and social media content, the more likely they are to report purchase intent. This aligns with the broader social media marketing literature, which considers engagement a crucial result of consumers' relationship with brands (Dwivedi et al., 2021).
However, the independent variables were also highly intercorrelated. The two highest interrelationships were found between Interactivity and Credibility/eWOM (r = .951), and Entertainment and Interactivity (r = .927). Thus, while the correlation results suggest strong relationships, they are not necessarily unique to each predictor. The regression analysis is used to consider this issue further.
[bookmark: _Toc240903464]4.7 Multiple Regression Analysis
Multiple regression analysis was conducted to examine the combined effect of Informativeness, Entertainment, Interactivity and Credibility/eWOM on Purchase Intention. In this model, Purchase Intention was treated as the dependent variable, while the four dimensions of social media marketing acted as independent variables. The purpose of the analysis was to determine whether each dimension contributes uniquely to explaining Purchase Intention after controlling for the effects of the other dimensions.
The regression model used in this study can be expressed as:
Purchase Intention = β₀ + β₁(Informativeness) + β₂(Entertainment) + β₃(Interactivity) + β₄(Credibility/eWOM) + ε
Where:
· β₀ = Constant 
· β₁–β₄ = Regression coefficients 
· ε = Error term
Table 4.6: Model Summary
	R
	R Square
	Adjusted R Square
	Std. Error
	Durbin-Watson

	.955
	.912
	.897
	.391
	1.359


Source: Author’s survey data (2026), analysed using IBM SPSS Statistics
The overall correlation between the four social media marketing dimensions and Purchase Intention was quite high in the model (R = .955). The R² value of .912 shows that the four predictors accounted for 91.2% of the variance in Purchase Intention, and the Adjusted R² value of .897 indicates that the model retains a high level of explanatory power after adjustment for the number of predictors.
The results of this finding indicate that the dimensions of social media marketing as a whole have a significant explanatory power in this sample for Purchase Intention. It is generally consistent with the previous studies that indicate social media marketing activities can impact consumers' responses and purchase-related outcomes (Kim and Ko, 2012; Godey et al., 2016; Dwivedi et al., 2021).
Table 4.7: ANOVA Results
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	39.384
	4
	9.846
	64.418
	.000

	Residual
	3.821
	25
	.153
	
	

	Total
	43.205
	29
	
	
	


Source: Author’s survey data (2026), analysed using IBM SPSS Statistics
The results of the ANOVA test showed that the overall regression model was statistically significant (F(4,25) = 64.418, p < .001). The four dimensions of social media marketing, when considered together, significantly predict Purchase Intention in the sample. This is a more compelling result than the descriptive and correlation results since it shows that the regression model as a whole has a statistically significant predictive ability. However, the individual coefficients need to be examined before determining which dimensions provide unique predictive contributions.
Table 4.8: Regression Coefficients
	Predictor
	B
	Beta
	t
	Sig.
	Tolerance
	VIF

	Informativeness
	-.191
	-.203
	-1.348
	.190
	.156
	6.391

	Entertainment
	.534
	.504
	2.755
	.011
	.106
	9.454

	Interactivity
	.261
	.258
	1.189
	.245
	.075
	13.289

	Credibility/eWOM
	.412
	.403
	1.882
	.072
	.077
	12.947


Dependent Variable: Purchase Intention
Source: Author’s survey data (2026), analysed using IBM SPSS Statistics
The results in Table 4.8 indicate that only Entertainment was a statistically significant independent predictor of Purchase Intention (β = .504, p = .011). After adjusting the other social media marketing dimensions, Entertainment was the largest statistically significant unique contributor to Purchase Intention.
The discovery is in line with Kim and Ko (2012) which found that the social media marketing activities are crucial in getting the positive responses from the consumers. It also provides additional meaning to the descriptive result, in which Entertainment had one of the highest mean scores. From a practical point of view, the outcome indicates that, for this sample, the positive and enjoyable social media content could be specifically effective in stimulating purchase intentions among consumers.
Interactivity (β = .258, p = .245) and Credibility/eWOM (β = .403, p = .072) had positive coefficients that were not significant, and Informativeness had a negative but non-significant coefficient (β = -.203, p = .190). Hence, it is important to note that the results do not imply that these dimensions have no connection with Purchase Intention. Instead, they had effects that were not statistically significant when the other highly correlated predictors were added to the model at the same time.
An important explanation for this result is the collinearity statistics. The results showed that Interactivity had a VIF of 13.289 and Credibility/eWOM had a VIF of 12.947, which is above 10. The VIF for entertainment was also relatively high with a value of 9.454. The results show considerable multi-collinearity between the predictors. This is in line with the extremely high correlations found in Table 4.5, especially between Interactivity and Credibility/eWOM (r = .951).
Thus, the regression results should be used with care. The overall model is statistically significant and accounts for a high amount of variance in Purchase Intention but the high correlations among predictors might result in less stable individual coefficients. However, after accounting for the other dimensions, Entertainment is still statistically significant.
Entertainment was the only social media marketing dimension to make a statistically significant unique contribution to Purchase Intention in the full regression model, whereas the four dimensions of social media marketing together explain Purchase Intention.
[bookmark: _Toc240903465]4.8 Regression Analysis: Consumer Engagement and Purchase Intention
A simple linear regression analysis was conducted to examine whether Consumer Engagement predicts Purchase Intention. In this model, Consumer Engagement was treated as the independent variable and Purchase Intention as the dependent variable. The analysis aimed to determine the extent to which engagement with social media content explains variations in consumers’ purchase intentions.
The regression equation is expressed as:
Purchase Intention = β₀ + β₁(Consumer Engagement) + ε
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Figure 4.4: Relationship Between Consumer Engagement and Purchase Intention
Source: Author's survey data (2026), analysed using IBM SPSS Statistics.
Table 4.9: Model Summary
	R
	R Square
	Adjusted R Square
	Std. Error of Estimate

	.868
	.753
	.744
	.618


Source: Author’s survey data (2026), analysed using IBM SPSS Statistics
The model showed a good positive correlation between Consumer Engagement and Purchase Intention (R = .868). The value of R² is .753, meaning that 75.3% of the variance in Purchase Intention was explained by Consumer Engagement.
This finding indicates that the relationship between engagement with brands and social media content is highly correlated with consumers' purchase intent in the sample. This is in line with the literature that highlights the importance of consumer engagement in building robust consumer–brand relationships and reactions to social media marketing (Dwivedi et al., 2021). It also supports the correlation result in Table 4.5, which shows that there is a strong correlation between Consumer Engagement and Purchase Intention (r = .868).
Table 4.10: ANOVA Results
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	32.524
	1
	32.524
	85.263
	.000

	Residual
	10.681
	28
	.381
	
	

	Total
	43.205
	29
	
	
	


Source: Author’s survey data (2026), analysed using IBM SPSS Statistics
The result of the ANOVA indicated that the regression model was statistically significant, F(1,28) = 85.263, p < .001. Thus, Consumer Engagement can be said to predict Purchase Intention in the sample.
Table 4.11: Regression Coefficients
	Predictor
	B
	Std. Error
	Beta
	T
	Sig.

	Constant
	.896
	.341
	—
	2.626
	.014

	Consumer Engagement
	.810
	.088
	.868
	9.234
	.000


Dependent Variable: Purchase Intention
Source: Author’s survey data (2026), analysed using IBM SPSS Statistics
The relationship between Consumer Engagement and Purchase Intention was significant and positive with a beta value of .868 and a B value of .810 (p < .001). Accordingly, those who were more engaged with brands and social media content were more likely to say that they were more likely to buy.
The finding is in line with the literature view that indicates that consumer engagement is another vital mechanism by which social media interactions can shape consumer reactions (Dwivedi et al., 2021). 
In general, the results suggest that there is a need to actively engage consumers in the social media to increase the purchase intentions of the social media users in the sample.
[bookmark: _Toc240903466]4.9 Respondents’ Suggested Marketing Strategies
An open ended question was added to enable respondents to propose how organisations can enhance their social media marketing and consumers' buying process. Frequency and percentage analysis were used to analyse the responses, which were given in major categories.
Table 4.12: Respondents’ Suggested Marketing Strategies
	Suggested Strategy
	Frequency
	Percentage

	After-sales service, warranty and guarantee
	3
	10.0%

	Delivery speed
	2
	6.7%

	Engaging content
	2
	6.7%

	Customer response speed
	1
	3.3%

	Product information
	1
	3.3%

	Transparency and trustworthiness
	1
	3.3%

	Genuine/authentic products
	1
	3.3%

	Advertising and promotion
	1
	3.3%

	Short-form video content
	1
	3.3%

	Other/unclear
	1
	3.3%

	No specific suggestion/Yes
	16
	53.3%

	Total
	30
	100.0%


Source: Author’s survey data (2026), analysed using IBM SPSS Statistics
As indicated in Table 4.12, over half of the respondents (53.3%) did not provide a specific suggestion. Among those who did, after-sales service, warranty and guarantee were mentioned most frequently, followed by delivery speed and engaging content. The need for trust and reliability is reflected in suggestions concerning warranty, after-sales service, authenticity and transparency and customer response. This is consistent with Erkan and Evans (2016) and Lou and Yuan (2019) who suggested that consumers' reactions to social media content have been shown to be influenced by useful and believable online information.
The Entertainment suggestion corresponds to the regression finding that the only individual predictor of Purchase Intention was statistically significant, namely Entertainment. The qualitative answers, therefore, offer further practical context to the quantitative findings: marketers might have to merge engaging content with reliable information, trustworthy communication and satisfactory customer service.
The results are also broadly consistent with Ajzen’s (1991) perspective that behavioural intentions may be shaped by consumers’ evaluations and social experiences, although the Theory of Planned Behaviour was not directly tested in this study.
[bookmark: _Toc240903467]4.10 Summary of Key Findings
The results of the analysis of 30 valid responses yield several important findings of the relationship between social media marketing and Purchase Intention.
Demographic findings indicate that the sample consisted mainly of young people, as 90.0% of the sample was aged between 18-35 years. The majority of respondents also worked in the private sector or were students. The social media usage results also indicated that 66.7% of respondents used social media for at least three hours per day, while 86.7% had previously made a purchase influenced by social media. This indicates that the sample had substantial exposure to social media marketing and previous social media-influenced purchasing experiences. Results of the reliability analysis showed good internal consistency for all constructs, with Cronbach's Alpha ranging from .907 to .966. Thus, the measurement scales were appropriate for further statistical analyses.
The descriptive statistics revealed general favorable perceptions of all constructs with mean scores higher than the midpoint of the five point scale. Purchase Intention had the highest mean (M = 3.872) and Entertainment was rated high (M = 3.867) too. This positive Entertainment perception is especially important because it was the only individual predictor that was statistically significant in the multiple regression analysis.
There were strong positive and statistically significant correlations among all study variables as revealed by the correlation analysis. The interactivity and Entertainment constructs were particularly high in terms of their relationship with Purchase Intention, as well as the Credibility/eWOM construct. The results of this study are consistent with the results of previous studies that show how interactive, entertaining, and credible social media activities influence consumers' response to them (Kim and Ko, 2012; Godey et al., 2016; Erkan and Evans, 2016; Lou and Yuan, 2019).
The multiple regression model was significant and accounted for 91.2% of the variance in Purchase Intention. However, there was considerable multicollinearity among the independent variables. The other dimensions were not significant individual predictors after controlling for the others (all ps > 0.05), but Entertainment was (β = .504, p = .011). The high level of multicollinearity warrants caution in interpreting the individual coefficients, but this indicates that Entertainment had the highest unique contribution to Purchase Intention in the present sample.
The separate regression analysis revealed Consumer Engagement to be strongly related to Purchase Intention (β = .868, p < .001) with Consumer Engagement accounting for 75.3% of the variance in Purchase Intention. This is a reminder of the need for active consumers in social media marketing.
Finally, the Open Questions generated the following suggestions from respondents: After-sales service, warranty and guarantee, delivery speed, engaging content, product information, transparency, authenticity and customer responsiveness. These responses help to reinforce the quantitative results and illustrate that consumers appreciate content that is engaging in social media and a positive buying experience.
In general, the results show that there is a positive relationship between social media marketing and Purchase Intention among the samples of the study. The regression results indicate that among the four dimensions, Entertainment has the highest unique predictive power, while Consumer Engagement has a significant unique relationship with Purchase Intention. The results of these findings are used as the basis for the discussion, implications, recommendations and conclusion in Chapter 5.
[bookmark: _Toc240903468]CHAPTER FIVE: DISCUSSION, RECOMMENDATIONS, LIMITATIONS 
[bookmark: _Toc240903469]5.1 Introduction
This chapter discusses the main findings of the study on the effect of social media marketing on consumers' purchase intention in Bangladesh. The findings are discussed with regard to the research questions and the conceptual framework and literature reviewed in Chapter Two. The chapter also discusses the implications of the findings and offers recommendations to businesses, limitations of the study and directions for future research before concluding the study.
[bookmark: _Toc240903470]5.2 Discussion of Findings
[bookmark: _Toc240903471]5.2.1 Social Media Usage, Consumer Perceptions and Purchasing Behaviour
The results show that social media has become a significant source for information search and buying process for the respondents. The majority of respondents reported substantial social media usage, with 66.7% using social media for at least three hours per day. Facebook and Instagram were the most commonly used platforms. Furthermore, 86.7% said they had had an experience where social media has influenced their decision to buy something. This indicates that social media is not just a communication channel, but is an increasingly relevant element in consumers' buying process.
The descriptive results also revealed overall positive attitudes towards the study variables. Purchase Intention had the highest mean (M = 3.872), closely followed by Entertainment (M = 3.867), Credibility/eWOM, Interactivity, Consumer Engagement and Informativeness. This indicates that the respondents especially appreciated content that was fun and entertaining, but believable content and interaction were also significant components of their perceptions.
The results are in line with Kaplan and Haenlein (2010)'s emphasis on the participative nature of social media and Dwivedi et al. (2021)'s claim that digital and social media marketing has evolved from one-way promotion to interaction, engagement and consumer-generated communication. Results indicate that the Bangladeshi consumers not only receive social media marketing messages, but also are exposed to this marketing approach in other ways.
However, the results showed that there were differences in the frequency of product purchases as a result of exposure to the products on social media, which means that exposure does not always lead to purchasing actions. It reinforces the general notion that consumers' reactions are based on their perception and interaction with the social media content, not just their exposure to it. Overall, the findings indicate that the respondents had generally positive perceptions of social media marketing and considerable prior exposure to social media-influenced purchasing.
[bookmark: _Toc240903472]5.2.2 Social Media Marketing Dimensions and Purchase Intention
Results of the correlation analysis showed that there was a strong relationship between all four social media marketing dimensions and Purchase Intention, with positive values. Interactivity and Entertainment and Credibility/eWOM had strong relationships with Purchase Intention and Informativeness had a strong positive relationship.
The results support previous studies that demonstrated that consumers can be impacted by social media marketing by informational, emotional and relational ways. The availability of useful, high-quality and credible online information is important to consumers' information adoption (Erkan and Evans, 2016), and entertaining and interactive social media marketing activities can bring about positive consumer reactions (Kim and Ko, 2012). Likewise, Lou and Yuan (2019) emphasized that the credibility of the content is a key factor in the trustworthiness of the communication and the impact on consumer reactions to brand communication.
The results also corroborate the theory of the study which suggested Informativeness, Entertainment, Interactivity and Credibility/eWOM as key aspects of social media marketing. The positive relationship of their associations with Purchase Intention shows that consumers' perceptions of these marketing characteristics tend to be in the same direction as their Purchase Intention.
The multiple regression also revealed that the four dimensions were able to account for a large percentage of the variance in Purchase Intention and that the model overall was statistically significant. This means that as a whole, social media marketing (as a multi-dimensional construct) has a significant explanatory power for Purchase Intention in the sample. The results thus indicate that there is a high correlation overall between social media marketing and Purchase Intention, which answers the second research question.
However, the multiple high intercorrelations of several independent variables suggest that these dimensions are highly related in the respondents' perception. So the results should not be used to imply that each dimension is independent of each other.
The findings can also be interpreted through the Theory of Planned Behaviour (Ajzen, 1991). The theory suggests that behavioural intention is influenced by individuals’ evaluations, beliefs and social influences. In the context of this study, informativeness, credibility/eWOM and interactivity may shape consumers’ beliefs and attitudes toward products, while entertaining content may generate favourable emotional responses. Consumer Engagement may also reflect stronger psychological involvement with brands, which contributes to higher Purchase Intention. Therefore, these findings are also broadly consistent with Ajzen’s (1991) perspective on behavioural intention, although the Theory of Planned Behaviour was not directly tested in this study.
[bookmark: _Toc240903473]5.2.3 Factors Influencing Purchase Intention
While all four social media marketing dimensions were highly correlated with Purchase Intention, the multiple regression analysis resulted in a more specific result. When all independent variables (Informativeness, Entertainment, Interactivity and Credibility/eWOM) were included in the model together, Entertainment was the only statistically significant independent predictor.
This result indicates that fun social media content may be especially significant in building up purchase intentions among the respondents. When other social media marketing dimensions are taken into account, content that attracts attention, brings enjoyment and keeps consumers engaged could, therefore, be more influential. This is generally in line with the results of Kim and Ko (2012) that found that entertainment and interaction are significant elements of the activities of social media marketing.
But the lack of significance of the individual effects of Informativeness, Interactivity and Credibility/eWOM does not imply that these dimensions are irrelevant. The strong bivariate relationships with Purchase Intention and high inter-correlations with each other suggest that there is much overlap among the constructs. The VIF values also show high values especially for Interactivity and Credibility/eWOM, which indicate multicollinearity of the regression model. Therefore, individual coefficients need to be interpreted with care.
This finding is an important qualifying condition to the overall positive correlation between Social media marketing and Purchase Intention. The size of the dimensions as a whole was also highly informative, but in the current model, Entertainment was the most distinct dimension. In this way, the third research question is answered: Entertainment was the only statistically significant unique predictor in the full regression model, while the other dimensions showed strong relationships with Purchase Intention but did not make statistically significant unique contributions.
[bookmark: _Toc240903474]5.2.4 Consumer Engagement and Purchase Intention
There was a strong positive relationship between Consumer Engagement and Purchase Intention. The results of the separate regression analysis revealed that Consumer Engagement was a statistically significant predictor and accounted for 75.3% of the variance in Purchase Intention in the sample.
This discovery underscores the need to break away from the one-way promotional communication. Social media gives consumers the opportunity to comment, share, reply to content, interact with brands and be part of online communities. These activities can help to deepen consumer engagement with brands, and, potentially, boost purchasing intent.
The finding aligns with that of Godey et al. (2016) who revealed that social media marketing activities can help foster consumer engagement and brand relationships. It also backs up Dwivedi et al. (2021) who have highlighted the interactive nature of digital and social media marketing.
Theoretically, the finding confirms the conceptualisation that Consumer Engagement is an important mechanism in the social media marketing environment. By engaging with brand-related content, consumers can become more connected with the brand, which may be associated with stronger purchase intentions.
Findings thus answer the fourth research question as there was a strong positive relationship between Consumer Engagement and Purchase Intention. For enterprises, this means that it might be more beneficial to promote real interaction than just exposure.
[bookmark: _Toc240903475]5.2.5 Respondents' Suggested Marketing Strategies
The open-ended responses also offer some more practical findings to what consumers want from businesses using social media. While over 50% of the respondents did not specify an area for improvement, those that did mentioned a number of areas such as after-sales service, warranty and guarantee, delivery speed, engaging content, customer responsiveness, product information, transparency and authenticity and short-form video content.
These responses are in addition to the quantitative findings. It is in this vein that Entertainment emerged as the only statistically significant unique predictor of Purchase Intention in the multiple regression analysis. Meanwhile, hints about transparency and product information and authenticity further emphasize Credibility/eWOM and Informativeness in consumers' social media experiences.
The answers also indicate that consumers have expectations for more than just the content of social media. A reliable delivery system combined with customer service responsiveness, authenticity of products and good after-sales service can help to make the purchasing process more trustworthy. Especially in an online scenario, where the consumer may not be sure of the quality of the product and its authenticity, and about the reliability of the service.
These findings answer the fifth research question and suggest that social media marketing can be enhanced by providing interesting content, helpful information, quick replies, transparency, and product authenticity and dependable customer service. So, the best approach to social media marketing is to consider it a part of the consumer experience and not just an ad campaign.
[bookmark: _Toc240903476]5.3 Practical Recommendations
The results of this study have a number of implications for businesses that are using social media marketing in Bangladesh. First, organisations should be concerned with developing entertaining and engaging content, since in the multiple regression analysis, Entertainment was the only statistically significant predictor of Purchase Intention. The use of short-form videos, storytelling, interactive campaigns and aesthetically pleasing content can boost consumer interest and attention.
It is also important to add entertaining content to the information about products, prices, delivery options and product benefits that will be available to businesses. Informativeness was not significant in the regression model but it still had strong positive relationship with the Purchase Intention.
Consumer engagement should also be enhanced via timely response, interaction, live sessions, polls and consumer participation activities. As Consumer Engagement was significantly associated with Purchase Intention, businesses could benefit from fostering enduring connections with consumers rather than relying only on promotional messages. Moreover, they can be made more transparent and credible by giving out product information, genuine customer reviews and clear return, delivery and warranty policies. The respondents also emphasized that after-sales service, product authenticity and responsive customer support are important. Lastly, companies should embrace a social media marketing strategy that takes a comprehensive approach to incorporating entertainment, information, interactivity and credibility to achieve a more successful consumer experience.
[bookmark: _Toc240903477]5.4 Recommendations for Future Research
Future studies are suggested with larger and more diverse samples to enhance the generalisability of the results to other consumer groups in Bangladesh. Including more age groups, occupations, geographical areas and income levels would provide a broader understanding of consumer responses to social media marketing.
Additional aspects to consider for future research include brand trust, perceived value, price sensitivity, brand loyalty, influencer marketing and consumer satisfaction. These variables might give an explanation of consumers' intentions to purchase further.
A longitudinal study could be conducted to investigate the changes in consumer perceptions and purchase intentions over time. Comparative research on various social media platforms or consumer groups/industries may also be able to determine if social media marketing has varying impacts based on the context.
Lastly, future studies should take into account bigger samples and use advanced statistical techniques to better examine the relationship between highly correlated social media marketing dimensions and to tackle the issue of multicollinearity.
[bookmark: _Toc240903478]5.5 Limitations of the study 
This study has several limitations that should be considered when interpreting the findings. First, the sample size was relatively small, consisting of only 30 respondents, which limits the generalisability of the results to the wider population of social media users in Bangladesh.
Second, a large proportion of respondents were young individuals and students, meaning that the findings may not fully represent older consumers or people from different occupational backgrounds.
Third, the study employed a cross-sectional research design, where data were collected at one point in time. Consumer behaviour, social media usage and marketing practices may change over time, potentially producing different findings.
In addition, the study relied on self-reported data, which may be influenced by personal interpretation, recall bias and response bias.
Finally, high correlations among some independent variables, particularly Interactivity and Credibility/eWOM, created multicollinearity issues in the multiple regression analysis. Therefore, the individual effects of predictors should be interpreted with caution.


[bookmark: _Toc240903479]CHAPTER 6: CONCLUSION
[bookmark: _Toc240903480]6.1 Introduction
This chapter gives the overall conclusion of the study on the social media marketing and the purchase intention of the consumers in Bangladesh. It provides a brief summary of the key findings, answers the questions of the investigation, gives theoretical and practical implications, and ends the investigation.
[bookmark: _Toc240903481]6.2 Summary of the Study
The study investigated the correlation between the social media marketing and the Purchase Intention of the consumers in Bangladesh. The social media marketing was measured by four dimensions: Informativeness, Entertainment, Interactivity and Credibility/electronic Word-of-Mouth (eWOM). Consumer Engagement was also studied with regard to Purchase Intention.
The method of the study was quantitative research with the use of structured questionnaire and IBM SPSS Statistics was used for data analysis. Descriptive statistics, Cronbach's Alpha, Pearson correlation, multiple regression and simple regression were analyzed. Thirty valid responses were analysed. Of the respondents, 90.0% were aged between 18 and 35 years, and the most frequently used social media platforms were Facebook and Instagram. Additionally, 86.7% of respondents reported that they had previously purchased a product or service after seeing it on social media. 
[bookmark: _Toc240903482]6.3 Overall Findings and Conclusions
The reliability analysis showed an excellent internal consistency for all six constructs, with values of Cronbach's alpha ranging from 0.907 to 0.966. Descriptive statistics indicated that the mean scores of all constructs exceeded the midpoint on the 5-point scale; Purchase Intention had the highest mean score (3.872), followed by Entertainment (3.867).
The Pearson correlation analysis found strong positive relationships between all four dimensions of social media marketing and Purchase Intention. The dimension most highly correlated with Purchase Intention was Interactivity (r = .930), followed by Entertainment (r = .929), Credibility/eWOM (r = .928) and Informativeness (r = .838).
The multiple regression model was statistically significant and explained 91.2% of the variance in Purchase Intention. But significant multicollinearity was detected between the predictors. When controlled for other dimensions, only Entertainment made a statistically significant unique contribution to Purchase Intention (β = .504, p = .011), while Informativeness, Interactivity and Credibility/eWOM, did not make statistically significant unique contribution.
Consumer Engagement was also positively correlated with Purchase Intention. As can be seen from the regression analysis, Consumer Engagement accounted for 75.3% of the variance in Purchase Intention and it was a statistically significant predictor in the sample (β = .868, p < .001).
[bookmark: _Toc240903483]6.4 Theoretical and Practical Implications
The result reflects the theoretical basis of the study as consumers' perceptions and involvement in the social media environment are related to their Purchase Intention. The strong relationships between the social media marketing dimensions and Consumer Engagement and Purchase Intention obtained in the study offer empirical evidence in the sampled Bangladeshi context.
In practice, companies should not look at social media marketing as just another means of communicating. The high levels of Entertainment imply that the content needs to be entertaining, as the high levels of Informativeness, Interactivity and Credibility/eWOM imply that it needs to be informative, interactive and credible. The results also emphasize the importance of the Consumer Engagement with the content on social media.
[bookmark: _Toc240903484]6.5 Overall Conclusion
In general, the research finds that there is strong association between social media marketing and consumers' Purchase Intention in the sample studied. The full regression model revealed Entertainment as the only significant unique predictor of Purchase Intention; all four dimensions of social media marketing exhibited strong positive relationships with Purchase Intention. The relationship between the Consumer Engagement and the Purchase Intention was also found to be strong and statistically significant.
The findings should be interpreted within the context of the study, as the sample consisted of only 30 respondents selected through convenience sampling. Other limitations include the cross-sectional research design, the use of self-reported data and multicollinearity among the predictors. Despite these limitations, the study provides useful evidence on the relationship between social media marketing, Consumer Engagement and Purchase Intention among the respondents studied in Bangladesh.
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Research Title: The Influence of Social Media Marketing on Consumers’ Purchase Intention in Bangladesh
Participant Information
Dear Participant,
I am conducting this survey as part of my Master's dissertation. The purpose of this study is to examine the influence of social media marketing on consumers’ purchase intention in Bangladesh.
Your participation is completely voluntary. All responses will remain anonymous and confidential. The collected information will be used only for academic research purposes. The questionnaire will take approximately 5–7 minutes to complete.
Thank you for your valuable participation.
Consent
□ I voluntarily agree to participate in this study.
Section A
Demographic Information and Social Media Usage
Please tick (✓) ONE appropriate answer.
A1. Gender
□ Male
□ Female
□ Prefer not to say
A2. Age
□ 18–25 years
□ 26–35 years
□ 36–45 years
□ 46 years or above
A3. Highest Educational Qualification
□ Secondary education
□ Diploma
□ Bachelor's Degree
□ Master's Degree
□ Doctorate (PhD)
□ Other __________
A4. Current Occupation
□ Student
□ Private sector employee
□ Government employee
□ Business owner/self-employed
□ Unemployed
□ Other __________
A5. How frequently do you use social media platforms?
□ Less than 1 hour per day
□ 1–3 hours per day
□ 3–5 hours per day
□ More than 5 hours per day
A6. Which social media platform do you use most frequently?
□ Facebook
□ Instagram
□ YouTube
□ TikTok
□ LinkedIn
□ Other __________
A7. Have you purchased any product or service after seeing it on social media?
□ Yes
□ No
A8. How often do you purchase products after seeing them on social media?
□ Never
□ Rarely
□ Sometimes
□ Often
□ Very often
Section B
Social Media Marketing Activities
Please indicate your level of agreement with the following statements.
	Scale
	Description

	1
	Strongly Disagree

	2
	Disagree

	3
	Neutral

	4
	Agree

	5
	Strongly Agree



Part B1
Informativeness
	No.
	Statement
	1
	2
	3
	4
	5

	B1
	Social media platforms provide useful information about products and services.
	□
	□
	□
	□
	□

	B2
	Social media content helps me understand product features before purchasing.
	□
	□
	□
	□
	□

	B3
	Brands provide accurate and relevant information through social media.
	□
	□
	□
	□
	□

	B4
	I use social media to search for product information before making purchase decisions.
	□
	□
	□
	□
	□



Part B2
Entertainment
	No.
	Statement
	1
	2
	3
	4
	5

	B5
	I find brand-related social media content enjoyable and interesting.
	□
	□
	□
	□
	□

	B6
	Creative videos and visual content increase my interest in products.
	□
	□
	□
	□
	□

	B7
	Entertaining social media content improves my perception of brands.
	□
	□
	□
	□
	□

	B8
	I am more likely to engage with brands that create attractive social media content.
	□
	□
	□
	□
	□



Part B3
Interactivity
	No.
	Statement
	1
	2
	3
	4
	5

	B9
	Brands respond effectively to customer questions on social media.
	□
	□
	□
	□
	□

	B10
	Social media allows me to communicate directly with brands.
	□
	□
	□
	□
	□

	B11
	I value brands that encourage customer feedback through social media.
	□
	□
	□
	□
	□

	B12
	Interaction with brands through social media increases my trust in them.
	□
	□
	□
	□
	□



Part B4
Credibility and Electronic Word-of-Mouth (eWOM)
	No.
	Statement
	1
	2
	3
	4
	5

	B13
	I consider customer reviews on social media before purchasing products.
	□
	□
	□
	□
	□

	B14
	Recommendations from other social media users influence my purchasing decisions.
	□
	□
	□
	□
	□

	B15
	I trust brands that provide transparent information on social media.
	□
	□
	□
	□
	□

	B16
	Influencer recommendations affect my perception of products or brands.
	□
	□
	□
	□
	□



Section C
Consumer Engagement with Social Media Content
Please indicate your level of agreement using the same scale.
	No.
	Statement
	1
	2
	3
	4
	5

	C1
	I regularly interact with brands through social media platforms.
	□
	□
	□
	□
	□

	C2
	I like, comment on or share brand-related social media content.
	□
	□
	□
	□
	□

	C3
	I follow brands on social media to receive product updates.
	□
	□
	□
	□
	□

	C4
	Social media engagement increases my interest in brands.
	□
	□
	□
	□
	□

	C5
	I discuss products or brands with others through social media platforms.
	□
	□
	□
	□
	□



Section D
Consumers’ Purchase Intention
Please indicate your level of agreement using the same scale.
	No.
	Statement
	1
	2
	3
	4
	5

	D1
	Social media marketing influences my intention to purchase products.
	□
	□
	□
	□
	□

	D2
	I am more likely to purchase products promoted through social media.
	□
	□
	□
	□
	□

	D3
	I consider purchasing products after seeing positive information on social media.
	□
	□
	□
	□
	□

	D4
	Social media marketing helps me make purchasing decisions.
	□
	□
	□
	□
	□

	D5
	I intend to purchase products from brands that actively engage with customers on social media.
	□
	□
	□
	□
	□

	D6
	I intend to continue purchasing products influenced by social media marketing.
	□
	□
	□
	□
	□



Section E
Recommendations for Businesses
E1. What improvements should businesses make to increase the effectiveness of their social media marketing strategies?

[bookmark: _Toc240903488]Appendix B: Codebook and Variable Coding

	Variable Name
	Variable Label
	Response Categories / Codes
	Measurement Scale

	ID
	Respondent Identification Number
	1–30 = Respondent identification numbers
	Nominal

	Gender
	Gender of Respondent
	1 = Male; 2 = Female
	Nominal

	Age
	Age Group of Respondent
	1 = 18–25; 2 = 26–35; 3 = 36–45; 4 = 46+
	Ordinal

	Education
	Highest Educational Qualification
	1=Secondary;2 = Diploma
3 = Bachelor’s Degree / Honours; 4 = Master’s Degree; 5 = Doctorate
6 = Other
	Ordinal

	Occupation
	Current Occupation
	1=Student; 2 = Private sector employee; 3 = Government employee
4 = Business owner / self-employed; 5 = Unemployed; 6 = Other
	Nominal

	Sm_Use
	Frequency of Social Media Usage
	As coded in questionnaire
	Ordinal

	Platform
	Most Frequently Used Social Media Platform
	1 = Facebook; 2 = Instagram; 3 = YouTube; 4 = TikTok; 5 = LinkedIn
	Nominal

	Sm_Purchase
	Previous Purchase Influenced by Social Media
	1 = Yes; 2 = No
	Nominal

	Purchase_Freq
	Frequency of Purchasing After Seeing Social Media Content
	1 = Never; 2 = Rarely; 3 = Sometimes; 4 = Often; 5 = Very often
	Ordinal

	INF1–INF4
	Informativeness Items
	1 = Strongly Disagree to 5 = Strongly Agree
	Scale

	ENT1–ENT4
	Entertainment Items
	1 = Strongly Disagree to 5 = Strongly Agree
	Scale

	INT1–INT4
	Interactivity Items
	1 = Strongly Disagree to 5 = Strongly Agree
	Scale

	CRE1–CRE4
	Credibility/eWOM Items
	1 = Strongly Disagree to 5 = Strongly Agree
	Scale

	CE1–CE5
	Consumer Engagement Items
	1 = Strongly Disagree to 5 = Strongly Agree
	Scale

	PI1–PI6
	Purchase Intention Items
	1 = Strongly Disagree to 5 = Strongly Agree
	Scale

	E1_Text
	Suggestions for Improving Social Media Marketing
	Original open-ended response
	Nominal

	E1_Code
	Coded Main Recommendation
	1–17 = Thematic categories
	Nominal


Composite Variables
	Variable Name
	Variable Label
	Items Used
	Calculation
	Measurement Scale

	INF
	Overall Informativeness
	INF1–INF4
	Mean of four items
	Scale

	ENT
	Overall Entertainment
	ENT1–ENT4
	Mean of four items
	Scale

	INT
	Overall Interactivity
	INT1–INT4
	Mean of four items
	Scale

	CRE
	Overall Credibility/eWOM
	CRE1–CRE4
	Mean of four items
	Scale

	SMM_Overall
	Overall Social Media Marketing
	INF1–INF4, ENT1–ENT4, INT1–INT4, CRE1–CRE4
	Mean of 16 items
	Scale

	CE
	Overall Consumer Engagement
	CE1–CE5
	Mean of five items
	Scale

	PI
	Overall Purchase Intention
	PI1–PI6
	Mean of six items
	Scale



(All attitudinal items were measured using a five-point Likert scale: 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, and 5 = Strongly Agree. Composite variables were calculated using the mean of their respective items.)
[bookmark: _Toc240903489]Appendix C: SPSS Result
[bookmark: _Toc240903490]C1. Respondents' Demographic Characteristics
Gender

	Gender Of Respondent

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	19
	63.3
	63.3
	63.3

	
	Female
	11
	36.7
	36.7
	100.0

	
	Total
	30
	100.0
	100.0
	



Age

	Age group of respondent

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-25 years
	18
	60.0
	60.0
	60.0

	
	26-35 years
	9
	30.0
	30.0
	90.0

	
	36-45 years
	2
	6.7
	6.7
	96.7

	
	46 years or above
	1
	3.3
	3.3
	100.0

	
	Total
	30
	100.0
	100.0
	


Education
	Highest Educational Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Secondary education
	9
	30.0
	30.0
	30.0

	
	Diploma
	7
	23.3
	23.3
	53.3

	
	Bachelor's Degree / Honours
	9
	30.0
	30.0
	83.3

	
	Master's Degree
	3
	10.0
	10.0
	93.3

	
	Other
	2
	6.7
	6.7
	100.0

	
	Total
	30
	100.0
	100.0
	



Occupation

	Current Occupation

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	14
	46.7
	46.7
	46.7

	
	Private sector employee
	8
	26.7
	26.7
	73.3

	
	Government employee
	2
	6.7
	6.7
	80.0

	
	Business owner / self-employed
	3
	10.0
	10.0
	90.0

	
	Unemployed
	2
	6.7
	6.7
	96.7

	
	Other
	1
	3.3
	3.3
	100.0

	
	Total
	30
	100.0
	100.0
	



[bookmark: _Toc240903491]C2. Social Media Usage Behaviour

	Frequency of social media usage

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Less than 1 hour
	3
	10.0
	10.0
	10.0

	
	1-3 hours per day
	7
	23.3
	23.3
	33.3

	
	3-5 hours per day
	11
	36.7
	36.7
	70.0

	
	more than 5 hours per day
	9
	30.0
	30.0
	100.0

	
	Total
	30
	100.0
	100.0
	





Social Media Platform

	Most frequently used social media platform

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Facebook
	12
	40.0
	40.0
	40.0

	
	Instagram
	10
	33.3
	33.3
	73.3

	
	Tiktok
	2
	6.7
	6.7
	80.0

	
	YouTube
	2
	6.7
	6.7
	86.7

	
	LinkedIn
	4
	13.3
	13.3
	100.0

	
	Total
	30
	100.0
	100.0
	



Purchase Influenced by Social Media

	Previous purchase influenced by social media

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	26
	86.7
	86.7
	86.7

	
	No
	4
	13.3
	13.3
	100.0

	
	Total
	30
	100.0
	100.0
	



Purchasing Frequency

	Frequency of purchasing after seeing social media

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Never
	5
	16.7
	16.7
	16.7

	
	Rarely
	5
	16.7
	16.7
	33.3

	
	Sometimes
	15
	50.0
	50.0
	83.3

	
	Often
	1
	3.3
	3.3
	86.7

	
	Very Often
	4
	13.3
	13.3
	100.0

	
	Total
	30
	100.0
	100.0
	



[bookmark: _Toc240903492]C3. Reliability Analysis
Table C3.1: Reliability Statistics – Informativeness

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.966
	4


Table C3.2: Reliability Statistics – Entertainment

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.922
	4


Table C3.3: Reliability Statistics – Interactivity

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.907
	4



Table C3.4: Reliability Statistics – Credibility and eWOM

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.915
	4



Table C3.5: Reliability Statistics – Consumer Engagement

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.931
	5



Table C3.6: Reliability Statistics – Purchase Intention

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.946
	6


[bookmark: _Toc240903493]C4. Descriptive Statistics of Main Constructs

	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic

	Overall Informativeness Score
	30
	1.00
	5.00
	3.5667
	.23670
	1.29644

	Overall Entertainment Score
	30
	1.00
	5.00
	3.8667
	.21027
	1.15171

	Overall Interactivity Score
	30
	1.00
	5.00
	3.7250
	.21983
	1.20407

	Overall Credibility and eWOM Score
	30
	1.00
	5.00
	3.7750
	.21786
	1.19328

	Overall Consumer Engagement Score
	30
	1.00
	5.00
	3.6733
	.23867
	1.30726

	Overall Purchase Intention Score
	30
	1.00
	5.00
	3.8722
	.22285
	1.22058

	Valid N (listwise)
	30
	
	
	
	
	



[bookmark: _Toc240903494]C5. Pearson Correlation Analysis
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[bookmark: _Toc240903495]C6. Multiple Regression Analysis
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[bookmark: _Toc240903496]C7. Simple Regression Analysis: Consumer Engagement and Purchase Intention

	Model Summary

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

	1
	.868a
	.753
	.744
	.61762

	a. Predictors: (Constant), Overall Consumer Engagement Score




	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	32.524
	1
	32.524
	85.263
	.000b

	
	Residual
	10.681
	28
	.381
	
	

	
	Total
	43.205
	29
	
	
	

	a. Dependent Variable: Overall Purchase Intention Score

	b. Predictors: (Constant), Overall Consumer Engagement Score


[image: ]

[bookmark: _Toc240903497]C8. Respondents' Suggested Marketing Strategies

	Main recommendation from E1

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	After-sales service / warranty / guarantee
	3
	10.0
	10.0
	10.0

	
	Delivery speed
	2
	6.7
	6.7
	16.7

	
	Customer response speed
	1
	3.3
	3.3
	20.0

	
	Product information
	1
	3.3
	3.3
	23.3

	
	Transparency / trustworthiness
	1
	3.3
	3.3
	26.7

	
	Genuine / authentic products
	1
	3.3
	3.3
	30.0

	
	Engaging content
	2
	6.7
	6.7
	36.7

	
	Advertising / promotion
	1
	3.3
	3.3
	40.0

	
	Short-form video
	1
	3.3
	3.3
	43.3

	
	Other / unclear
	1
	3.3
	3.3
	46.7

	
	No specific suggestion / Yes
	16
	53.3
	53.3
	100.0

	
	Total
	30
	100.0
	100.0
	




79

image3.png
2. Research Approach

3. Research Strategy

4. Research Choices

5. Time Horizon

6. Techniques
and
Procedures





image4.png
Pie Chart Count of Gender Of Respondent

Gender Of
Respondent
Male

W Female

M Prefer not to say

[pa.33%]





image5.png
Count

Facebook

Simple Bar Count of Most frequently used social media platform

Instagram Tiktok YouTube Linkedin

Most frequently used social media platform

Other




image6.png
Mean Score

Mean Scores of Study Constructs

3.87

3.73

3.78

3.67

3.87





image7.png
Overall Purchase Intention Score

500

400

300

200

100

Simple Scatter of Overall Purchase Intention Score by Overall Consumer Engagement Score

2 Linear

200

300

Overall Consumer Engagement Score

400

500





image8.png
Correlations

Overall Overall Overall
Overall Overall Overall Credibility Consumer Purchase
Informativene  Entertainment  Interactivity and eWOM Engagement Intention
ss Score Score Score Score Score Score
Overall Informativeness  Pearson Correlation 1 901" 876" 896" 818" 838"
seore Sig. (2ailed) 000 000 000 000 .000
N 30 30 30 30 30 30
Overall Entertainment Pearson Correlation 901" 1 927" 915" 895" 929"
seore Sig. (2-tailed) 000 000 000 000 000
N 30 30 30 30 30 30
Overall Interactivity Score  Pearson Correlation 876" 9277 1 9517 881" 930"
Sig. (2-tailed) 000 000 000 000 000
N 30 30 30 30 30 30
Overall Credibility and Pearson Correlation 896" 915" 951" 1 849" 928"
o seore Sig. (2-tailed) 000 000 000 000 000
N 30 30 30 30 30 30
Overall Consumer Pearson Correlation 818" 895" 881" 849" 1 868"
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N 30 30 30 30 30 30

*_Correlation is significant atthe 0.01 level (2-ailed).
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