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[bookmark: _Toc231556118]Abstract
The role of social media marketing for customer acquisition and customer retention of the Bangladeshi food businesses in London is the focus of this dissertation. This research is carried out on the role of restaurants, takeaway and catering companies to reach new customers and keep them engaged with them and enhance their customer loyalty through gaining the use of their created social media platforms. A quantitative research strategy was used, and primary data was gathered via a structured Google Forms questionnaire and completed by 35 participants, all directly involved in the marketing/customer relationship activities of Bangladeshi businesses specializing in food products in London. Data were processed and presented in a descriptive manner in terms of frequencies and percentages in order to summarize the results of the survey. The findings indicate that social media was used by all respondents as an advertising tool for their businesses, most widely recognized being the Facebook, Instagram and TikTok platforms. Promotional offers were found to be the most effective engagement tool, followed by food images/food videos and customer reviews – all of which could help attract customers; visual appeal and customer interaction could also do this. The results above also indicate that Social Media fosters repeat customer engagement and retention via regular communication, quick answering, review and offering. But the study finds that just social media is not enough as food quality, hygiene, hospitality, taste of Bangladeshi food and reliable services are also needed. The dissertation can contribute by connecting customer acquisition and retention in a certain ethnic food business environment.
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[bookmark: _Toc231556121]1.1 Introduction to the Chapter
Food businesses are now using social media marketing as an integral element of communication, especially for London's competitive and culturally diverse markets. Activities like promoting products, interacting with customers and building brand visibility allow food businesses in Bangladesh to take advantage of social media channels like Facebook and Instagram (Waheed and Kumar, 2024). This dissertation investigates the effect that social media marketing has on customer acquisition as well as the customer retention of food businesses based in Bangladeshi London. This chapter provides a background on the research, statement of problem and aim and objectives of the research with research questions. It also discusses the theoretical framework, significance of the study and the overall structure of the dissertation.
[bookmark: _Toc231556122]1.2 Background of the Study
The marketing profession has been transformed forever by social media, and now more than ever before, food businesses are reaching out to their consumers through this format. This is highlighted by the UK's high penetration of social media – with 79% of all people identifying as social media users in January 2025, and around 54.8 million such user identities (DataReportal, 2025)). Food businesses are currently leveraging features such as Facebook, Instagram, TikTok, Facebook images, Google images, food pictures, reviews, short videos, menus, special offers and content created by influencers to draw the attention of customers and influence their perception (Tseng et al., 2023). This is particularly true for the food sector as the appearance plays a significant role and reviews and online recommendations wield much influence in purchasing decisions. The food market in London is varied and diverse with diverse nationalities and Tower Hamlets and areas with a large Bangladeshi population, as seen by the British Bangladeshi population having 34.7% of residents at the time of the 2021 Census (Brazzill, 2023). Hence, in the socio-economic context of Bangladeshi food businesses, both community-level ethnic network and the broader consumer markets are present. Both types of businesses can use social media to their advantage for promoting authenticity, cultural identity, the quality of the food, food offers and the customer experience. But there is a difference in retaining and acquiring customers: acquisition depends on the visibility, promotion; retention on trust, satisfaction, engagement, and repeated value.
[bookmark: _Toc231556123]1.3 Research Context: Bangladeshi Food Businesses in London
The study is not general about food business instead focuses specifically on those food businesses operating from London but originating from Bangladesh. The presence of Bangladeshi restaurants, takeaways and catering services is a key aspect of the ethnic food economy in Tower Hamlets and Brick Lane in East London (Choudhury, 2019) as well as in other parts of the city. British Bangladeshi people have been a long-established community in Tower Hamlets with around 34.6% of people in the borough identifying as Bangladeshi in the 2021 Census – a key cultural and commercial hub for British Bangladeshi life (Dillon, 2024). 
Here the community's reputation, familiarity with the culture and trust of customers and word of mouth recommendations are key factors that enables Bangladeshi food businesses in these environments. Social media has enhanced and extended the old word-of-orality to digital word-of-orality whereby customer reviews, photos of the product, recommendations and experiences shared online can affect a customer's choice of product (Alexander et al., 2020). Platforms like Facebook and Instagram provide companies an opportunity to sell to Bangladeshi diaspora as well as a larger clientele base of non-Bangladeshi consumers willing to try ethnic foods. Such is a multicultural and competitive food scene as London's that regular social media marketing can play a role in advertising authenticity, food top quality, cultural identity and consumer experience.
[bookmark: _Toc231556124]1.4 Research Problem
There was a lack of existing research that has investigated digital branding and consumer engagement in relation to Bangladeshi ethnic food businesses in London, especially SMEs (Neger and Hure Aorna, 2025). While there is a significant amount of literature available discussing the benefits of social media for brand awareness, client interaction/sales efforts, and rarely customer relationship with client retention there are not as many studies that focus on both client acquisition and retention utilizing social media. This leaves a gap in research, especially as the requirements for ethnic minorities' food businesses may be found in conditions distinct from those African ethnic grocery stores tend to encounter in comparison to their more dominant counterparts. Competition, restricted budgets for marketing and promotion, reliance on local community networks and the consumer's demand for authenticity and evolving digital consumer behaviour are some of the challenges that may be faced by food businesses in Bangladesh. Meanwhile, Brick Lane has undergone business transformation and the impact on old-fashioned curry houses has led to a greater requirement for digital search traffic for maintaining and expanding businesses (Sherwood, 2021). Hence, it is crucial to explore the actual effect of social media marketing on the target audiences – new customers and retaining existing customers and developing long-term loyalty of the customers – among Bangladeshi food businesses situated in London.
[bookmark: _Toc231556125]1.5 Research Aim, Objectives and Questions
Aim
The purpose of this research is to explore the effect of social media marketing on the acquisition and retention of customers in the Bangladeshi food industry in London. This study will analyse the tactics that these businesses use and see how successful they are in using social media to bring in new customers, but also to keep customers and encourage re-business.
Objectives
· To determine the social media marketing techniques employed by Bangladeshi food businesses. 
· To examine how social media marketing affects the customer acquisition. 
· To assess social media marketing's impact on customer retention and loyalty. 
· To provide strategic recommendations on how social media marketing techniques can further improve customer creation and retention.
Research Questions
· What social media marketing techniques are employed by Bangladeshi food businesses in London? 
· What is the impact of social media marketing for new customer acquisition in Bangladeshi food businesses in London? 
· What is the effect of social media marketing on the retention and loyalty of consumers for Bangladeshi food businesses in London? 
· Which social media platforms work best for attracting and keeping customers in Bangladeshi food businesses in London and how?
[bookmark: _Toc231556126]1.6 Theoretical Framework
The rationale for this study is based on two theory Customer Engagement Theory and Relationship Marketing Theory, which both contribute to the understanding of the influence of social media marketing on customer acquisition and customer retention. This theory of "Customer Engagement" concept posits that customers are not passive recipients of marketing messages that are just received; rather, they respond interactively with brands in their minds, emotions, and behaviours. This is like likes, comments, shares, reviews, direct messages and user-generated content, in the social media context (Vinerean and Opreana, 2021). Effectively leveraging visual content, using authentic communication and maintaining appropriate frequency of updates can foster customer interest, trust, and emotional connection to a business through these interactions (Tuten & Solomon, 2021). Focused on Bangladeshi food businesses in London, engagement can happen in the following ways: Food images, a menu post, a customer review, cultural stories and promotional content can help to prove their presence to new customers.
Also relevant is the theory of Relationship Marketing, as the retention of the customer involves more than just getting them to be initially attracted. It is concerned with developing long-term relationships based on trust, satisfaction, commitment and continuous communication (Kotler, Keller and Chernev, 2022). For social media, businesses can foster connections through social media reviews, answering inquiries, posting updates and encouraging more interactions. This is key to this for Bangladeshi food businesses as cultural familiarity, perceived authenticity, level of service and the level of trust in community can all have an impact on customer loyalty.
These theories offer a fit framework for this research. Customer Engagement Theory-developed and presented by user research consultant CNH Ambassadors provides a framework for understanding how social media relates to attracting and engaging prospective customers, whereas, Relationship Marketing theory, also developed by CNH Ambassadors, describes how to communicate with customers and generate the basis of trust to retain and foster loyalty. So, the framework puts in touch social media marketing with customer acquisition, customer retention, and long-lasting business-customer connections.
[bookmark: _Toc231556127]1.7 Significance of the Study
The study is significant because it delves into a specific and under-researched business context, that of Bangladeshi food businesses in London, and adds to the pool of literature that relates to social media marketing. A few studies have investigated the social media marketing of ethnic minority food businesses, but they have tended to focus on the perspective of ethnic minority food businesses and general SME marketing, or large organisations or overall food businesses. This study is academically relevant as it has been designed to consider both customer acquisition and customer retention in a single study; it will present a balanced view according to the role of social media in the growth of the business. In the real world, the research will benefit local food business owners, owners or managers of food businesses in Bangladesh who are interested in enhancing their online marketing efforts. It can help to give them an understanding of how to use social media to seek out new customers, build loyalty amongst current customers and pushing them towards repeat buys. The results can also help to derive improved customer engagement which can lead to stronger customer loyalty and greater competitiveness, particularly for small- and medium-scale ethnic food enterprises that have less marketing budgets.
[bookmark: _Toc231556128]1.8 Scope of the Study
This study was small-scale research conducted on the Bangladeshi food businesses in London. The studies will be for business owners or managers who are directly involved in marketing activities or are involved in social media management and/or customer engagement. The study will explore social media marketing, with a focus on using sites like Facebook, Instagram and other appropriate digital social platforms to reach customers (Krishnamurthy and Chandra, 2023). Research will not concentrate on overall financial performance or broader business operations but specifically on customer acquisition and/or customer retention. Data will be collected and analysed through a quantitative survey-based approach, reflecting business perspectives.
[bookmark: _Toc231556129]1.9 Overview of the Dissertation Structure
The dissertation is organised into six main chapters. The research background, research context, problem statement, aim, objectives, research questions, theoretical framework, significance and scope of the study are presented in chapter one. A literature review and critical analysis of relevant literature on social media marketing, customer acquisition, customer retention, relationship marketing, customer engagement and ethnic food businesses is provided in Chapter Two. The research methodology explained in Chapter Three is that of research approach, research design, sampling method, data collection process, ethical considerations and the data analysis techniques. The results of the questionnaires and the main findings are provided in Chapter Four. The findings are further discussed in Chapter Five with respect to the literature, research objectives and theoretical framework and how social media marketing has an impact on customer acquisition and retention among Bangladeshi food businesses in London. Finally, Chapter Six concludes the dissertation by summarising the main findings, presenting practical recommendations, acknowledging the limitations of the research and suggesting areas for future research.
[bookmark: _Toc231556130]1.10 Summary of the Chapter
This chapter introduced the research background, context and problem of the study. It followed the statement of the research aims, objectives and questions, followed by the theoretical framework, the significance and scope of the research. The chapter also described the general structure of the dissertation to give the necessary groundwork for the review of literature to come in the following chapter.

[bookmark: _Toc231556131]Chapter 2: Literature Review
[bookmark: _Toc231556132]2.1 Introduction to the Literature Review
This chapter presents a critical review of literature relevant to social media marketing, market orientation and consumer acquisition, consumer retention, relationship marketing, ethnic food enterprises and Bangladeshi diaspora within the business environment in London. The chapter is not only designed to summarise previous studies, but also to assess the key arguments and evidence and compare to those that are supportive and contradictory of the previous studies, as well as how this previous research will help to focus this dissertation (Harris, 2019). The review is structured by the key concepts associated with the research objective, aim and questions. It looks at the contribution of social media marketing towards visibility, engagement, trust and loyalty of customers, as well as at the challenges of traditional/online marketing in converting clicks into customers' real transaction and loyalty. The chapter also reflects upon the context of the Bangladeshi food businesses as authenticity and cultural identity cannot affect customer behaviour, nor can digitally word of mouth. Finally, gaps in the existing literature are identified and a conceptual framework is presented to further guide the study.
[bookmark: _Toc231556133]2.1.1 Restatement of the Research Aim, Objectives and Questions
Aim
The purpose of this research is to explore the effect of social media marketing on the acquisition and retention of customers in the Bangladeshi food industry in London. This study will analyse the tactics that these businesses use and see how successful they are in using social media to bring in new customers, but also to keep customers and encourage re-business.
Objectives
· To determine the social media marketing techniques employed by Bangladeshi food businesses. 
· To examine how social media marketing affects the customer acquisition. 
· To assess social media marketing's impact on customer retention and loyalty. 
· To provide strategic recommendations on how social media marketing techniques can further improve customer creation and retention.
Research Questions
· What social media marketing techniques are employed by Bangladeshi food businesses in London? 
· What is the impact of social media marketing for new customer acquisition in Bangladeshi food businesses in London? 
· What is the effect of social media marketing on the retention and loyalty of consumers for Bangladeshi food businesses in London? 
· Which social media platforms work best for attracting and keeping customers in Bangladeshi food businesses in London and how?
[bookmark: _Toc231556134]2.2 Conceptualizing Social Media Marketing
Tafesse and Wien (2018) state that social media marketing is strategically significant for only when firms engage it purposefully in terms of strategy, activity through the network platforms, customer engagement program, and social media analytic tools. This perspective is relevance because it breaks the perception that is simple just publishing promotion is sufficient enough to sway buyers. Based on this, Appel et al. (2020) highlight the impact of social media on the marketing communication, and how it has introduced a new way of interaction between brands and consumers making it possible for brands to communicate, observe, respond, and build a relationship with consumers real-time. In this way, the social media marketing goes beyond advertising, encompassing its elements such as content creation, customer service, online reviews, digital word-of-mouth, community building, communication targeting, etc.
Tuten and Solomon (2021) also define social media marketing as the practice whereby organisations create value via the use of social media, engage people with the content and help fulfill marketing goals. In a similar vein, Li, Larimo and Leonidou (2021) propose a conceptual framework about the social media marketing strategy that consists of a sequence of drivers, inputs, throughputs and outputs; suggesting that planning, provision, engagement, and assessment are necessary to the successful application of social media. Chaffey and Ellis-Chadwick (2022) also state that digital marketing functions with the segmentation, targeting, positioning and measurable communication with customers. More recently, Waheed and Kumar (2024) highlight the relevance of social media in the food industry, particularly for promoting brands, displaying visual content and engaging customers. Thus, social media marketing can be seen as a means of communicating, and not just a form of promoting, for Bangladeshi food businesses in London.
[bookmark: _Toc231556135]2.3 UK Digital and Social Media Landscape
The UK digital environment illustrates well the reasons why social media has become significant for food business communication. According to the latest Datar portal for 2025, the total number of internet users at the end of the year was 68.1 million in the United Kingdom and the internet penetration rate was 97.8%. In October 2025, 55.5 million social media user identities have been identified (79.7% of the UK total population). The number of people engaged with digital and social platforms shows that they have become a key part of consumer life, and therefore very important for businesses reliant on visibility and consumer interaction, as well as local reputation. However, access to the internet in the UK has seen a significant rise, with the proportion of people using the internet rising from 56.48% in 2002 to 97.8% in 2025 (Statista, 2025). That is a long-term increase and makes it clear that everyone is using the Internet, and with this development it is evident that online communication, and social media marketing becomes more and more important for food companies aiming to be seen and engaged by users.

[bookmark: _Toc231564445][bookmark: _Toc231340743][bookmark: _Toc231557531]Figure 1: Share of individuals using the internet in the United Kingdom (UK) from 2002 to 2025 
Source: (Statista, 2025)
The digital arena is particularly important to food businesses since consumers today rely on the internet to look for restaurants, view menus, read restaurant reviews, compare food images, and assess the customer experience prior to purchasing food. However, the social media offers a potentially cheap pathway for communication by which London-based Bangladeshi food businesses can access customers among the local Bangladeshi community and also those of the wider multicultural community. Digital platforms like Facebook, Instagram and TikTok can help with brand awareness, promotional activity, visualization and promoting digital word-of-mouth.
But just because you use social media a lot doesn't mean you are doing it right for your marketing. Relevant content, targeted users, establishing trust and communication, timely response to feedback, consistent engagement, and with a large online audience, there are opportunities for businesses. So, the digital penetration that prevails in the UK also reinforces the significance of social media marketing, but the success of any business is going to rely on what strategy they employ in relation to this media.
[bookmark: _Toc231556136]2.4 UK Food Service Industry and Ethnic Food Market Context 
The UK foodservice and ethnic food market context is significant as Bangladeshi food businesses exist in a successful ethnic food sector as well as a highly competitive food sector where restaurants are the primary competitors. According to the report by Grand View Research, the ethnic food market in the UK is poised to rise from USD 3,384.5 million in 2024 to USD 5,689.5 million by 2030, and is projected to grow at a compound annual growth rate (CAGR) of 9% in forecasts from 2025 to 2030. This indicates that consumers also want to eat ethnic food and it is growing, which means that Bangladeshi restaurants, takeouts and catering services have a chance to go beyond their community base. 

[bookmark: _Toc231340744][bookmark: _Toc231557532][bookmark: _Toc231564446]Figure 2: UK Ethnic Food Market Growth, 2018–2030 
Source: (Grand View Research, 2024)
There is also potential for growth in the wider UK foodservice market. Mordor Intelligence (2026) projected a 2025 market in the UK would be US$ 104.81 billion and grow to US$ 110.97 billion by 2026 and US$ 147.63 billion by 2031. The report attributes the growth to the convenience, interesting, tech enabled ordering and experiential dining, all of which are linked to digital marketing and social media interaction. 

[bookmark: _Toc231340745][bookmark: _Toc231557533][bookmark: _Toc231564447]Figure 3: UK Foodservice Market Growth, 2025–2031 
Source: (Mordor Intelligence, 2026)
The marketplace also poses obstacles, though. For the 5 years ending 2025–26, IBISWorld (2025) predict that the Asian restaurant's sales will decrease by 12.6 per cent on a compound annual rate, to reach £8.5 billion, but see a slight increase in growth of 1.6 per cent in 2025–26. This indicates that demand for ethnic foods is growing but Asian restaurants are under pressure due to competition, cost and changing consumers' behaviour. Thus, it is not enough to just feel the demand for the food in the market; what Bangladeshi food businesses need more is to have good visibility and customer trust and a loyalty building strategy. Social media has the potential to help achieve these goals with its promotion of authenticity, food quality, offers, customer reviews and cultural identity.
[bookmark: _Toc231556137]2.5 Social Media Marketing in the Food Industry
According to Tafesse and Wien (2018), the value of social media marketing is realized when it is executed strategically and involves planned content, active presence, engagement and analytics. This is key for the food industry since nothing else pole can be attractive enough to get the people to respond. Online reviews, customer experience and interactive digital aspects are found to influence the e-satisfaction and reusing intention in Mobile Food Services as demonstrated by Hariguna and Ruangkanjanases (2020), indicating that digital interaction has an impact on food-related decisions. Appel, et al. (2020) posit that the social media realm has transformed brand–consumer interaction, enabling companies to always connect with customers. This is especially important in the food industry as customers might feel drawn to an image, a review or the comments of others before buying a food.
This is well supported by Cheung, Pires and Rosenberger (2020) who interviewed other scholars and conclude that social media marketing elements impacting on consumer–brand engagement include: entertainment, customisation, interaction, electronic word-of-mouth, and trendiness. In a more critical approach, but one that seems more realistic, than "all social media is the same," Marketers need to consider the quality and purpose of social media content (Rowley & Keegan, 2020). Li, Larimo and Leonidou (2021) are also theorizing that social media marketing is a "strategic process with drivers, inputs, throughputs and outputs. The relevance of social media in the food industry has since increased in recent years due to the ability to visually promote the product, engage with customers, provide brand visibility and communicate about product sales, as noted by Waheed and Kumar (2024).
[bookmark: _Toc231340758][bookmark: _Toc231557562]Table 1: Key Social Media Marketing Arguments in the Food Industry
	Source
	Key contribution

	Tafesse and Wien (2018)
	Strategic implementation is essential.

	Hariguna and Ruangkanjanases (2020)
	Reviews and digital experience influence reuse intention.

	Cheung, Pires and Rosenberger (2020)
	Interaction, eWOM and trendiness support engagement.

	Waheed and Kumar (2024)
	Social media strengthens food brand visibility.



In London, food pictures, menus, cultural narratives, reviews, and short videos can help spread authenticity and awareness to Bangladeshi food businesses. But spammy or content that is only pushing a sale can tarnish customer trust.
[bookmark: _Toc231556138]2.6 Customer Acquisition through Digital Channels
In response to COVID-19, Sheth (2020) notes that this period sped up digital consumer behaviour, with customers increasingly turning to online search, online orders and reviews, and digital interaction. The same is emphasized by Appel, et al. (2020) that now businesses are in constant contact with consumers through social media, which means they can see what the customers are doing and can communicate with them directly. For people who want to get customers to enter their businesses, it implies that companies could draw in clients before they truly appear or buy. Dolega, Rowe and Branagan (2021) do, however, offer a should-critique with respect to social media and the link between traffic and orders/sales and demonstrate that social media, while it can drive better traffic, may not result in an orders/sales increase. This implies that there is a need to turn into trust and purchase action by way of online visibility. 
According to Chaffey and Ellis-Chadwick (2022), digital marketing acts as a means of helping a business reach the audience that it wants to target with its messages, even more efficiently compared to some traditional marketing methods. Moslehpour et al. (2022) also propose that purchase intention for food businesses could be affected by brand image and trust created in social media marketing, particularly in food businesses for which customers are concerned about the perceived quality and credibility. According to Grand View Research (2024), the UK's demand for ethnic foods is on the rise as well, offering opportunities for Bangladeshi food businesses to target customers outside their community base. Additionally, social media campaigns can complement engagement on other platforms like Facebook, Instagram, and LinkedIn as noted by Mishnick and Wise (2024). Thus, Bangladeshi food businesses located in London can leverage the power of the social media, including Facebook, Instagram, TikTok, Google reviews and paid ads to entice new customers. But promoting is not enough – it comes down to being authentic, located, reviewed correctly, and offer relevant.
[bookmark: _Toc231340759][bookmark: _Toc231557563]Table 2: Digital Channels and Customer Acquisition Functions
	Digital channel
	Customer acquisition function

	Facebook
	Local visibility, offers and community reach

	Instagram
	Food visuals, reels and brand appeal

	TikTok
	Short videos and viral food discovery

	Google Reviews
	Trust, location search and customer proof


[bookmark: _Toc231556139]2.7 Customer Retention, Loyalty and Relationship Marketing
In the development of relationship marketing, Aberle (2019) defines relationship marketing as the process of nurturing customer relationship in a long-term manner and not merely to make single transactions. Steinhoff et al. (2019) finish this argument by elucidating how relationship marketing has become more networked, personalised, seamless and omnichannel online. It is essential to customer retention because customers now have a cognitive connection between businesses and their digital platforms and expect businesses to communicate with them regularly. Sylvia and Sweeney (2020) also illustrate that customer engagement has three dimensions (behavioural, emotional, and cognitive) and that loyalty is not only affected by purchase, but also by the interaction, involvement, and perceived value. 
This is further supported by Ebrahim (2020) who did a study that proved social media marketing has a positive effect on brand loyalty via brand trust and brand equity. Also, Vinerean and Opreana (2021) propose that higher-order responses can be used to measure the engagement of social media, which supports the claim that online engagement can lead to better marketing results. Amongst the most significant studies that food businesses can use is one conducted by Ibrahim, Aljarah and Sawaftah (2021), investigating the link between social media marketing activities for the coffee shop and its brand trust, brand loyalty and revisit intention. In addition, Lim and Rasul (2022) also concur that social media has been exacerbating the significance of customer engagement in marketing as a concept. But as pointed out by Siregar et al., (2023), the mere presence is insufficient to create interactions and loyalty, the business needs to be present on social media and be active and engaged. Therefore, regular communication, response to reviews, reoffers, cultural familiarity, quality of service, and trust within a community might become key factors in helping the food businesses of any country, especially within Bangladesh, to retain customers.
[bookmark: _Toc231340760][bookmark: _Toc231557564]Table 3: Social Media Activities Linked to Customer Retention
	Retention factor
	Related social media activity

	Trust
	Responding to reviews and enquiries

	Loyalty
	Repeat offers and personalised updates

	Satisfaction
	Handling feedback professionally

	Relationship quality
	Consistent interaction and community engagement


[bookmark: _Toc231556140]2.8 Social Media, eWOM and User-Generated Content
Appel et al. (2020) suggests that social media has enabled new channels of consumer-to-consumer and consumer-to-brand communication, making EWOM relevant to today's marketing strategies. Cheung, Pires and Rosenberger (2020) extend this to pinpoint five constructs that impact consumer–brand engagement and are deemed to be electronic word-of-mouth, interaction, entertainment, customisation, and trendiness. Focusing on the food industry, eWOM is particularly influential as people often prior to dining or ordering food check reviews, pictures of food customers shared on social sites, star ratings and suggestions.
Azman and Mustaffa (2023) have limited their research to user-generated content and Food Purchase Intention through TikTok. However, their research indicates that the food content generated by the customers can be a driver for purchase intention as it seems more authentic and experience driven than business promotion. Garca-León et al. (2023) also note the increasing connection between social media and eating habits, as visualisations on food, videos and online communities inform and influence notions of food consumption and its experiences. Mishnick and Wise (2024) go on to explain that more campaign activity on key social media platforms can help to enhance their engagement.
In the context of Bangladesh food businesses operating in London, eWOM and user generated content can help their business visibility and credibility. The commonly lived representation by a customer of biryani, curry, sweets or catering service might serve as informal promotion for friends, family and larger target market in the on-line realm. Positive Google PageRank Score and Instagram tags can also lure new customers to give the business a try. However, when users create content, there is also risks to the company's reputation. Bad reviews, lack of adequate food pictures, and ineptitude in service can spread rapidly and weaken the trust. In this regard, food businesses in Bangladesh should not only promote customers' review and customer satisfaction but also must pay attention to customer comment and take due actions with the professional attitude.
[bookmark: _Toc231556141]2.9 Social Media in Ethnic, Diaspora and Bangladeshi Food Businesses
Sirkeci and Zeren (2018) suggest that trust, market familiarity, cultural familiarity, and knowledge are assets diaspora networks can provide to entrepreneurs, potentially serving as a source of business. The study further reveals that social media marketing can be used as a marketing method to enhance the brand equity in the context of fast foods which corroborates that digital marketing can increase brand awareness and customer perception, Riaz and Ahmed (2019). The following arguments may be applicable to food businesses in Bangladesh, too, because diaspora identity, community networks and cultural familiarity can contribute to mesoconsumer’s' discovery and confidence of ethnic brands.
Despite Brick Lane's long history of Bangladeshi business and culture, it has also fallen victim to urban change, gentrification, and changing local economies, as demonstrated by Alexander et al. (2020). This context is reinforced by Tower Hamlets Borough Profile which found that 34.6 % of Tower Hamlets residents identified as Bangladeshi in the 2021 Census, making it the highest proportion of Bangladeshi in England and Wales. Moreover, the findings in Azman and Mustaffa (2023) suggest that the food-related user-generated content has the ability to affect purchase intention, which may facilitate ethnic food businesses to expand their reach through digital storytelling and customer-created content. Săvescu (2025, however) shows a value-generic caution by demonstrating how community-based marketing can foster inclusion and how, however, it needs to be carefully managed so that communication is not too narrow. So, it can be concluded that there is need for food businesses in Bangladesh to make a compromise between retaining the culture and making it appeal to other cultures as well. They can convey heritage, food quality and identity of the community through social media and can draw the non-Bangladeshi customers interested in ethnic cuisine.
[bookmark: _Toc231556142]2.10 Theoretical and Conceptual Framework 
[bookmark: _Toc231556143]2.10.1 Customer Engagement Theory
Customer Engagement Theory is a framework that does not just present to the customer but engages them in brand interactions. An engagement in social media marketing can be seen in terms of likes, comments, shares, reviews or direct messages. Liadeli, Sotgiu and Verlegh (2023) explain that brand-owned social media has an impact on engagement levels as well as sales, but that there are varying effects on each of these depending on the content type, with emotional content being more effective for engagement and functional content more effective for sales-related outcomes. For Bangladesh food businesses, food photos or menu posts may be "liked," commented on, and studied on social media, stimulates an interest in purchases but also relies on the additional communication of value, quality, and credibility (Mohd and Mustaffa, 2023). 
Storey (2017) also highlights that individuals who create content for various social media platforms, or social media influencers, can influence customer engagement and purchase intent via factors including trustworthiness, credibility, expertise, entertainment value and attractiveness. It's difficult not to believe this is because emotional connection plays a major role in engagement. On this basis, it can be stated that customer engagement for BDFB operating in London can be created, utilizing food visuals, customer reviews analysis, storytelling of culture, direct messages and interactive responses. The kind of engagement activities developed can create the interest and attract the customers to visit and place their order/recommendation for the business. 
[bookmark: _Toc231556144]2.10.2 Relationship Marketing Theory
Relationship Marketing Theory is the theory centred on building and maintaining lasting relationships with customers in addition to simply transacting one-off products or services. The positive impacts of customer relationship marketing on customer loyalty mediating through trust illustrate the importance of dimensions of relationship marketing that are highlighted by Zegullaj et al. (2023), which include dimensions as trust, communication, commitment and conflict management. As customers do not only need to be drawn in initially but also retained – it is important to build and keep their confidence, satisfaction and communication following their initial purchase. 
Furthermore, Sumiyana and Komariyah (2024) emphasize on the role of satisfaction, trust, and commitment on loyalty, suggesting that it is important to increase satisfaction and trust first to enable commitment to influence the level of loyalty. Thus, it is indicated that loyalty is not instant, but it is built over time with positive interactions, service integrity, communication, etc. Relationship marketing could thus be adopted to Bangladeshi food businesses by replying to reviews of the customers, resolving customer complaints, providing customers with updates, providing incentives for repeat purchase, and communicating the product's cultural familiarity to the customers. If a business engenders trust, its prospects of getting its customers back improve; if a business engenders commitment prospects will further improve; if a business engenders loyalty prospects further improve; if a business engenders long-term relationships then prospects further improve and continue in a way to keep a business competitive in a crowded ethnic food market which is London. 
[bookmark: _Toc231556145]2.10.3 Proposed Conceptual Framework
The conceptual framework presented here conceptualizes the proposed pathway that how social media marketing is likely to impact the outcomes of customers in the food businesses operating in Bangladesh in London. It starts with social media marketing strategies: photographs of food, new menu items, customer engagement, videos and posters to promote the restaurant, etc. (Li, Larimo and Leonidou, 2021). These techniques are expected to increase the engagement of customers in particular and foster electronic word-of-mouth, as well as increases in diaspora and widely multicultural customers' trust and authenticity perceptions.

[bookmark: _Toc231340746][bookmark: _Toc231557534][bookmark: _Toc231564448]Figure 4: Proposed Conceptual Framework 
Source: (Author)
The framework also proposes engagement, eWOM, trust and authenticity as critical variables between marketing activities and their outcomes. After gaining customers' attention, their positive experiences and long-term communication can help foster loyalty, Repeat Purchase, and create long-term customers (Ebrahim, 2020). As such, a framework connects social media use with initial acquisition of customers as well as customer retention and loyalty.
[bookmark: _Toc231556146]2.11 Educated Estimation / Expected Literature-Based Assumptions

The literature reviewed reveals that on a basis of volume, Bangladeshi food businesses in London are likely to find their customers predominantly for through Facebook and Instagram, and possibly via TikTok. In the context of fast food, the results of Hanaysha (2022) study revealed that interactivity, entertainment, informativeness and perceived relevance have positive effects on purchase intention, indicating the role of food related digital contents in acquisition of customers. Likewise, Kulikovskaja et al. (2023) found that customer engagement through social media can be beneficial to marketing goals, such as to boost the word-of-mouth effect and to create loyalty among customers, particularly with the help of the content that promotes relational interaction. Hence, in this work, it is anticipated that food images, short videos, customer reviews, promotional offers and online recommendations will play significant role in attracting customers.
But, if businesses are not consistent with social media, then it won't be considered a medium for long-term retention of customers. According to Alboji et al. (2024), Instagram engagement can have a positive impact on the engagement behaviour of customers on the internet, the involvement of the customers of the restaurant, and the intention of the customers to visit the restaurant. An eWOM can also affect the responsiveness of the customer, as reported by Sarkis, Jabbour Al Maalouf and Al Geitany (2025) for the food and beverage industry. Hence, there are reasonable expectations of retention based on trust, satisfaction, review responses and repeat communication and cultural authenticity.
[bookmark: _Toc231556147]2.12 Gaps in Existing Literature
Some existing literature has investigated social media marketing in restaurants, in fast food, in customer engagement, and purchase intention within social media but some are omitted. Few studies concentrate on ethnic minority food businesses, and most studies concentrate on food businesses in general, brands or larger SMEs. There is a lack of studies on Bangladeshi London outlets and the ways that they are using social media to market and connect with customers.
The other issue is the lack of studies that take a holistic view of customer engagement and brand awareness, which is followed by purchase intention and/or brand loyalty. There is not much research that brings together the concepts of acquiring and retaining customers in one ethnic food business context. Limited evidence exists on the interaction between cultural authenticity, diaspora identity and community trust and digital engagement. This study aims to fill these gaps by investigating relationship between social media marketing and acquisition and retention among food businesses of Bangladesh in London.
[bookmark: _Toc231556148]2.13 Summary of the Chapter
This chapter reviewed literature on social media marketing, food business marketing, customer acquisition, customer retention, ethnic food businesses and diaspora marketing. What the literature indicates, is that social media can help with visibility, engagement, trust and loyalty. But it's also indicating that online doesn't always equate to purchase and retention. The prevailing challenges give way to the current study. The next chapter presents the research methodology.

[bookmark: _Toc231556149]Chapter 3: Research Methodology
[bookmark: _Toc231556150]3.1 Introduction
This chapter provides details of the methodology adopted to analyse the contribution of social media-marketing in acquiring and retaining customers of Bangladeshi food businesses in London. It covers details of the research philosophy, approach, design, strategy, collection of data, sampling, analysis, validity and reliability, ethics and limitations. A clear methodology is used to ensure academic rigour and helps to ensure the credibility of the research process is accessed.
[bookmark: _Toc231556151]3.2 Restatement of Research Aim and Research Questions
Aim
The purpose of this research is to explore the effect of social media marketing on the acquisition and retention of customers in the Bangladeshi food industry in London. This study will analyse the tactics that these businesses use and see how successful they are in using social media to bring in new customers, but also to keep customers and encourage re-business.
Objectives
· To determine the social media marketing techniques employed by Bangladeshi food businesses. 
· To examine how social media marketing affects the customer acquisition. 
· To assess social media marketing's impact on customer retention and loyalty. 
· To provide strategic recommendations on how social media marketing techniques can further improve customer creation and retention.
Research Questions
· What social media marketing techniques are employed by Bangladeshi food businesses in London? 
· What is the impact of social media marketing for new customer acquisition in Bangladeshi food businesses in London? 
· What is the effect of social media marketing on the retention and loyalty of consumers for Bangladeshi food businesses in London? 
· Which social media platforms work best for attracting and keeping customers in Bangladeshi food businesses in London and how?
[bookmark: _Toc231556152]3.3 Research Philosophy: Positivism
The research philosophy used in this research is positivism since in this research the approach is seen from measurable and observable data in social media marketing. Positivism can be used to examine social and business phenomena based on objective evidence but without the subjective basis of interpretation (Saunders et al., 2023). It aligns well with the study, which examines the patterns of social media and how they are seen to affect customer acquisition and retention. Analysis of structured survey responses for the business owners' or managers' answers (Kruger and Mitchell, 2022) will be numerical using frequencies, percentages and mean scores.

[bookmark: _Toc231340747][bookmark: _Toc231557535][bookmark: _Toc231564449]Figure 5: Research Philosophy 
Source: (Saunders et al., 2023)
[bookmark: _Toc231556153]3.4 Research Approach: Deductive Approach
Deductive research is used in this study, starting from theories and literatures then conducting data collection. The deductive method is appropriate for theory-driven research questions, data collection and analysis (Saunders et al., 2023). In this dissertation, it is applied Customer Engagement Theory and Relationship Marketing Theory to investigate the concepts of interaction, trust, satisfaction and loyalty. These concepts are then translated to food businesses in Bangladesh by detailed questionnaire sections based on social media engagement and attracting customers, repeat purchase and retention.
[bookmark: _Toc231340761][bookmark: _Toc231557565]Table 4: Inductive and Deductive Research Approaches
	Deductive Approach
	Inductive Approach

	Explains causal relationships between variables(Bolosha and Sinyolo, 2022).
	Understands the research context closely.

	Uses quantitative data.
	Uses qualitative data.

	Moves from data to theory.
	Moves from human attachment to events. 

	Uses a large sample for generalization.
	Has less concern about generalisations.

	Follows scientific principles.
	Focuses on gaining an understanding of meaning.

	The researcher is independent from the study.
	The researcher is involved in the study.

	The approach is highly structured.
	Uses a flexible structure for changes.

	Applies controls for validity needs.
	Allows adaptation during the research process (Bolosha and Sinyolo, 2022).



[bookmark: _Toc231556154]3.5 Research Design: Quantitative Research Design
This dissertation is quantitative research. It enhances the suitability of a quantitative design for the study as the purpose of this study is to gather measurable data from the selected group of business owners or managers. The study targets on identifying patterns of social media use, perceived social media effects on customers acquisition and perceived importance of social media in retaining and building customer loyalty. Responses can be compared standardly across different participants, using quantitative design (Kruger and Mitchell, 2022). For instance, the study will discover which platforms are more commonly used, the general level of agreement of the respondents with the use of social media in attracting new customers and if the respondent believes that social media aids in keeping existing customers. When the researcher wishes to gather structured data, and to summarise and present the results numerically in tabular, charting and statistical form, quantitative research is appropriate. The design is therefore appropriate to an MBA dissertation which is required to be practical and of limited duration.
[bookmark: _Toc231556155]3.6 Research Strategy: Survey Strategy
Studies conducted for this research have an approach of the survey method, in which data is obtained from multiple respondents in the same structured questions. This is to help in the consistency and comparability of the sample. In surveys, specific information is gathered from a specific group of participants with regard to opinions, behaviours, business practices and perceptions (Ruggiano and Perry, 2019). This study will be carried out with the owners/managers of food businesses in London, Bangladesh. It is more suitable than interview as it is quantitative research with some primary data which has to be structured for the given dissertation time frame.
[bookmark: _Toc231556156]3.7 Data Requirements and Type of Data
Primary quantitative data from the participants with first-hand knowledge of business marketing activities, customer engagement/social media management related aspects are required for the study. Data will conclude of the social media platforms that businesses use, the nature of the content being shared, how often they post on social media, the strategies they employ to engage with customers, the ways they believe social media leads to customer acquisition and retention. This study will also use secondary materials such as academic books, journal articles and market reports to complement critically analysing the context. When using secondary data, it may be used only if used clearly and if the researcher appropriately explains how they support the primary data (Ruggiano and Perry, 2019). The findings from the primary survey shall not be replaced by secondary sources in this dissertation. Rather, they will be used to elucidate the results with respect to the literature and the situation in the market.
[bookmark: _Toc231556157]3.8 Data Collection Method: Structured Questionnaire through Google Forms
Primary data will be gathered by using a structured questionnaire with Google Forms. To ensure that the items are measurable and comparable, closed ended and multiple choice and Likert scale questions will be used on the questionnaire. Good design of questionnaires helps to reflect the purpose of the research (Ranganathan and Caduff, 2023). Questions in the questionnaire will include marketing techniques, social media platforms, customer acquisition, customer retention and platform effectiveness, etc. and out, and business profile. Google Forms fits the bill as it is accessible, economical and convenient for a busy business owner or manager. The systematic questionnaire design process (Yusoff et al., 2021) will facilitate that the questions will be clearer and will proper be responded to.
[bookmark: _Toc231556158]3.9 Sampling Strategy and Sample Size
It is designed for people who own or manage Bangladeshi food business, such as restaurants, takeaways and catering services who market and communicate with their customers via social media in London. Purposive sampling will be employed as it is necessary to have firsthand experience in marketing, management or engaging with customers. If the respondents are those who are especially relevant to the purpose of the research, then purposive sampling is appropriate (Campbell et al., 2020). The intended sample size is that of 30-50 respondents for a small size MBA dissertation. Non-probability sampling may reduce generalisation (Ahmed, 2024), but suit the context of the study.
[bookmark: _Toc231556159]3.10 Data Analysis Method
Data from the survey will be analysed descriptively with frequencies, percentages and mean scores. Patterns will be identified by frequencies and percentages, such as most often used social media platforms, and common marketing methods. Likert Scale Answers will be grouped and summarised using mean scores for customer acquisition, customer retention, customer loyalty and customer engagement (Kotronoulas et al., 2023). Responses might be organized in Microsoft Excel and will have code data entered, descriptive statistics calculated and tables and/or charts prepared for Chapter 4. This approach is appropriate since the research is based on identifying descriptive patterns and testing of complex causal relations is not aimed at. The findings will later be related to the literature review.
[bookmark: _Toc231556160]3.11 Validity and Reliability
The validity and reliability are imperative to enhance the quality of research. Validity is appropriate; the questionnaire should measure what it is supposed to measure and reliability is consistency and repeatability of the instrument. Both have an impact on the accuracy and credibility of the research findings in questionnaire-based research (Ranganathan and Caduff, 2024). In this study, the application of validity will be carried out by correlating the questions with the research aim and objectives and also relating to the themes in the literature and research questions. Consistency will be enhanced if same structured questionnaire administered to all participants. Clear wording, logical response options, logical sequence and a brief pilot paper will minimize misunderstandings.
[bookmark: _Toc231556161]3.12 Ethical Considerations
Data collection and analysis will be conducted in accordance with ethical principles in this research. Persons who respond to the questionnaire will be told the reason for the study, and they will have the option to participate or not. The questionnaire will not seek personal information that is unnecessary, anonymity, confidentiality and digital data quality will be carefully maintained (Asioli and Jaeger, 2025). Data will be maintained in a secure manner and only for academic work. A participant can refuse to answer any question to which he or she is uncomfortable providing an answer. The responses from the conducted online surveys may suffer from self-selection bias and questionable response quality (Andrade, 2020) and may, therefore, be carefully interpreted.
[bookmark: _Toc231556162]3.13 Methodological Limitations
This study has some methodological limitations. The findings may not be generalizable to all food businesses in Bangladesh in London with a larger number of respondents. However, there is also the possibility of selection bias in purposive sampling, as the sample is not selected randomly but is rather compiled on the basis of its relevance. These "snapshots" can restrict generalizability (Andrade, 2021). Owners/managers who are not as digitally savvy may not use Google Forms and web-based surveys may elicit different response patterns than paper-based surveys (Ceccato et al., 2024). The study is also based on self-reported perceptions, and not on actual sales or retention activities.
[bookmark: _Toc231556163]3.14 Chapter Summary
This chapter has explained the methodology used in this dissertation. Positivist philosophy and deductive approach with survey strategy are used in the study, while the quantitative type of research is used. Primary data will be gathered by a structured questionnaire on Google forms by using purposive sampling which will ask the owners/managers of food business enterprise in Bangladeshi community, who are running food business in London. Primary data will be gathered by a structured questionnaire on Google forms with 30-50 owners/managers of food business in Bangladeshi community, running food business in London with the help of purposive sampling. The data will be analysed descriptively using frequencies, percentages and mean scores with a secondary data option for contextually interpreting the data. The survey results will be presented and analysed in the next chapter.

[bookmark: _Toc231556164]4. Data Analysis
[bookmark: _Toc231556165]4.1 Introduction to the Data Analysis Chapter
This chapter summarizes the analysis of the primary quantitative data that was gathered using the Google Forms survey of Bangladeshi food business owners or managers in London. The methodology followed as mentioned in chapter three is adopted where descriptive statistics (frequencies, percentages and mean scores are used to present the findings. There needs to be careful organisation and presentation of quantitative data analysis results (Kotronoulas et al., 2023). The findings, therefore, are organised based on the research questions and the survey questions with the assistance of tables and figures. This aspect is left for deeper interpretation, discussion and implications in Chapter 5 only.
[bookmark: _Toc231556166]4.2 Restatement of the Research Aim, Objectives and Questions
Aim
The purpose of this research is to explore the effect of social media marketing on the acquisition and retention of customers in the Bangladeshi food industry in London. This study will analyse the tactics that these businesses use and see how successful they are in using social media to bring in new customers, but also to keep customers and encourage re-business.
Objectives
· To determine the social media marketing techniques employed by Bangladeshi food businesses. 
· To examine how social media marketing affects the customer acquisition. 
· To assess social media marketing's impact on customer retention and loyalty. 
· To provide strategic recommendations on how social media marketing techniques can further improve customer creation and retention.
Research Questions
· What social media marketing techniques are employed by Bangladeshi food businesses in London? 
· What is the impact of social media marketing for new customer acquisition in Bangladeshi food businesses in London? 
· What is the effect of social media marketing on the retention and loyalty of consumers for Bangladeshi food businesses in London? 
· Which social media platforms work best for attracting and keeping customers in Bangladeshi food businesses in London and how?
[bookmark: _Toc231340762][bookmark: _Toc231557566]Table 5: Link between Research Questions and Survey Questions
	Research Question
	Related Survey Questions
	Analytical Focus

	RQ1: What social media marketing techniques are employed?
	Q1, Q3, Q4, Q5
	Platform use, posting frequency, content types

	RQ2: What is the impact on customer acquisition?
	Q2, Q6, Q7
	New customer attraction, promotion-led visits, attraction factors

	RQ3: What is the effect on retention and loyalty?
	Q8, Q9
	Repeat customers, retention, loyalty

	RQ4: Which platforms and improvements are most effective?
	Q3, Q10, Q11
	Platform effectiveness and improvement priorities



[bookmark: _Toc231556167]4.3 Description of the Dataset
The data used was the responses from survey conducted with food business owners/managers from Bangladesh living in London. The overview of the digital survey data is presented below, as it is essential to be as transparent and correct as possible in describing the digital survey data to provide transparency and data quality (Daikeler et al., 2025).
[bookmark: _Toc231340763][bookmark: _Toc231557567]Table 6: Dataset Overview
	Item
	Description

	Total responses
	35

	Respondent type
	Owners/managers or people involved in business/customer engagement

	Business type
	Bangladeshi restaurants, takeaways and catering services

	Data collection method
	Structured Google Forms questionnaire

	Data type
	Mainly quantitative, with some short open-ended responses

	Analysis method
	Frequencies, percentages and mean scores

	Analysis tool
	Microsoft Excel and Google Forms summary charts

	Open-ended data
	Q2.1, Q3.1, Q5.1, Q6.1 and Q11


The data type of the data was mainly quantitative because most of the questions used restricted answer alternatives. Several answers were open-ended questions that allowed the participants to specify answers they might have had or suggest ways to improve the answers given. Certain questions could have more than one answer, which may mean percentages are more than 100%.
[bookmark: _Toc231556168]4.4 Respondent and Business Profile
The respondent and business profile offers information about the context of the businesses sampled in the study. The names of restaurants were not required and are not disclosed so they are not identified to maintain confidentiality. The readings at area responses reveal the sample has been taken from various locations across London, but not even one. The duration of doing business also differed, with some food businesses being newly-established and others long-established Bangladeshi food businesses.

[bookmark: _Toc231340764][bookmark: _Toc231557568]Table 7: Business Profile Summary
	Profile item
	Key finding

	Restaurant name
	Optional; identities not disclosed

	Area/address
	Responses came from different London areas

	Business duration
	Mixed sample of new and established businesses

	Analytical relevance
	Support understanding of different business maturity levels



Profile data offers valuable background information for understanding survey results for different businesses with different operational experience.
[bookmark: _Toc231556169]4.5 Social Media Use among Respondents
Q1: Do you currently use social media platforms to promote your restaurant?
The first question in the survey-evaluation was to know whether the identified Bangladeshi food establishments use social media platform to promote their restaurants. All 35 respondents indicated that the answer was “Yes”, 100% of the sample, with no respondents choosing “No”. This indicates that promotion is done on social media platform among every business in the data set, which eventually shows that the sample business is directly relevant to the research aim. Businesses are widely leveraging social media to help with the reach, visibility and engagement with their customers.

[bookmark: _Toc231340748][bookmark: _Toc231557536][bookmark: _Toc231564450]Figure 6: Q1 Response: Current Use of Social Media for Restaurant Promotion
The rest of the chapter has its basis in the result. Because all respondents are social media users, this analysis can be cantered around how the businesses use platforms, content, promotions and levels of online engagement to acquire and retain customers.
[bookmark: _Toc231556170]4.6 Social Media and Customer Acquisition
Q2: Has social media marketing helped you attract new customers?
The second survey question was, did businesses using social media marketing have attracted new customers? The answers show that 33 respondents answered “Yes” equating to 94.3% of answers, with the remaining respondents (or 5.7% of answers) answering “No”. Two of the respondents (5.7%) chose “Not sure” and all other respondents chose “No”. This reveals that many of the respondents viewed social media marketing as being useful for gaining new customers (Chaffey and Ellis-Chadwick, 2022). One-way digital marketing can be used to reach customers is by using it to more efficiently communicate with targeted audiences.

[bookmark: _Toc231340749][bookmark: _Toc231557537][bookmark: _Toc231564451]Figure 7: Q2 Response: Perceived Role of Social Media in Attracting New Customers
It suggests a very strong positive trend in the data set. All the respondents did not reject the social media involvement in acquiring customers and according to the results, the involvement of social media in acquiring customers was considered useful by majority of the food businesses in Bangladesh surveyed.
Q2.1: If not sure, please explain the reason
When asked if social media marketing helped bring new customers, 2 said “Not sure”. In their cordial explanations, they reveal that uncertainty has been connected to either below par sales advancement or to thoughts that buyers might visit simply for the food quality, as opposed to because of social media marketing promotion.
[bookmark: _Toc231340765][bookmark: _Toc231557569]Table 8: Reasons for Uncertainty about Customer Acquisition
	Response theme
	Example response
	Frequency

	No clear sales increase
	Sales have not increased
	1

	Customers may come for food quality instead
	Good food may be the main reason
	1


The overall positive rating can be seen in the responses; however, a very small portion of the respondents were unable to differentiate between social media and the other effects of the business.
[bookmark: _Toc231556171]4.7 Social Media Platforms Used for Marketing
Q3: Which social media platforms do you primarily use for marketing?
The third question in the survey asked what social media was used for the main marketing tool. There was no restriction on multiple responses and so, the percentages totaled to more than 100%. All 35 respondents were using Facebook (100%). 33 (94.3%) respondents used Instagram, with TikTok next at 31 respondents (88.6%). 25 respondents (71.4%) chose YouTube as their top answer and 1 respondent (2.9%) selected “Other.” SMM will usually utilize various social media platforms in order to gain greater reach, engagement and visibility in social media (Li et al., 2021).

[bookmark: _Toc231340750][bookmark: _Toc231557538][bookmark: _Toc231564452]Figure 8: Q3 Respons: Platforms Used for Social Media Marketing
The results show that no single platform is being used by firms surveyed. Facebook, Instagram and TikTok seem to be the key drivers, with YouTube a significant and supportive platform for restaurants' marketing strategies.
Q3.1: If other, please specify
Only one respondent pointed to an extra platform for the “Other” answer, choosing to mention Threads. This means that Facebook served on the whole of the sample with Instagram and TikTok also being popular. Including Threads, though they will only allow for one response, indicates that some businesses are starting to expand into more new social networks and platforms than just the widely used ones. (Kamyabi and Özgit, 2025). Hospitality digital marketing can be used to further engage with customers and advertise a brand using a variety of digital channels.
[bookmark: _Toc231556172]4.8 Frequency of Social Media Posting
Q4: How frequently do you post content on your social media platforms?
The fourth survey question focused on the nature of how often respondents posted content on their social media. 23 respondents (65.7% of the sample) chose the answer, the most commonly occurring answer was 'several times per week'. Additionally, 11 of the respondents (31.4%) posted daily and 16 (45.7%) on a weekly basis. 4 respondents (11.4%) posted rarely and no respondent selected “Never”. Frequency is an essential part of social media marketing, as frequent posts can help maintain visibility and connection with customers.

[bookmark: _Toc231340751][bookmark: _Toc231557539][bookmark: _Toc231564453]Figure 9: Q4 Response: Frequency of Social Media Posting
All the surveyed businesses showed some degree of engaging in posting behaviour. The number of posts was subject to variable frequency but the “Never” answer indicates that social activity was not occasional or non-existent amongst the businesses that were surveyed.
[bookmark: _Toc231556173]4.9 Content Types Considered Most Effective
Q5: Which type of content do you find most effective in engaging customers?
The fifth survey focused on which kinds of information respondents think are best to engage customers. Allowing multiple responses. Every one of the 35 respondents (or 100%) chose promotional offers. 34 respondents (97.1% ), chose food images/videos and 34 respondents (97.1%), chose customer reviews. Fourteen (37.1%) respondents opted for behind-the-scenes content, and one (2.9%) respondent chose “Others”. Content characteristics influencing social media engagement include interaction, electronic word-of-mouth and Communication between the social media company and its customers (Cheung, Pires and Rosenberger, 2020).

[bookmark: _Toc231340752][bookmark: _Toc231557540][bookmark: _Toc231564454]Figure 10: Q5 Response: Most Effective Content Types for Customer Engagement
According to the results, the factors that much with customer engagement were mainly promotional value, visual food content and customer reviews. Less favorably selected were hand-picked ‘behind the scenes’ type content, indicating that there may be an increased focus on promotional and ‘proof-based’ content.
Q5.1: If you answered others, please specify 
One person checked the "Others" category, which they explained as being "crowded videos for food". This implies that a few businesses consider crowd-based food video content to be beneficial for demonstrating popularity and interest from the customers (Lin and Xiaoxiao, 2024). The way to engage the customer through food-related social media can be based on visual sharing, in this case, the use of images and videos of food to facilitate the interaction and behavioural interest of the customer.
[bookmark: _Toc231556174] 4.10 Promotion-Led Restaurant Visits
Q6: Do customers visit your restaurant after seeing promotions on social media?
The positive customer feedback on customer visits after social media promotions was reported by all valid respondents. Of a total of 34 responses, 34 were valid and selected, with 100% (34) indicating “Yes”. None of the respondents chose the answer "no" or "not sure". By this result, it was determined that in general, the businesses surveyed consider the promotion content to be linked to customer visits via social media. Social media marketing can help in encouraging a customer to take some type of action, such as engaging a promotional post or increasing their brand visibility.

[bookmark: _Toc231340753][bookmark: _Toc231557541][bookmark: _Toc231564455]Figure 11: Q6 Response: Customer Visits after Social Media Promotions
This represents a positive result pattern, but only 34 cases are valid for analysis, as the full sample of 35 cases has a positive result pattern. This therefore needs to be reported in a coherent and transparent way as a robust descriptive trend within available answers.
Q6.1: If not sure, please explain the reason 
There were no valid responses to Q6.1 that resulted in a “Not sure” response, hence no explanation was recorded. Thirty-four respondents (all) felt that customers come to them because of social media ads. The non-response of one of the respondents to Q6 should however, be considered as a minor limitation in the data.
[bookmark: _Toc231556175]4.11 Customer Attraction Factors through Online Activities
Q7: How do your online activities attract customers?
Discounts/offers were the primary attraction for customers visiting the online activities segment with the numbers selecting 33, or 94.3%. 31 respondents (88.6%) picked visual appeal, and 30 (85.7%) picked customer interaction. 13 respondents (37.1%) chose brand reputation and no respondents chose “Others”. The results indicated that value based, visual and interaction factors were largely related to customer attraction (Chaffey and Ellis-Chadwick, 2022). Customer targeting and engagement is enabled through relevant communication and promotional activity in digital marketing.

[bookmark: _Toc231340754][bookmark: _Toc231557542][bookmark: _Toc231564456]Figure 12: Q7 Response: Customer Attraction Factors through Online Activities
The stations indicated that online media that use beautiful food presentations, promotion tools and direct communication with consumers were considered best. The other, brand reputation, was not mentioned as often as the three other factors.
Q7.1: If others, please specify
No additional response was recorded for the “Others” option in Q7.1. Thus, the listed categories were the only ones for the factors that attract the customer. The highest factor was discounts/offers followed by the factor of visual appeal and customer interaction. A smaller number of the respondents chose brand reputation as their choice.
[bookmark: _Toc231556176]4.12 Social Media Influence on Repeat Customers
Q8: How would you attribute repeat customers influenced by social media?
Most respondents rated positively influence of repeat customers. 20% of them (7) marked “Very high”, and 60% (21) marked “High” regarding the influence of social media. Another 6 respondents (17.1%) chose “Moderate”. None of the respondents responded "Low", and 2.9% of them responded "Not noticeable". By sustaining customer communications and engagement, on-line relationship promoting can contribute to devotion (Steinhoff et al., 2021).

[bookmark: _Toc231340755][bookmark: _Toc231557543][bookmark: _Toc231564457]Figure 13: Q8 Response: Repeat Customers Influenced by Social Media
The results showed that the majority of those who answered identified technology being related to repeat behaviours. 80% of people picked either “High” or “Very high”, indicating a strong link between the two behavioural responses.
[bookmark: _Toc231556177]4.13 Social Media Marketing and Customer Retention
Q9: To what extent do you agree that social media marketing helps your business retain existing customers?
Most respondents were perceived as being in a positive light in terms of customer retention. Ten people (28.6%) responded that they strongly agreed while 24 (68.6%) said they agreed. 8.6% (A further 3 respondents) wrote "Neutral". None of the respondents marked “Disagree” or “Strongly disagree”. The results of these twins reveal a general favorable perception of SMM as beneficial in retaining customers. One way that the powers of social media can help build customer loyalty is by building trust, engagement and continuous communication about the brand.

[bookmark: _Toc231340756][bookmark: _Toc231557544][bookmark: _Toc231564458]Figure 14: Q9 Response: Agreement that social media Helps Retain Existing Customers
There is a minor data discrepancy in this result. The diagram shows there were 35 answers, but the numbers given are the frequencies for the total of 37. Thus, the trend that is apparent in the visible should be presented very tentatively and not statistically proved.
[bookmark: _Toc231556178]4.14 Improvements for Customer Acquisition and Retention
Q10: Which improvement would be most effective for increasing customer acquisition and retention?
They were followed by the improvement priorities of regular posting and more offers, both of which got the most votes from the 28 respondents or 80% of sample. With regards to the presentation, 27 of the respondents (77.1%) chose better visuals, and 23 respondents (65.7%) chose quick reply. 22.9% (8 out of 35 Number of respondents) respondents chose customer reviews. Research has shown that regular and dynamic social media interaction helps to build customer interaction and brand loyalty (Siregar et al., 2023).

[bookmark: _Toc231340757][bookmark: _Toc231557545][bookmark: _Toc231564459]Figure 15: Q10 Response: Suggested Improvements for Customer Acquisition and Retention
The results show that the respondents were prioritising the key aspects of frequent content, promotional value, and visual quality. Speed was also significant in customer engagement with quick responses as important, which is continuity with the aspect of communication speed.
[bookmark: _Toc231556179]4.15 Open-Ended Suggestions for Improvement
Q11: What improvement would be most effective for increasing customer acquisition and retention?

The open-ended answers to Q11 suggest that customers perceived that Acquiring and Retaining Customers would depend on their Social Media Activities as well as broader service performance. Several responses were centred around food quality, such as, “Good food quality”, “Serving tasty and quality food”, “Real Bangladeshi food tastes” and maintaining the same quality of foods but adding more variety to the menu (Dawoud and Bek, 2025). Others discussed service quality including hygiene, hospitality, service speed and the speed of customer service. This is consistent with the recent restaurant research that indicates that service quality and customer satisfaction are positively related to service outcomes – customer loyalty (Ly, 2025). Some other answers were heard with digital responsiveness as such: “Fast responses in social media" and "Mobile-friendly website and responses quickly" highlighting the importance of online communication and convenience in repeat engagement.
[bookmark: _Toc231340766][bookmark: _Toc231557570]Table 9: Thematic Grouping of Open-Ended Responses
	Theme
	Example responses

	Food quality and taste
	“Good food quality”; “Serving tasty and quality food”; “Real Bangladeshi food tastes”

	Menu improvement
	“Marketing and improve our menu”; “increase the variation”

	Service quality
	“Good service and good food quality”; “Quick service and good food”

	Hygiene and hospitality
	“hygiene and better hospitality”

	Social media responsiveness
	“Quick response on social media”; “Faster customer support”

	Digital accessibility
	“Mobile friendly website and quick response”

	Promotion and publicity
	“Promotion and good quality food”; “it need a little bit Publicity”

	Bangladeshi food identity
	“Social media marketing about Bangladeshi street food”

	Customer interaction
	“By improving customers interaction”

	Referral and loyalty incentives
	“Referral bonuses”



The overall findings indicate that the participants were not only interested in improving the content of social media. They linked food quality, real taste of Bangladesh, service quality, responsiveness, menu development, publicity and customer rapport with the concepts of acquisition and retention.
[bookmark: _Toc231556180]4.16 Summary of Key Patterns across the Survey
The survey results indicated a certain uniformity in the active use of social media among 35 respondents. The outcomes suggest that the sharing of social media functions in the promotion of the organization, attracting customers, engaging and retaining them. In this chapter, descriptive analysis is used because there are no causal relationships between variables to test, as frequencies, percentages and patterns of responses are reported (Kotronoulas et al., 2023). The strongest patterns are associated with use of social media, perceived high customer acquisition rates, frequent posting, promotional offers and perceived high levels of visual content and repeat customers influencing
[bookmark: _Toc231340767][bookmark: _Toc231557571]Table 10: Summary of Key Survey Findings
	Area
	Key pattern

	Social media use
	100% respondents use social media

	Customer acquisition
	94.3% believe it attracts new customers

	Platform use
	Facebook, Instagram and TikTok are dominant

	Posting behaviour
	Most post several times per week

	Effective content
	Offers, food visuals and reviews are most effective

	Promotion-led visits
	100% of Q6 respondents reported customer visits after promotions

	Attraction factors
	Discounts/offers, visual appeal and customer interaction dominate

	Repeat customers
	80% rated repeat customer influence as high or very high

	Retention
	Most respondents agreed that social media helps retention

	Improvements
	Regular posting, more offers and better visuals are leading priorities

	Open-ended suggestions
	Service quality, quick replies, loyalty offers and food quality were highlighted


[bookmark: _Toc231556181]4.17 Direct Link between Findings and Research Questions
All four research questions are answered descriptively by finding. Data do not show cause and effect relationships since the design was descriptive survey and not inferential statistical testing. But the answers indicate distinct patterns in the use of the platforms, in the content strategy, in customer acquisition, in repeat customers and in customer retention. The use of social media can help in customer engagement by means of interaction, electronic word of mouth and communication about the brand (Cheung, Pires and Rosenberger, 2020) and this matches with the emphasis of the research questions.
[bookmark: _Toc231340768][bookmark: _Toc231557572]Table 11: Findings by Research Question
	Research Question
	Main data evidence

	RQ1: Techniques used
	Facebook, Instagram, TikTok, regular posting, food images/videos, offers and reviews

	RQ2: Customer acquisition
	94.3% said social media attracts new customers; 100% of Q6 respondents reported promotion-led visits

	RQ3: Retention and loyalty
	60% rated repeat customer influence as high; most respondents agreed social media helps retention

	RQ4: Effective platforms/improvements
	Facebook, Instagram and TikTok are dominant; regular posting, offers and better visuals are key improvements


[bookmark: _Toc231556182]4.18 Chapter Summary
This chapter analyzed 35 survey responses from Bangladeshi food business owners or managers in London. The results revealed that the above-mentioned respondents use social media to promote, and the majority agree that it contributed to customer acquisition. The most popular platforms were Facebook, Instagram and TikTok, and the most effective content types were promotional offers, food visuals and customer reviews. Positive replies received for repeat customers and retention. These findings will be explored in the next chapter in the context of the literature, theory and research objectives.


[bookmark: _Toc231556183]Chapter 5: Discussion
[bookmark: _Toc231556184]5.1 Introduction to the Discussion Chapter
Chapter 4 objectively reported the findings of the survey using frequencies, percentages and response patterns. This chapter explains the meaning, significance and implications of the findings of the study vis-à-vis the aim and research questions of the study. Instead of summarizing each of the results, they explore what the results mean to Bangladeshi food businesses in London in terms of social media marketing and customer acquisition and retention. The discussion is directed using the Customer Engagement Theory, Relationship Marketing Theory and literature reviewed from the previous chapter.
[bookmark: _Toc231556185]5.2 Overview of Key Findings from Chapter 4
This chapter examines 35 responses from Bangladesh food business owners or managers in London from a survey. The results reveal that social media are the backbone of the promotion process for all respondents since they all reported using them to promote their restaurant. Many also felt that social media contributed to a better distribution to new customers and thus enhanced the ability for audience reach and customer communication, also confirming that digital marketing can stimulate audience reach and customer communication (Chaffey & Ellis-Chadwick, 2022). Facebook, Instagram and TikTok became the key platforms demonstrating the significance of omni-platform nature in the scope of social media marketing (Li, Larimo and Leonidou, 2021). The findings also revealed that most respondents had posted several times a week. As it relates to the types of content, the similarities with the conclusions in the previous section are identified here, as promotional offers, food images/videos were seen as the most effective, corresponding to the findings of the engagement and visual content importance in food-related social media marketing from the previous arguments. The reply was positive with 34 valid replies when sentiment was captured after visits by customers who viewed promotions; the main attraction factors were, discounts/offers, visual appeal and customer interaction. Repeat customer influence was generally rated as highly important and Customer retention was rated positively and there was a minor data inconsistency in Q9. The open-ended responses also reflected that food quality, service quality, responsiveness and genuine taste of Bangladeshi foods are also crucial in addition to social media activity.
[bookmark: _Toc231556186]5.3 Interpreting the Findings by Research Question
[bookmark: _Toc231556187]5.3.1 Interpreting RQ1: What social media marketing techniques are employed by Bangladeshi food businesses in London?
The results of RQ1 show that Bangladeshi food businesses used social media as their marketing communication rather than as a promotional tool. This can be seen in the results where all of the respondents had used social media to promote their restaurant with most of them using it at least a few times a week. The platforms that performed best were Facebook, Instagram and TikTok, with YouTube doing a bit of help, and adding in Threads as another, albeit lesser, platform. This means a multi-platform strategy: Facebook for community access, Instagram for the presentation of images of food and TikTok for short videos of discovery of food. This pattern aligns with the perspective of how the selection of the social media platform, and the process of content planning and customer engagement can be different, depending on the strategy being used; effective social media strategy is based on platform selection and content planning and customer engagement processes (Li, Larimo and Leonidou, 2021). Recent research also demonstrates that social media posts will have a positive effect on customer engagement if they avoid indirect messaging, include images, and feature content specific to the platform (Manningham & Asselin, 2024). 
It was found that promotional offers, food images/videos and customer reviews were the best methods used by the respondents. The results of these findings indicate the following ways of influencing customer engagement: price/value appeal, visual appeal and social proof. Food images and food videos help customers assess food before they get to the store; customer reviews help facilitate electronic word-of-mouth and credibility. This corresponds with the previous ICA statement that "interaction, eWOM and content focused on customer are factors that help in engagement" (Cheung, Pires and Rosenberger, 2020). The discovery also backs up Customer Engagement Theory: these companies seek to draw your attention, get your reply, request your sharing, ask you questions, etc., and have a strong impact on your behavior of attention, responses, sharing and interaction (Vinerean and Opreana, 2021). Furthermore, more recent fast food SME research confirms that food businesses can leverage social media through online content and interaction features to enhance their visibility and customer engagement (Fatorachian and Arboleda, 2025). Therefore, RQ1 can be settled by demonstrating that the use of platform-based visibility, frequency of posting, visual food content, offers, reviews and engagement and interaction was the primary modus of most food businesses in Bangladesh.
[bookmark: _Toc231556188]5.3.2 Interpreting RQ2: What is the impact of social media marketing on new customer acquisition in Bangladeshi food businesses in London?
The results indicate that there is a high perceived role about social media marketing as a new marketing tool to attract new customers to the food businesses in Bangladesh in London. In chapter 4, 94.3% users agreed that social media helps them to get new customers, and all 34 valid answers to the question Q6 answered in the affirmative in this chapter about social media customers visit the users after finding the social media promotion. This agrees with digital marketing can enhance customer outreach via custom communication and internet presence (Chaffey and Ellis-Chadwick, 2022). These should be taken as perceived impact on sales, not confirmed cause - as the survey did not calculate actual figures of sales or data on conversion rates or customer tracking.
Discounts/offers and visual appeal and customer interaction were the key attraction elements. The presence or not of people online isn't the only factor influencing acquisition, it is also a function of the kind of content people use. Text-based information might assist prospective customers in evaluating food quality prior to their visit and offers could spur new customers to buy. A recent study on restaurant food shows that pictures UGC created are effective in making people feel trusted and want to buy that food, so visibility and experience content are important aspects that are needed in making a restaurant food choice (Thi Tuyet, 2024). When it is developed for providing meaningful informational, entertaining or value-based interaction (Krowinska and Dineva, 2025), active branded content can increase interaction from the customers, engaging with the brand or its product even when purchases are unlikely.  Of particular interest, two respondents weren't sure if social media had brought in new customers. One of the uncertain ones didn't see any rise in sales, and one thought that people went there for food. Which dovetails into the warning of online visibility not necessarily leading directly to sales (Dolega, Rowe and Branagan, 2021). So, whilst Customer Engagement Theory will help you to understand how social media may generate attention and interaction, there are other factors involved in acquisition, including food quality, pricing, the location of the food, service and trust.
[bookmark: _Toc231556189]5.3.3 Interpreting RQ3: What is the effect of social media marketing on customer retention and loyalty?
From the results of RQ3, it can be implied that social media marketing is not just considered a customer acquisition technique, but also a customer retention strategy. 60% of those responding to Chapter 4 viewed the influence of social media on repeat customers as “High” and a further 20% saw influence as “Very high”. None of the respondents chose “Low”, suggesting the overall perception that increased social media activity is linked to increased repeat customer behavior is positive. Most respondents also express some level of agreement on social media when it comes to keeping existing customers. The result, however, should be interpreted with care as there was a minor discrepancy in frequency of the duty cycle in Q9.
The results indicate, from the point of view RM theory that maintaining customers requires constant communication and trust-creating and building attraction instead of promotion [10]. Frequent posts, promotions, reviews and quick reply to posts can keep businesses in touch with current customers and keep them on their radar. This reflects the opinion that online relationship marketing can help to build loyalty to the business through continuing interactions and individualized communication with the business user (Steinhoff et al., 2021). Some recent hospitality research also adds that the quality of the content can also be improved by the creation of firm-generated (FGC) and user-generated (UGC) accounts on platforms like social media with the aim of developing customer loyalty and trust, particularly when content involves the creation of customer identities. 
What's important here is that Q11 indicates that social media alone is not enough to build loyalty. Good food quality, hygiene, hospitality, quick service and taste and customer interaction of authentic Bangladeshi goods were also cited by the respondents. That suggests that although social interactions can keep them engaged, the experience of their meals, or takeout, can be the main catalyst to their retention. Recent fast-food research also indicates that beyond-expected service quality and a customer's satisfaction and relational benefits also influence loyalty, with too much of a relational benefit not always being enough to bolster satisfaction (Ali-Alsaadi et al., 2025). Hence, the answer to Q3 is rather conservative: social media helps to retain customers, but loyalty requires digital communication, as well as quality overall.
[bookmark: _Toc231556190]5.3.4 Interpreting RQ4: Which social media platforms work best for attracting and keeping customers in Bangladeshi food businesses in London and how?
The results for RQ 4 suggest that Facebook, Instagram and TikTok, are the most effective platforms perceived by the food businesses in Bangladesh, in London. All respondents substantiated that they extensively use Facebook due to its role in reaching the community, customer visibility and communication. Instagram and TikTok were also widely adopted, showing how significant visual food presentation and discovery of short video formats are to these platforms. YouTube came up as a “playing” platform; Threads was referenced by just one respondent. This means that not all platforms are created equally, and businesses seem to be favoring those that offer visibility, interaction and food-like content. In this regard, the argument of integrating the selection of social media platforms, social media engagement activities, and the outcomes of the social media marketing, as put forward by Li, Larimo and Leonidou (2021), is confirmed. The study of the restaurant industry also reveals a connection between social media and restaurant trips, with the latter increasing because of the former when social media is integrated properly (Bicksler and Suttikun, 2024).
The findings also reveal, though, that the use of platforms alone is not enough. More than half of the respondents (77.1%) chose better pictorial messages; 77.1% chose more offers to post; and 80% chose quick replies. This means that successful social media marketing relies on the quality of the content, its promotional content and speed of communicating. Research on Instagram also connected "creativity and appealing" with positive emotion of the customers and toward the brand related responses (Ibrahim et al, 2025). Most importantly, Q11 has revealed that, besides food quality and menu improvement, if we want to succeed in acquiring and retaining customers, service quality, authentic Bangladeshi taste, publicity, referral benefits, and website located on mobile are also critical aspects. So, Customer Engagement Theory addresses mechanisms of gaining platform, visuals, and interaction, and Relationship Marketing Theory addresses mechanisms of retaining customers in terms of their relationship simply through timely replies, loyalty offerings and services of quality. In general, RQ4 is satisfied by proving that Facebook, Instagram and TikTok are the most effective platforms, however they need to be operated well and be consistent with their digital presence.
[bookmark: _Toc231556191]5.4 Interpreting the Findings through the Theoretical Framework
[bookmark: _Toc231556192]5.4.1 Interpreting Findings through Customer Engagement Theory
Social media marketing is an effective way to pique the interest of customers and get them involved, thus incorporating information and ideas from Customer Engagement Theory. Cognitive, emotional and behavioural engagement are covered in the theory. Cognitive engagement is when prospective buyers are aware of, consider and judge the business because of the online material. Emotional engagement is defined as a sensation of interest, trust, or attraction towards food concepts that can be stimulated by images, reviews and promotional messages. Behavioural engagement refers to observable behaviours in the form of likes, comments, sharing, DM, reviews, and repeat interaction (Vinerean and Opreana, 2021). This is reflected in the results which show how respondents used the images/videos of food, promotional offers, customer reviews and frequent posting to encourage customer interest. TikTok, Instagram and Facebook engagement also evidences the interactive aspects of social media marketing.
[bookmark: _Toc231556193]5.4.2 Interpreting Findings through Relationship Marketing Theory
Customers' loyalty and retention is seen in the theory of Relationship Marketing because of long-term/ongoing relationships rather than single sales transactions. Some of its key elements are trust, satisfaction, commitment, communication, service quality and loyalty. Customer satisfaction results from uniformity of information and consistent satisfaction. Satisfaction is connected to favourable food and service experiences. Communication is maintained with the use of posts and reply, reviews and updates, and commitment results on repeat customer visits (Kotler, Keller and Chernev, 2022). The results validate this theory since the respondents associated with the retention with the repeat customers, responses that are quick, sensory posting that is regular, quality of the service, hygiene, hospitality and real sense of a Bangladesh taste.
[bookmark: _Toc231556194]5.4.3 Combined Theoretical Meaning
The two theories complement each other to cover the entire journey. From a theory perspective, Customer Engagement Theory provides an understanding of why social media grabs attention and triggers engagement, and how it will encourage customer interaction, while Relationship Marketing Theory provides an understanding of how trust, satisfaction, service quality and continuous communication will aid in customer retention. So the results indicate that social media can be used as an acquisition and retention tool when combined with high-quality customer experience.
[bookmark: _Toc231556195]5.5 Findings in Relation to Existing Literature
[bookmark: _Toc231556196]5.5.1 Areas of Alignment with Literature
The results are largely consistent with previous studies regarding social media marketing, customer engagement and food business promotion. The respondents' use of social media was at a high level to back up the notion that digital platforms are important locations for visibility of brands, customer communication, and continuous engagement (Appel et al., 2020). Facebook's dominance combined with Instagram and TikTok demonstrates how digital marketing is part of the process that allows it to engage targeted audiences via their preferred platform (Chaffey and Ellis-Chadwick, 2022). The food images, videos, and promotional offers are highly effective content types, aligning with the concept that visual content is crucial in the food landscape, as customers are likely to first assess food appeal before purchasing food products (Waheed and Kumar, 2024). What went to great lengths to explain is the importance of electronic word of mouth and social proof in bolstering trust and engagement, with the inclusion of customer reviews.
[bookmark: _Toc231556197]5.5.2 Areas of Divergence or Caution
The results do also reveal, however, that social media marketing isn't always synonymous with sales or retention. Two respondents didn't know whether they had drawn customers to their business through social media but primarily, because their sales have not clearly risen or they might have moved their customers to their business they didn't know about the food quality. This is in line with the same alert of the importance to take heed, online visibility and website or platform traffic does not always necessarily equate to orders or sales (Dolega, Rowe and Branagan, 2021). The open-ended responses also indicated food quality, hygiene, hospitality and timely service and true Bangladeshi taste as the factors influencing the acquisition and retention. However, hence, social media seems to appear to facilitate visibility and engagement, whereas loyalty relies on trust, satisfaction and ongoing effort in relationship building (Ebrahim, 2020; Steinhoff et al., 2021). In summary, your results confirm and expand on previous studies in relation to the role of operational quality in combination with online marketing.
[bookmark: _Toc231556198]5.6 Contribution to the Literature Gap
[bookmark: _Toc231556199]5.6.1 Original Gap Identified
It was found through the literature review that there was a specific gap in the context of the food business in Bangladesh in London. Social media marketing, social media and its use in existing research on social media and customer involvement, promotion in restaurants have been widely discussed in existing studies (Appel et al., 2020), as well as the SMEs and food business marketing in general. But there has not been much thought dedicated to the customer acquisition and customer retention (CACR) practices of food businesses in Bangladesh community in London via social media marketing (Li, Larimo and Leonidou, 2021). Most of the literature available either includes general measures of brand engagement, purchase intention or loyalty, without sufficient attention is given to cases, such as the ethnic food businesses where ethnic identity, diaspora networks, authenticity and community trust can play a role in consumer behaviour.
[bookmark: _Toc231556200]5.6.2 How this Study Addresses the Gap
This study aims to close this gap by collecting the primary survey data from 35 food business respondents of Bangladesh in London. The results reveal that social media marketing can be done beyond just online marketing. However, it is employed via Facebook, Instagram, TikTok, posting, promotion offers, food visuals/video clips, customer evaluations and on-line communication (Ebrahim, 2020). Another relevant factor and feature of the study is the simultaneous consideration of acquisition and retention, since both acquiring new customers and retaining customers need to be addressed by different, yet related marketing strategies. The open-ended results also indicate that other factors like authentic Bangladeshi taste, food quality, hygiene, hospitality and customer interaction through quick reply are also crucial (Steinhoff et al., 2021). This falls in line with the notion that social media interaction should be related to trust, fulfilment and relationship building.
[bookmark: _Toc231556201]5.6.3 Contribution of the Study
The study offers an original approach because most of the previous research on social media marketing in the UK has concentrated on businesses in London but lacked a focus on Bangladeshi businesses. It is the great advantage of it that it (I) so really considers the gaining of customers and the retaining of customers as co-dependant instead of separate, they are one and the same. The results show that social media has a positive impact on the acquisition due to the visibility, promotional offers and visual images of food and customer engagement. But it's not just about being connected online, it's about trust, satisfaction, service and continued communication (Ebrahim, 2020). Most significantly the study shows that components of real bang meals, hygiene hyggesion, quick response, uniformity of meals and hospitality butch up the efficiency of social media marketing in Bangladesh. Moreover, the research could help in the fact that social media marketing in this context is not merely a means of promotion that runs on a digital platform but a process of creating a relation between people in ethnic food businesses.
[bookmark: _Toc231556202]5.7 The Practical Significance of the Findings
The results indicated some of the possibilities for the practical implications of the findings for the Bangladeshi food businesses in London. It is expected that social media is at the heart of customer communication as every business surveyed used social media to promote themselves. This means that it is no longer an option for these businesses to not be active digitally. Facebook, Instagram and TikTok seem to be especially relevant due to their ability in reaching the community, "food presentation" in visuals and "engagement" on short videos. This confirms that the selection of a platform and engagement activities are crucial elements of the marketing strategy in social media in terms of content creation (Li, Larimo, Leonidou, 2021). The results also suggest that consistent posting and improved visuals along with promotional offers can assist to obtain the customers by making the website visible to the customers and make them visit the website for the first time. The information from the customer's reviews and immediate responses can also help establish a sense of trust as it serves as social proof and allows direct communication. But not all activity is necessarily online. The open-ended answers revealed that the authentic taste of Bangladeshi, the cleanliness, hospitality, the quality of food and its speed of service are still key factors for retention. Hence, it can be concluded that the use of social media is more effective if combining with effective operational performance and customer experience.
[bookmark: _Toc231556203]5.8 The Influence of Research Limitations
Limitations should be kept in mind when interpreting results of the study. The sample size was 35, giving insight into how far the sample answered, but not necessarily how the rest of Bangladeshi food businesses in London would have answered. There was a purposive sampling as well with them being selected based on their relevance and not random sampling. This could hinder the generalisation to a larger extent. Results are based on what owners or managers believe, not direct customers, as data was provided by owners and managers, and may be inaccurate from that reporting. There were also no sales figures, customer retention or analytics about the platform used as determinants in the survey. There can be self-selection and response quality problems when using online surveys (Andrade, 2020). In addition, 34, and not 35, valid responses were received for Q6; and a frequency inconsistency was seen for Q9; and open-ended responses were limitedly visible in Q11, and multiple responses were made to Q11. The limitations do not diminish the value of the findings, but the findings should be considered to be indicative and not conclusive.
[bookmark: _Toc231556204]5.9 Chapter Summary
In this chapter, the results have been analysed with respect to research questions, literature review and theoretical framework. The results indicate that social media plays a key role in marketing for the food businesses that were surveyed in Bangladesh. The use of platforms, regular posting, offers, visuals and reviews were all included in RQ1. RQ3 connected acquisition to a visual appeal and interaction. The relationship between retention and communication, trust and service quality was reported for RQ3. Facebook, Instagram and TikTok were dominant platforms as revealed by RQ4. Conclusions and recommendations, as well as limitations and future studies are presented in Chapter 6.

[bookmark: _Toc231556205]Chapter 6: Conclusion and Recommendations
[bookmark: _Toc231556206]6.1 Introduction to the Chapter
In this Chapter the dissertation is summarised with reference to the overall findings and as a conclusion the study is summarised with regards to its significance. It is a recall of the research aim and research questions, summarises the major findings, and interpretation of the research contribution to knowledge, theory and practice. The chapter also recognises the main Areas of Concern for the research and offers some recommendations for practice for food business in the London setting while providing directions for future research in Bangladesh.
[bookmark: _Toc231556207]6.2 Summary of the Principal Findings
The results implies that social media marketing is important in marketing activities of the food business in Bangladesh in London. Indeed, the adoption of social media to promote restaurants was seen by all respondents, suggesting that social media is no longer viewed as a marketing tactic but is part of ongoing business communication. The survey also found that most of the users felt that social media has helped them attract new customers, primarily because of promotional offers, visual food content, and directly engaging with customers. This mirrors the expanding benefit of digital marketing in improving the reach of audiences and the communication with customers (Chaffey and Ellis-Chadwick, 2022). The data also suggests that Facebook, Instagram and TikTok were the main platforms, and that most businesses posted a few times a week. Earlier, the importance of visually appealing content has been highlighted in food marketing, with photographs and videos of food products receiving greater attention than written descriptions. Food images/videos and customer reviews were found as the best engagement tactic to support this earlier finding (Waheed and Kumar, 2024). The general evaluation of influence from repeat customers was positive, and customers' retention was seen as good, but some data limitations were reported. Open-ended answers also revealed lack of sufficiency of social media. Food quality, cleanliness of the food, hospitality and promptness were also found to be important for acquisition and attrition, and so were the variety of food items and presentation of the foods in the authentic Bangladeshi style.

[bookmark: _Toc231556208]6.3 Synthesis of the Study Findings in Relation to the Research Questions
[bookmark: _Toc231556209]6.3.1 Social Media Marketing Techniques Used by Businesses
The research revealed that key platforms for marketing activities were Facebook, Instagram, TikTok and YouTube among Bangladeshi food businesses in London. Facebook was becoming a platform to reach communities and local engagements, Instagram was for food content presentation, and TikTok was for short-form food discovery. YouTube was a secondary rather than the primary platform. These techniques were highlighted as being key: regular posting, promotional offers, images/videos of the food and customers' reviews and direct contact with customers (Li, Larimo and Leonidou, 2021). The results indicate that social media wasn't just used to supplement social media campaigns but was a part of it. Social media marketing is highly dependent on selecting social media platform and planning the content, and engaging the desired activity.
[bookmark: _Toc231556210]6.3.2 Social Media Marketing and Customer Acquisition
The results showed that social media marketing was well perceived as a promotion tool for gaining new customers. Most of the respondents felt that the social media helps attract new customers, while 34 valid respondents answered favourably to the promotion-led visits part of the survey. Displays (for eye detection) and interaction with the display were the primary acquisition factors. This indicates awareness, interest generation and customer attention were created through the social media. The findings from the study should be taken as perceived impact and not sales impact due to a lack of actual sales figures and/or customer tracking data (Dolega, Rowe and Branagan, 2021). Having a good online presence can be helpful in acquisition but quality food, price, location and service will also contribute to conversion.
[bookmark: _Toc231556211]6.3.3 Social Media Marketing, Customer Retention and Loyalty
The results indicate that social media also facilitated repeat customers engagement and retention. Businesses remained connected with their existing customers by having regular posts, promotions offer, reviews and quick replies. This is in accordance with relationship marketing, which relies on the building of loyalty through trust, satisfaction, commitment and ongoing interaction (Steinhoff et al., 2021). But social media isn't alone to make customers loyal. The open-ended responses revealed that the other factors were also important in the respondents' view which were food quality, hygiene, hospitality, fast service and the feeling of being treated authentically as a Bangladeshi. Retention is then dependent on digital communication as well as the real food/service encounter.
[bookmark: _Toc231556212]6.3.4 Effective Platforms and Improvement Priorities
The social networks that seemed to be most key were Facebook, Instagram and TikTok. Facebook, for its part, enabled community communication, Instagram improved the food image, and TikTok added to the short videos. The top needs for improvements were posting frequently, offering more, and visuals & prompt replies. This is evidence of the benefit of ongoing digital interaction and relationship with customers (Chaffey and Ellis-Chadwick, 2022). Other areas mentioned in open ended responses included menu improvement, referral bonuses, publicity and mobile friendly access. Overall, successful social media marketing depends not just on keeping social media platforms active, but more on providing customers with a good service, authenticity and customer experience.
[bookmark: _Toc231556213]6.4 Contribution of the Study to Knowledge and Theory
Furthermore, this study brings something new to their knowledge as this topic has not been explored much in the social media marketing studies available in the literature in the context of Bangladeshi food businesses in London city. The previous studies have mostly focused on Social Media Marketing and general restaurants, small and medium size enterprises (SMEs) and food businesses or/and general contexts of customers engagement (Appel et al., 2020). The innovations in this dissertation are that it looks at customer acquisition and customer retention together in an ethnic food business. It also emphasizes the relationship of social media marketing with authenticity of culture, quality of food, quality of services and communication with customers.
The study also brings in the theory as it upholds both Customer Engagement Theory and Relationship Marketing Theory. When analysing the application of the elements, the Customer Engagement Theory is seen in the visuals for food, customer reviews, offers, the frequency of the posts, and the quick replies which make customers MD, -ware, paying attention to products, and interacting, involving in the company's activities. (Vinerean and Opreana, 2021). Retention was correlated with the theory of Relationship Marketing, which is given the factors of trust, customer satisfaction, continued communication, service quality and repeat engagement (Kotler, Keller and Chernev, 2022). In total, the study illustrated that customers with the aim of acquiring are associated with engagement and customer relationship is associated with customer retention.
[bookmark: _Toc231556214]6.5 Practical Recommendations
[bookmark: _Toc231556215]Based on the findings of this study, Bangladeshi food businesses in London should use social media marketing more strategically to improve customer acquisition and retention. Despite the platforms like Facebook, Instagram and TikTok being used widely, the extent of the usage seems to rely on how consistently websites, and these platforms are managed by the businesses and how professionally. Based on this, the following is recommended for practice.
· Maintain active and consistent social media profiles on Facebook, Instagram and TikTok.
Bangladeshi food businesses should make regular updates of their social media pages with up-to-date menu information, opening hours, offers, and contacts. Having an internet presence can play a vital role for somebody to search out the organization quicker, and additionally, can help put the public mind at ease that the company is trusted and responsive.
· Use a simple weekly content calendar.
Businesses need to strategically pre-plan posts and not post spontaneously. Consistency can be achieved with a simple 3-4 posts per week content calendar, you should have an even balance of food photos, menu changes, customer feedback, food sales, and cultural food blog posts.
· Prioritise high-quality food images and short videos.
The results indicate that visual content is among the most effective tactics for capturing the attention of customers. Product photos that are clear, attractive and realistic pictures of dishes and short videos that show food preparation, favorite specialties, or customer experiences, or backstage or activities are ideal for businesses.
· Use promotions carefully to attract new customers.
To attract new customers to try the business for the first time, discount, meal deals and limited time offers may be necessary. Discounts alone should be avoided, though, since that often means that businesses are taking on the risk of cutting their own profits and people buying for the price instead of the quality food, service and experience it provides.
· Encourage satisfied customers to leave reviews and share their experiences.
Positive reviews and customer-generated content can drive positive reinforcement and customer trust and confidence. Businesses should ask satisfied customers to leave Google reviews, tag the business in social media, and share photos of their food experience – this can lead to attracting new customers with online word-of-mouth.
· Respond quickly and professionally to online messages, reviews and complaints.
Interaction with customers should continue after making the post. All businesses act properly to answer enquiries, comments and complaints in a courteous and prompt way. Effective and Business Communication can boost customer trust, lessen dissatisfaction and foster lasting connection with customers.
· Strengthen customer retention through regular engagement.
It is necessary to retain existing customers, by providing loyalty incentives, thank-you letters, repeat-customer discounts, seasonal notices and communications where appropriate. This can be helpful for customers to feel appreciated and motivate them to return to the business.
· Ensure that online promotion matches the actual food and service experience.

Social media can be a great tool for attracting the attention of customers but getting them to stick with your site might require the authenticity of the taste of Bengali cuisine, service reliability, hospitality, the cleanliness of the area, etc. Businesses need to be careful not to overpromise their online content and should make sure that the customer experience is in line with what is advertised online.
Overall, all of these recommendations indicate that social media should not be considered as a marketing channel on its own. Rather, it should fit within the grand scheme of the customer experience. Online visibility will help bring customers to Bangladesh food businesses in London, but they will return and develop loyalty based on their communication experience, trustworthiness, service, and food authenticity and professional customer interactions.
6.6 Limitations of the Study
There are a few limitations in this study which should be discussed for scholarly purposes. A limited number of respondents (N = 35) were used and the study employed purposive sampling, so the results are not necessarily generalisable to other food businesses in Bangladeshi-origin in London. Purposive sampling is useful because it can facilitate selection of participants that are relevant, but such sampling could limit broadening the representativeness (Campbell et al., 2020). These are business perceptions and not customer experience as the respondents were not customers of the business. The research also was conducted through self-reported responses and didn't consider sales records, social media analytics, retention data, etc. Further, thirty-four answers were valid for Q6, and a minor frequency inconsistency was present for Q9, some answers to more than one question were valid, and the answers to Q11 visible were limited. Thus, the results must be viewed as representative, not as definitive.
[bookmark: _Toc231556216]6.7 Directions for Future Research
Future studies with larger sample sizes will increase generalisability and allow for the evidence to be strengthened in various food businesses in Bangladesh in London. Further research may also involve customers, beyond business owners and/or managers, to evaluate business perceptions versus customer experience. However, a mixed method data collection with both surveys and interviews would capture the customer behaviour as well as business decisions in understanding (Saunders et al., 2023). There are also other variables that could be explored. For instance, using sales data, customer analytics and social media performance metrics would be useful for further research to determine if someone's perception of social media's impact is aligned with actual customer behaviour. Comparative analysis could be conducted between Bangladeshi food business and other ethnic food businesses in London. Research at platform specific Facebook, Instagram or TikTok would also be beneficial.
[bookmark: _Toc231556217]6.8 Final Reflection and Closing Statement
This dissertation finds that social media is significant for Bangladeshi business enterprises in London due to its role in creating visibility, attracting customers, communication and repeat engagement. But there is no substitute for social media. Food quality, service quality, trust and authenticity of cultural value must all be included in digital marketing. From the customer engagement and long-term relationship building perspective of marketing, it shows the importance of the two through the lens of customer engagement and long-term relationship building in marketing practice, it holds significance. Linking the notions of customer acquisition and customer retention within the specific frame and context of ethnic food businesses, so to speak, is the study's overall added value. Conclusion: Social media marketing needs to have a genuine food experience, dependable service, and a good food customer relationship building to be emphasized.
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APPLICATION FOR ETHICAL APPROVAL
In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 
The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.
The individual undertaking the research activity is known as the “principal researcher”.
This form must be completed and approved prior to undertaking any research activity. 
SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Shahriyar Emon Shuvo

	2
	Student Number:
	
2418580

	3
	Email address:
	2418580@student.uwtsd.ac.uk

	4
	Programme of Study:
	MBA in International Business

	5
	Supervisor:
	Rameses Manalang



SECTION B:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒

	2
	UWTSD Research Data Management Policy
	☒

	3
	
	☐

	4
	
	☐



SECTION C: Details of Research Activity
	1
	Indicative title:
	The Impact of Social Media Marketing on Customer Creation and Retention: Case of Bangladeshi Food Businesses based in London

	2
	Proposed start date:
	15.04.26
	Proposed end date:
	08.06.26

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity


This research seeks to understand the role of social media marketing in customer acquisition and retention for Bangladeshi food outlets in London, to identify best practices for digital marketing and help overcome the challenges of customer engagement, business development and growth in a highly competitive environment.


	4
	Research Question
· What social media marketing techniques are employed by Bangladeshi food businesses in London? 
· What is the impact of social media marketing for new customer acquisition in Bangladeshi food businesses in London? 
· What is the effect of social media marketing on the retention and loyalty of consumers for Bangladeshi food businesses in London? 
· Which social media platforms work best for attracting and keeping customers in Bangladeshi food businesses in London and how?

	5
	Aims of Research Activity
The purpose of this research is to explore the effect of social media marketing on the acquisition and retention of customers in the Bangladeshi food industry in London. This study will analyse the tactics that these businesses use and see how successful they are in using social media to bring in new customers, but also to keep customers and encourage re-business.

	6
	Objectives of Research Activity
· To determine the social media marketing techniques employed by Bangladeshi food businesses. 
· To examine how social media marketing affects the customer acquisition. 
· To assess social media marketing's impact on customer retention and loyalty.
· To provide strategic recommendations on how social media marketing techniques can further improve customer creation and retention.


	
	Proposed data collection methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	This research will use quantitative research approach to explore the impact of social media marketing on customer acquisition and retention of food businesses in Bangladesh in London. (Kruger and Mitchell, 2022). Structured survey will be accomplished by using Google forms to gather primary data. The participants will range from 30 to 50 of the business owners/managers directly involved in marketing/customer engagement. Purposive sampling will be employed to identify the respondents who have been involved with social media with some relevance. The data and information will be analysed descriptively using frequencies, percentages and mean scores and supplemented with secondary information from journals, books and market reports for contextual interpretation (Ruggiano and Perry, 2019).



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	



If you have ticked NO to every question, then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals

(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	Between 30 to 50 

	11
	Who will the participants be?

	Managers / restaurant / business owners 


	12
	How will you identify the participants?
	They will be invited to participate via social media networks and community organisations via a linked survey in social media. There will be no compulsion for people to take part. / purposive sampling





	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks
	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	Risk to participants:
The study's risk is low since it is an online questionnaire. It may cause some discomfort to some participants with questions about their preferences and experiences. But no personal or embarrassing questions will be asked, and participants will have the freedom to skip any questions. It will permit users to work through questions to skip any question they might be uncomfortable with or withdraw from the survey any time prior to submitting their response.
	How you will mitigate the risk to participants:

The survey will not contain sensitive questions. The survey will be completely anonymous, and explanations will be given. There will be an option to withdraw.



	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered during a project, it may need to be disclosed to the proper authorities

	
	The study is not involving highly sensitive issues such as illegal or illicit matters, medical issues or financial data. But questions about customer experiences could be somewhat subjective.
Mitigation: Questions will be non-intrusive, objective and voluntary. Respondents will not be asked to provide names or other personal information.

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
The researcher will face little risk. But there is risk of time constraints, responsibility to handle data, and maintaining neutrality in analysis.

	How you will mitigate the risk to the investigator:

There will be a detailed plan and schedule of research activities. Data will be safely managed and analysed with appropriate techniques.

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
The University will be at low risk, primarily in terms of data protection and ethics.
	How you will mitigate the risk to the University:
The guidelines for ethical research and data protection will be adhered to. This data will be de-identified and only used for educational purposes.

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:
N/A
	How you will mitigate the risk to environment:
N/A



SECTION G: Feedback, Consent and Confidentiality
If you have identified in section D that there are no participants, then enter skip this section and continue to section H.

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	Participants will not receive individual feedback on their responses.

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	Participants will be informed about the purpose of the research at the beginning of the online questionnaire.

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	No personal or identifiable information will be collected from participants.



SECTION H: Data Protection and Storage
	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☒


	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.
(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☒


	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.
(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:
	☐
	☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.
All data will be kept in password protected cloud storage on the University Office 365 system which
will not be shared. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 
(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.
All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.
(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Only the researcher will have access to the data collected for this study.

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Only the researcher

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	AI Cloud

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒



SECTION I: Use of AI tools
	Use of generative AI and other AI-based tools
There are several ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general, you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.
Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.
(this box should expand as you type)




SECTION J: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.
In submitting this application, I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Shahriyar Shuvo
	Date:13.05.26


	2
	Supervisor:
	Rameses Manalang
	Date:13.05.2026

	3
	Signature:
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Winchester House, 11 Cranmer Rd, 
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	Participant Identification Number:
	

	
PARTICIPANT INFORMATION SHEET


	Project Title: The Impact of Social Media Marketing on Customer Creation and Retention: Case of Bangladeshi Food Businesses based in London

	Name of Researcher: Shahriyar Emon Shuvo
	Name of Supervisor: Rameses Manalang


Dear Sir/Madam, 
My name is Shahriyar Emon Shuvo and I am an undergraduate student in the University of Wales Trinity Saint David, United Kingdom (London campus). Currently, I am conducting research entitled “The Impact of Social Media Marketing on Customer Creation and Retention: Case of Bangladeshi Food Businesses based in London”. 
	The purpose of this research is to: 

	 The purpose of this research is to explore the effect of social media marketing on the acquisition and retention of customers in the Bangladeshi food industry in London. This study will analyse the tactics that these businesses use and see how successful they are in using social media to bring in new customers, but also to keep customers and encourage re-business.



I would like to invite you to participate in my research project by completing a structured online questionnaire using Google Forms. 
Please complete the accompanying consent form. I will [take notes/record audio/record visual-audio] during the interview with your permission.
Please note that the [questionnaire/interview/activity] should not take more than [give timing guidance] to complete but, there is no time constraint. Your participation in the [questionnaire/interview/activity] will be voluntary. You will not receive any remuneration or reward from the researcher. As a participant, you may decide to stop the [questionnaire/interview/activity] at any point of time without any explanation and/or reason. 

All data generated from this or any interview will remain confidential. For more information, please view the university’s Research and Data Management Policy. 

I thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 

	Name of Researcher: Shahriyar Emon Shuvo	
	Signature of Researcher: Shahriyar Shuvo	

	Email of Researcher: 2418580@student.uwtsd.ac.uk


 



Questionnaire
Research Topic: The Impact of Social Media Marketing on Customer Creation and Retention: Case of Bangladeshi Food Businesses based in London
Participant Information 
Participant No: 
Restaurant Name (Optional): _______________                              Owner/Manager Name (Optional): _______________
Restaurant Address / Area: _______________________          Date of Interview: ______________
Ethical Consideration
All information collected will remain strictly confidential and will be used solely for academic research purposes. No personal or business identity will be disclosed.
Questions
	No.
	Question
	Response Options

	1
	Do you currently use social media platforms to promote your restaurant?
	☐ Yes ☐ No

	2
	Has social media marketing helped you attract new customers for your business?  
Q2.1 If not sure, please explain the reason.
	☐ Yes ☐ No ☐ Not sure


	3
	Which social media platforms do you primarily use for marketing?
Q3.1 If other, please specify.
	☐ Facebook ☐ Instagram ☐ TikTok ☐ YouTube ☐ Other: ______

	4
	How frequently do you post content on your social media platforms?
	☐ Daily ☐ Several times per week ☐ Weekly ☐ Rarely ☐ Never

	5
	Which type of content do you find most effective in engaging customers?
Q5.1 If you answered others, please specify below.
	☐ Food images/videos ☐ Customer reviews ☐ Promotional offers ☐ Behind-the-scenes ☐ Others

	6
	Do customers visit your restaurant after seeing promotions on social media?
Q6.1 If not sure, please explain the reason.
	☐ Yes ☐ No ☐  Not sure

	7
	How do your online activities attract customers?
Q7.1 If you answered 'others', please specify below.
	☐ Visual appeal ☐ Discounts/offers ☐ Customer interaction ☐ Brand reputation ☐ Others

	8
	How would you attribute repeat customers influenced by social media?
	☐ High ☐ Very high ☐ Moderate ☐ Low ☐ Not noticeable


	9
	To what extent do you agree that social media marketing helps your business retain existing customers?
	☐ Strongly agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly disagree

	10
	Which improvement would be most effective for increasing customer acquisition and retention?
	☐ Regular posting ☐ Better visuals ☐ More offers ☐ Quick replies ☐ Customer reviews

	11
	Q11:  what improvement would be most effective for increasing customer acquisition and retention?
	Answer:



Consent and Signature
I confirm that I have been informed about the purpose of this research and agree to participate voluntarily.
Participant Signature: ___________________________ Date: _____________________
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