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[bookmark: _Toc240905077]Abstract
This study examines the impact that social media marketing (SMM) has on the repeat purchase intention of Aarong customers in Dhaka, Bangladesh. The research is based on the Stimulus-Organism-Response (S-O-R) paradigm and the Theory of Planned Behaviour (TPB) and examines the interrelationships of SMM, brand trust, customer satisfaction, customer engagement and intention to repurchase. The study's design was a cross-sectional survey, using a quantitative approach, with 152 digital consumers observed. Pearson's correlation and multiple linear regression were used to analyse the data. Results indicate that there is a positive and statistically significant relationship between the SMM and trust, satisfaction, engagement and repurchase intention. The overall results revealed that the model accounted for the variability in repeat buying about 45.2%. Customer satisfaction turned out to be the most robust independent predictor of retention, meaning that digital stimuli are most effective in the context of positive evaluations of the product after its purchase. Interestingly, brand trust was higher; however, this was not a significant independent predictor in the multivariate model, indicating that it is an expectation of heritage brands. The results of the study show that SMM is a very useful instrument to support consumer holding in Bangladesh.
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[bookmark: _Toc240905082]1.1 Background to the Research
Social media marketing (SMM) has significantly shaped the fashion industry's ways of building audiences, changing static brand communication into an interactive and dynamic one (Clarke et al., 2019; Zeqiri et al., 2024). In particular, in the context of the fashion industry, SMM significantly impacts brand awareness, customer engagement, and purchase intentions (Kim and Ko, 2010; Verma, 2026). Through the work of Kim and Ko (2012), the dimensions of SMM in fashion-entertainment, interaction, trendiness, customization, and word of mouth (WOM) were operationalized, showing their combined effects on brand equity. This study is supported by a series of others: SMM, when properly utilized, influences the attitudes and transaction behaviours of consumers in various markets around the world (Albarq et al., 2025; Khan, 2022).
Compared to traditional media, platforms that are more dependent on images, such as Instagram and Facebook, allow consumers to create and share electronic word-of-mouth (eWOM) in a bi-directional manner (Erkan and Evans, 2016; Zhao et al., 2024). This peer endorsement communication plays an important role and makes consumers' choices dependent, as peer endorsement gives consumers more trust than corporate communication (Rochmana et al., 2022; Salmiah et al., 2024). As a result, more customers feel emotionally attached to their brands when they see them engaging with customers (Akash and Hamid, 2024). Turning this engagement into actual change within loyal customer retention is crucial within the hyper-competitive fashion business wherein merchandise lifecycles are brief. Repeat purchases based on satisfaction experienced after service are far more cost-effective than getting new customers and are a key indicator of digital brand loyalty (Oliver, 1980; Che Nawi et al., 2022; Li et al., 2025; Wattoo et al., 2025).
While this SMM-loyalty relationship is well documented, further empirical studies have been concentrated on western and east Asian markets and there is a need for research in emerging South Asian markets (Zeqiri et al., 2024; Li et al., 2025). The case of Bangladesh is intriguing: The country's 45% smartphone penetration rate and the increased acceptance of online shopping in the wake of the pandemic have pushed the fashion e-commerce market past US$1.14 billion in 2025, as per the ECDB (2025) and Roy et al. (2025). The consumer has come to understand fashion from the information they receive on social media, which has now become a compulsory source of information. In this context, a premier lifestyle brand of BRAC Aarong, established way back in 1978 to connect rural artisans with the urban market, is the ideal case study. (Aarong, 2025; BRAC USA, 2025). Aarong's commercial division, functioning parallel to its retail operation, utilizes SMM technologies to reach its loyal consumers. The restrictiveness of isolating a single powerful brand in Dhaka helps in delving into the repeat purchase behaviour in an emerging context methodologically precisely (Chowdhury et al. 2024; Walean et al. 2025).
[bookmark: _Toc240905083]1.2 Research Problem and Focus
Although there is extensive literature that discusses how Social Media Marketing (SMM) influences initial purchase intention, the empirical basis with regard to its impact on repeat purchase behaviour is currently highly fragmented, especially in emerging economies (Asyhari et al., 2022; Li et al., 2025; Manzoor et al., 2020; Salhab et al., 2023). Current studies mainly discuss the general purchase intention of Western and/or East Asian consumers, and there was a gap in the relevant literature between these regions and a South Asia with regard to brand-specific repurchase intention (Aziz and Ahmed, 2023; Safeer et al., 2022; Zeqiri et al., 2024; Li et al., 2025). Moreover, the theoretical pathways connecting SMM to the adoption of repurchase intention (via the mediation of brand trust, customer satisfaction, and customer engagement) are poorly described in the context of fashion retail (Kim and Ko, 2012; Akash and Hamid, 2024). Trust mediated the link between digital marketing and repurchase, although little empirical research has examined its mediating role in the Bangladesh fashion industry (Wang et al., 2022; Karunasingha and Abeysekera, 2022).
This empirical gap poses a major operational challenge in Bangladesh, as fashion retailers invest huge capital in SMM with no evidence of its ROI on customer retention in the country (Chowdhury et al., 2024; Akash and Hamid, 2024). The correlation between SMM activities and customer re-purchase rate is not measurable in the case of Aarong, even though it has a strong digital platform and a large number of consumers in Bangladesh. Hence, the research aimed to conduct an in-depth investigation of the relationship between Aarong's SMM activities and the repeat purchase decision of the Dhaka-based clientele, incorporating the roles of the intermediate variables: brand trust, Satisfaction and engagement.
This is an indirect relationship, and it's the theory that is complex. SMM itself does not directly cause people to buy it again, but creates a series of psychological changes that later result in the formation of repurchase intentions (Kim and Ko, 2012; Karunasingha and Abeysekera, 2022). The limited evidence on the size of individual linkages is inconsistent and comprehensive pathway analyses for individual fashion brands in a developing economy remain rare (Angula et al., 2021; Riaz et al., 2025; Sehrawat et al., 2026; Yadav et al., 2025; Li et al., 2025). As a result, brands such as Aarong are not getting actionable data to optimize digital retention. The aim of this research is to have methodological rigor, so there is a need to have boundaries. This solely covers Aarong's consumers who are digitally active in Dhaka, where cross-sectional data has been collected for repeat purchase intention, considering academic parameters and directly tackling the primary research problem.
[bookmark: _Toc240905084]1.3 Definitions of Key Concepts
[bookmark: _Toc240407403]Table 1: Definition of key concepts
	Key concept
	Operational Definition

	Social Media Marketing (SMM)
	Strategic, branded initiatives that involve entertainment, conversation, fashion, personalisation and mouth-to-mouth recommendations spread through social channels, to build relationships with customers and influence future behaviours (Kim and Ko, 2012).

	Brand Trust
	A consumer's trust in a brand's reliability, integrity, and dedication to their welfare, which is a key antecedent to purchase and re-purchase intensions (Karunasingha and Abeysekera, 2022; Wang et al., 2022).

	Customer Satisfaction
	An overall assessment of a brand's products, services and encounters, which takes account for how well, or worse, these activities have fulfilled previous expectations of the consumers (Oliver, 1980).

	Customer Engagement
	Increased active consumer interactions and engagement with the brands' messages displayed on digital platforms (e.g., likes, shares, comments etc.), expressed in terms of intensity (Akash and Hamid, 2024).

	Repeat Purchase
	The intention to make future purchases from the same brand on an ongoing basis, based on positive experiences and ongoing satisfaction after the purchase (Oliver, 1980; Li et al., 2025).


[bookmark: _Toc240905085]1.4 Significance of the Study
This is an important study in both the academic and applied research side for the understanding of the SMM-repurchase nexus in an under-studied emerging market. It is conceptually based on three core models from the field of consumer behaviour: Theory of Reasoned Action, Theory of Planned Behaviour and the Howard-Sheth model (Fishbein and Ajzen, 1975; Howard and Sheth, 1969; Ajzen, 1991). This facilitated the study to present the locality-specific and empirical facts available to generate evidence supporting the literature available globally, as per the geographical and product-type circumstances (Chowdhury et al., 2024; Ismael et al., 2025).
Empirically, the results provide actionable intelligence from the managerial point of view to fashion retailers who want to optimise digital marketing expenditure. Once the empirical testing has shown that certain SMM dimensions have direct effects on brand trust, satisfaction, engagement, and repeat purchasing, managers can redirect their resources to these high-yield activities (Bartoloni and Ancillai, 2023; Laradi et al., 2023; Walean et al., 2025). This strategic precision is crucial in a fiercely competitive market where retaining customers is much easier (and cost-effective) than acquiring new ones (Riyanto, 2022; Verma et al., 2025; Wattoo et al., 2025). Additionally, this optimisation can help users make better choices and buy more relevant products and services, positively impacting the digital buyer experience. (Bhardwaj et al., 2024; Aqrabawi, 2024; Roy et al., 2025).
The methodological approach adopted is quantitative, survey-based, and prioritizes the methodology followed by digital marketing research of this era, as it allows interdependency of variables to be rigorously measured. The use of primary data overcomes the limitations of secondary data, providing a solid empirical foundation for future research in both the Bangladeshi context of Aarong and other retail industries (Ismael et al., 2025; Roy et al., 2025).
Overall, the study is robustly linked to Bangladesh's accelerated path to becoming a fully-fledged digital economy. Understanding brand loyalty is an essential macroeconomic concern as retail commerce increasingly becomes digital and competition heats up (Ahmad, 2025; Rahmayeni et al., 2025; Tamilmani, 2025; Yang and Peng, 2026). Thus, the findings of this study on a well-established strong brand like Aarong with a robust digital footprint will prove to be replicable for other fashion merchants and start-ups looking to build digital communities for repeat customers (Chowdhury et al., 2024; Thadepalli and Choudhary, 2024).
[bookmark: _Toc240905086]1.5 Research Aim and Objectives
The aim of this research is to explore how social media marketing influences the repeat purchase rate of customers in the fashion retail industry of Bangladesh, using Aarong in Dhaka City as a case.
To achieve this aim, the research pursues the following objectives:
1. To examine the factors and drivers that shape the repeat purchase intention of customers in the fashion retail industry of Bangladesh, from the operational perspective of Aarong in Dhaka.
2. To evaluate the impact of Aarong’s social media marketing practices on brand trust and customer satisfaction.
3. To identify the level of customer engagement (shares, likes, comments and brand exposure frequency) generated by Aarong through its social media platforms.
4. To critically analyse the influence of Aarong’s social media marketing on the repeat purchase behaviour and intention of its customers.
[bookmark: _Toc240905087]1.6 Research Questions
The study is guided by the following central research question: How does the social media marketing of Aarong influence the repeat purchase rate of its customers in Dhaka City? This is supported by four sub-questions:
· What factors and drivers shape customers’ repeat purchase intention in the Bangladeshi fashion retail sector?
· How do Aarong’s social media marketing practices affect brand trust and customer satisfaction?
· What level of customer engagement does Aarong generate through its social media platforms?
· How does Aarong’s social media marketing influence customers’ repeat purchase behaviour and intention?
[bookmark: _Toc240905088]1.7 Structure of the Dissertation
[bookmark: _Toc240407404]Table 2: Structure of the Dissertation
	Chapter
	Title / Focus
	Overview of Contents

	Chapter One
	Introduction
	Sets research context and provides formulation of problem statement and delineation of the main research purpose, goals and research questions.

	Chapter Two
	Literature Review
	Conducts a critical discussion on previous literature related to social media marketing, consumer behaviour and repeat purchase and leads to the theoretical framework.

	Chapter Three
	Research Methodology
	Explicates and gives reasons for the use of methodological paradigm including research design, instruments for data collection and sampling design.

	Chapter Four
	Findings and Discussion
	Represents the empirical findings obtained from observation data in description, analysis, and contextual discussion.

	Chapter Five
	Conclusion and Recommendations
	Summarises the bottom line, identifies managerial applications, identifies the limitations of the study and suggests further research.





[bookmark: _Toc240905089]CHAPTER TWO: LITERATURE REVIEW
[bookmark: _Toc240905090]2.1 Introduction
The chapter first critically reviews the literature pertaining to Social Media Marketing (SMM) and the resulting impact on Consumer Behaviour, specifically on Repeat Purchase intention, focusing on the Fashion Retail Sector. This review not only 'summarises' but also fills gaps in empirical research that is spread across different contexts and methods. The chapter now starts with the theory, followed by a background to apply the theory when analysing the literature. Then, the dimensions of SMM are taken through a step-by-step analysis, and the separation of repeat purchase intent from general customer acquisition behaviour and the psychological-level mediators (brand trust, customer satisfaction and customer engagement) is discussed. Finally, the broader context of the Fashion Industry in Bangladesh is detailed, with its ongoing digitisation and the proposed conceptual framework, as well as the hypotheses of the study, are mentioned.
[bookmark: _Toc240905091]2.2 Theoretical Framework
The Stimulus-Organism-Response (S-O-R) framework and the Theory of Planned Behaviour (TPB) are two highly complementary theories that are used in this study to explore SMM's indirect links to repeat purchase intention. The research remains conceptually coherent, using these two strong theories as the theoretical base, to then give a clear architectural framework for intervening variables in the proposed framework.
[bookmark: _Toc240905092]2.2.1 The Stimulus-Organism-Response (S-O-R) Paradigm
The S-O-R paradigm introduced by Mehrabian and Russell (1974) in environmental psychology proposes that there are three steps from environmental cues (Stimuli) to behavioural outcomes (Response) via internal cognitive and affective states (Organism). Today, the S-O-R model is recognized as the leading approach to describing the factors in an online environment that can drive consumer action in digital marketing literature (Kühn and Petzer, 2018; Saewanee et al., 2024; Salem and Alanadoly, 2023).
According to this study and Kim and Ko (2012), the exogenous digital Stimuli of Aarong are the SMM aspects which include entertainment, interaction, trendiness, customisation, and Electronic Word of Mouth (E-WOM). The result of these social media inputs is not an instant and unconscious purchase, but it gets processed in the consumer's mind. This internal processing forms an Organismic state, defined in this study as three parallel psychological and affective processes, namely Customer engagement, Brand trust and Customer satisfaction (Karunasingha and Abeysekera, 2022; Oliver, 1980). Lastly, the internal states culminate in a behavioural response; namely, intention to keep buying the brand’s products (Li et al., 2025). The S-O-R paradigm is especially relevant to this study as it incorporates and explicitly considers those mediating factors that lie between Aarong's marketing and the consumers' final behavioural outcomes of loyalty (Biason et al., 2024; Saewanee et al., 2024).
[bookmark: _Toc240905093]2.2.2 The Theory of Planned Behaviour (TPB)
The S-O-R model describes the sequence of the marketing process influencing consumer behaviour, the TPB offers the theoretical rationale behind the use of intention as a very good predictor of repeat purchase behaviour (Ajzen, 1991). TPB assumes that behaviour is determined by behavioural intention, which is determined by attitudes, subjective norms and PBC components.
Howard and Sheth (1969) state that the consumer's attitude is constantly being influenced by brand encounters and positive or negative feelings after purchasing. Peers' endorsements, influencers, and eWOM that circulate around Instagram and Facebook significantly shape subjective norms, the perceived social pressure to engage in a behaviour (Long et al., 2024; Su et al., 2023). Finally, perceived behavioural control is related to the comfort of the consumer to purchase again, which comes from their digital interactions and smooth experience through omnichannel retail (Anjorin et al., 2024; Ayensa et al., 2016). TPB has been widely used and validated in e-commerce literature to predict continued patronage (Abu-AlSondos et al., 2022; Pusparini et al., 2024). The combined S-O-R and TPB creates a very strong justification and basis for how attitudes and peer norms (Organism/Attitude) influence response or intention (Response/Intention) to reengage in a transaction.
[bookmark: _Toc240905094]2.3 Social Media Marketing: Conceptualisation and Strategic Dimensions
SMM challenges the traditional SBD model that involves brands unilaterally reaching consumers by adopting a bidirectional model that enables consumers to interact with brands and actively and proactively create value for the brand in that manner (Cheung et al., 2020; Zeqiri et al., 2024). SMM is manifested in the efforts to use social platforms as tools for multidirectional communication with the audience, the creation of brand communities and building their long-term attitudes (Alnaser et al., 2024; Laradi et al., 2023). It is especially relevant for fashion retailers, whose products are inherently image- and video-oriented, expressive and social, bolstered by degrees of visual appeal and content-maximizing image-using platforms such as Instagram and TikTok (Cooper et al., 2019; Ciocodeică et al., 2025; Siregar et al., 2023).
The 5D framework of Hebshibha and Chitra (2024) is the most widely used and well-supported construct on SMM in the fashion industry. The model was initially developed to measure luxury brands and break down SMM into 5 perceived activities: entertainment, interaction, trendiness, customisation and word of mouth (WOM). They pioneered an important investigation that revealed these interconnected activities to have an exponential effect on brand and the subsequent purchase intention (Bazi et al., 2023; Tack et al., 2020).
In general, the effectiveness of this approach in different geographical and economic regions is accepted by scholars, but many have begun to see that the proportions of these aspects vary depending on the cultural situations (Frank and Watchravesringkan, 2016; Monika et al., 2023). For example, Zeqiri et al. (2024) confirmed the significant increase in purchase intentions and brand awareness due to SMM in emerging markets. Following this, Halim (2022) directly tested Kim and Ko's framework in the Bangladeshi fashion industry, where aggregate SMM efforts positively influence online purchasing intention by improving brand equity.
But, an important review of the literature does not yield consistent results in which dimensions add the highest value. Che Nawi et al. (2022) proposed the inclusion of "information richness" as a sixth dimension, noting that utility is as crucial as diversion; however, other research noted some Kim and Ko dimensions were less effective with different demographics. Notably contravening Western-centric empirical assumptions, according to Alrawad et al. (2025) and Saleh et al. (2026), WOM did not significantly influence the purchase intentions of young Bangladeshi consumers. Moreover, Morshed and Hoque (2025) and Ranjith et al. (2025) illustrated that the impact of SMM is subject to the influence of moderating variables and hence the impact of SMM will not be monolithic.
In addition to these are inconsistencies due to methodological fragmentation. Galimova et al., (2025) and Zeqiri et al., (2024) are the latest to have adapted the scales used in Kim and Ko (2012) in a systematic review; Mubdir et al., (2024) found that there is a predominance of scale use in structural equation modelling (SEM) and quantitative survey contexts in this field. The non-standardisation of the measurements made makes the comparison between the results of different studies difficult and makes the need for the present study more evident. This study will help respond to the literature's demand for a context-specific test of a standardised multidimensional SMM construct by testing it within a specific and controlled setting (Aarong, Dhaka), as it will examine SMM behaviours such as repeat purchase besides initial SMM awareness.
[bookmark: _Toc240905095]2.4 Customer Engagement: Conceptualisation and Direct Correlation with SMM
In the Stimulus-Organism-Response (S-O-R) paradigm, the role of customer engagement is a very active internal/expressive ‘Organism' which is directly stimulated by digital marketing. Engagement can be broadly understood as a psychological state of being induced through interactive, co-creative experiences with a focal agent or object (Akter et al., 2023; Rabbanee et al., 2021) and is well known as a key goal of digital retail strategy. Schivinski, Christodoulides and Dabrowski (2016) designed a comprehensive multi-dimensional scale indicating that engagement is not a dichotomy between passively consuming brand messages and actively participating in and co-creating those brand messages (Dessart et al., 2015; Vivek et al., 2014).
In modern empirical studies, the aforementioned construct is often measured by digitally salient measures, such as likes, shares, comments and exposure to the brand (Akash and Hamid, 2024; Li et al., 2022). These interactive behaviours are not only valuable as vanity measures, but the depth of investment in a brand indicates how strongly the consumer invests psychologically in the brand. Onofrei, Filieri and Kennedy (2022) have empirically demonstrated that good quality social media interactions directly increase behavioural engagement. Fashion retailers that offer rich and interactive stimuli prompt consumers to go all in with their time and social capital in the brand's digital ecosystem (Aldhamiri et al., 2024; Bonilla-Quijada et al., 2024; Caratù et al., 2023; Onofrei et al., 2021).
For the Bangladeshi fashion industry, Akash and Hamid (2024) showed that some SMM dimensions (informativeness, entertainment and trendiness) serve as important direct vectors that leads to consumer engagement (Gill et al., 2026; Walean et al., 2025). Moreover, social interaction can be seen as a strong and two-way form in the form of electronic word of mouth (eWOM). eWOM is an active participatory behaviour of the sender and a secondary stimulus for other consumers (Lim and Rasul, 2022; Masarroh et al., 2025; Santos et al., 2021). Dasanayaka and Karunarathne (2024) pointed out that fashion is a product that has a high product involvement level and that consumers are altruistic and engage in eWOM about fashion products. Sandunima and Jayasuriya (2024) also distinguished between firm-created SMM and UGC eWOM, as both can encourage engagement but firm-created SMM offers the initial digital stimulus that can spur user interaction.
Thus, some SMM activities, when seen as fun, “cool”, and very interactive, can act as a direct catalyst for cognition and behavior (Bartoloni and Ancillai, 2023; Mardhatilah et al., 2023). Since social media platforms are made to aid engagement, a brand's SMM should, in theory, be strongly positively correlated with the engagement metrics of its audience as well. The following correlational hypothesis is offered, based on this synthesis of the literature.
H1: There is a significant positive correlation between Aarong’s Social Media Marketing and Customer Engagement.
[bookmark: _Toc240905096]2.5 Brand Trust: Conceptualisation and Direct Correlation with SMM
Brand trust is an essential psychological platform that helps reduce perceived risk in the eyes of the consumer in the context of a highly saturated market with fierce competition and anonymity in a digital environment (Alrwashdeh et al., 2025; Althuwaini, 2022; Rahmawati and Hidayati, 2023). Trust is defined as a confident expectation that a brand is reliable, credible and has the ability to do its job well (Karunasingha and Abeysekera, 2022; Wang et al., 2022). While satisfaction is simply a past or posterior assessment of an engagement with a brand (Oliver, 1980), trust is a forward-looking expectation of brand's future actions of the brand's best interest (Khamitov et al., 2024; Lam, 2023).
The literature review concludes that the existence of SMM as a major firsthand determinant of brand's trust for digital commerce is strongly proven. SMM enables clear, two-way information sharing and offers immediate customer support through channels such as Facebook and Instagram, effectively minimizing the usual information disparity between retailer and consumer (Al-Dwairi et al., 2024; Prasetyo et al., 2025; Suhud et al., 2025; Walean et al., 2025). Nashwaprilia and Rodhiah (2025) showed that a high amount of SMM, when performed consistently and to a high quality, increased purchase intention clearly, as it drove the building of initial trust in the brand. Within social commerce, Wang et al. (2022) have performed a thorough meta-analysis study, which additionally revealed an enormously positive correlation between Digital Marketing and Brand Trust, as a key ‘Organism’ state justifying consumer dependence.
Moreover, SMM's design allows consumers to have social proof of how the brand interacts with other buyers, how the other buyers interact with the brand, how they comment, as well as how the brand responds to their comments in real time (Moedeen et al., 2023; Tarigan, 2024). However, this mechanism was subsequently confirmed by Salmiah, Sahir and Fahlevi (2024), as they noted that SMM and eWOM work together in building trust and hence achieving digital loyalty. This was confirmed by Nguyen et al. (2024), where a relationship was directly identified between UGC user eWOM and strengthening consumers' trust. Trust is a variable directly mentioned by Karunasingha and Abeysekera (2022) as one of the important variables that is directly related to SMM execution in the South Asian context. Thus, if the SMM is deployed effectively and transparently, there is profound trust consumers place in the brand, which can be directly enhanced theoretically.
H2: There is a significant positive correlation between Aarong’s Social Media Marketing and Brand Trust.
[bookmark: _Toc240905097]2.6 Customer Satisfaction: Conceptualisation and Direct Correlation with SMM
Oliver's (1980) famous Expectancy-Disconfirmation theory has a strong commitment in customer satisfaction. According to this theory, satisfaction arises after an interaction and is determined by comparing the actual performance of a product or brand with previous expectations. Satisfaction is the ultimate feedback loop in the traditional Howard-Sheth (1969) model of buyer behaviour, when an event is considered psychologically successful.
In the digital era, however, happiness in using an app is not limited to the physical product but is also associated with the quality of interactions with the brand before purchasing and the quality of E-service(s) (Abdullah, 2025; Bobâlcă et al., 2021; Putri and Setiawati, 2025). SMM is a major tool which builds up consumers' expectations before they buy it and also copes with them after buying it. Quality SMM, with trendy information, real interaction, and customised content, directly impacts the entire consumer brand picture and results in increased e-satisfaction (Raees et al., 2023; Vihari, 2023; Wall, 2024).
There is strong empirical evidence that satisfaction is an important variable with strong links to digital marketing activities. Digital satisfaction and eWOM are highly correlated with digital service quality, as shown by Dandis, Eid and Shehadeh (2026). In line with this, Wattoo et al. (2025) found that in developing countries, service quality and communication responsiveness serve as direct influencing factors on consumer satisfaction. Fashion brands using social platforms to answer questions, demonstrate actual product images, and entertain audience members create positive expectancy disconfirmation.
Although conceptually different, within the S-O-R framework trust and satisfaction are parallel 'Organism' states. Positive digital experiences created through SMM result in instant gratification and continuous gratification over time fosters lasting brand trust (Goh et al., 2016; Trivedi and Yadav, 2020). Hence, it is assumed that there will be a significant positive correlative relationship between the effectiveness of Aarong's SMM initiatives and its consumer satisfaction level.
H3: There is a significant positive correlation between Aarong’s Social Media Marketing and Customer Satisfaction.
[bookmark: _Toc240905098]2.7 Repeat Purchase Intention and its Direct Correlation with SMM
The ultimate endogenous variable (the 'Response' or 'Intention') in both the S-O-R and TPB approaches is repeat purchase intention. It is officially known as a consumer's conscious decision to repeat purchase behaviours with a brand over a period of time based on the total evaluations post-purchase and further exposures of the brand (Oliver, 1980; Li et al., 2025). Conceptually separating the notion of repeat purchase intent from the general concept of brand loyalty is imperative. Repeat purchase is a behavioural intention that can be precisely measured and is specifically related to future financial transactions while the concept of loyalty is multidimensional and involves other aspects like affective commitment and brand advocacy (Foroudi et al., 2018).
From the managerial strategic point of view, it is superior to invest in repeat purchasing as getting new customers is much more costly than keeping existing customers. This means that increments in the rate of repeat purchases compound the overall profitability in an exponential manner (Ologunebi, 2023; Wattoo et al., 2025). Many empirically based studies draw a straight line between such exposure to digital marketing and this retention behaviour. In the study of fast fashion in emerging markets conducted by Li et al. (2025), the authors found that SMM activities play a positive role on repurchase intentions as a continuous reminder for the salience to the brand in the consumers' evoked set. Likewise, Halim (2022) found that there was a significant relationship between the execution of SMM and buying intention of Bangladeshi fashion consumers. Therefore, there will be a direct correlational relationship:
H4: There is a significant positive correlation between Aarong’s Social Media Marketing and Repeat Purchase Intention.
[bookmark: _Toc240905099]2.8 The Collective Predictive Impact on Repeat Purchase Intention
The existence of each relationship between SMM and the psychological state in the consumer is stated by the correlational hypotheses (H1-H4), but in the current digital marketing literature, it is argued that consumer behaviour is shaped by several factors in combination and not by a single one only (Alnaser et al., 2024; Galdón-Salvador et al., 2024; Giang et al., 2025; Jazula et al., 2025). To fully understand the effect of Stimulus (SMM) and the Organism states (Brand Trust, Customer Satisfaction and Customer Engagement) combined code predictive power on the final Response (Repeat Purchase Intention) would be necessary to understand how the digital presence of Aarong affects customer retention.
This joint appraisal is strongly underpinned by the Theory of Planned Behaviour (TPB) which states that intention is a combination of attitude, norms and perceived controls (Ajzen, 1991). Initially, trust is a determinant factor in future action as a mitigation that will reduce the perceived risk of digital action. Consumer trust toward a brand, based on the seminal Commitment-Trust Theory (Morgan and Hunt, 1994), significantly increases the likelihood of a consumer forgoing competitor alternatives and repurchasing. Both Trivedi and Yadav (2020) and Dandis, Eid and Shehadeh (2026) were able to empirically prove that digital trust ultimately is a huge predictor of continuous online patronage.
Second, there is a cognitive threshold of customer satisfaction when it comes to customer retention. Fashion brand's digital and physical products that always exceed expectations create satisfaction as an authoritative and predictive catalyst for repurchase (Goh et al., 2016; Yahaya et al., 2025). Thirdly, highly engaged consumers tend to have a strong emotional connection for a brand and it leads naturally to subsequent purchases (Onofrei, Filieri and Kennedy, 2022). Active engagement psychologically validates the consumers' buy-in over the brand (Li, Chen and Chen, 2023; Salmiah, Sahir and Fahlevi, 2024).
Following this, SMM, Trust, Satisfaction and Engagement have been seen not as a one factor, dependent variable entity but rather as a matrix of independent variables. Combined, they make up a complete forecast model. These four variables are expected to contribute a significant variance in the consumers' intention to re-purchase from Aarong when assessed by multiple linear regression.
H5: Social Media Marketing, Brand Trust, Customer Satisfaction, and Customer Engagement collectively have a significant positive impact on Repeat Purchase Intention.
[bookmark: _Toc240905100]2.9 Contextualisation: Fashion Retail, Social Media, and Aarong in Bangladesh
Although the theoretical mechanisms provided above are strong and accepted, few studies have been used in applying them to the empirical field, particularly in developed markets in western and East Asia (Li et al., 2025; Zeqiri et al., 2024). South Asian literature around Bangladesh is growing and is in an infancy stage in terms of post-acquisition behaviours which makes contextual validation necessary (Chishti et al., 2025; Kemi and Hasan, 2025).
The digital retail sector in Bangladesh is extremely dynamic and rapidly changing. Since the outbreak of the COVID-19 pandemic, online shopping, especially by women, has grown exponentially (Fazal et al., 2024; Roy et al., 2025). The segment of the e-commerce industry in the fashion world is estimated to have reached around US$1.14 billion in 2025, fuelled by the determined penetration of smartphones and a more advanced framework of online payments (ECDB, 2025). Moreover, intrinsic motivation plays a significant role in determining purchase intentions online within the country (Roy et al., 2025). Hassan (2025) and Ismael et al. (2025) both substantiated that social media influencers play a major role in influencing apparel purchasing behavior of the youth population in Bangladesh. This trend mirrors other research conducted in South Asian countries by Sandunima and Jayasuriya (2024) and Dasanayaka and Karunarathne (2024) which both show that social media is now a dominant factor influencing consumer fashion behaviours.
But certain digital marketing variables' effectiveness is heavily linked with cultural contingency. Bangladesh is a collectivistic nation where social influence and social subjective norms and opinion of family members have a huge influence on the decision making of consumers (Akter and Sultana, 2020; Hasan et al., 2019; Rana et al., 2025; Su et al., 2023). The cultural context provides empirical results that are frequently complicated and can differ from what is considered "normal" in the West. For example, in contrary to the traditional assumption, eWOM was not found to be a significant determinant of the online purchase intention of young consumers of Bangladesh, according to Sultana, Begum and Khan (2024). In the same vein, Afrin and Sarker (2025) pointed out that Bangladeshi consumer brands also need to build certain trust levels before extending offers to users in the digital channel as compared to their western counterparts. This indicates that mind blind transfer of foreign empirical finding to south Asian context may need to be avoided, and stress on conducting localised and context specific research (Mazhar et al., 2012; Ranjith et al., 2025; Vijay et al., 2018).
In this unique ecosystem, Aarong is an optimum empirical substitute. Aarong is a well-known national brand with both a strong offline and online presence throughout Bangladesh, embodying a unique blend of traditional Bangladeshi craftsmanship and contemporary retailing practices (Chowdhury et al., 2024). Although there appears to be high dependence on platforms such as Facebook and Instagram to build up its huge consumer base, there is obvious lack of rigorous and quantitative academic studies on how Aarong’s specific digital marketing efforts influence repeat purchase behaviour of the consumers in Dhaka City.
[bookmark: _Toc240905101]2.10 Chapter Summary and Identification of the Research Gap
This chapter is a systematic literature review to understand the literature of SMM and consumer psychological state (Trust, Satisfaction, Engagement), embedded in the S-O-R and TPB theoretical frameworks. During the critical review, gaps that seem to prevail in the currently available literature were identified. First, empirical studies on SMM almost always focus on initial buying intentions and overall brand awareness, with a very limited understanding of the determinants of long-term retention and repeated purchases (Li et al., 2025). Second, although it is conceptually acknowledged that trust, satisfaction, and engagement are important variables, the regression testing of the combined power of each variable to predict retention has been limited for a single, dominant fashion brand. Thirdly, empirical evidence is scarce in emerging markets, particularly for Bangladesh, where the fashion sector is in the process of digital transformation (Chowdhury et al., 2024).
The study adopts an elegant correlational and predictive regression approach that puts it in a unique position to address these gaps in a clean and empirical way. The data collection instruments and sampling strategy used, which are designed to test these five hypotheses, are specified in the following chapter, which outlines the quantitative approach to this research.



[bookmark: _Toc240905102]CHAPTER THREE: RESEARCH METHODOLOGY
[bookmark: _Toc240905103]3.1 Introduction
The methodological framework underlying the key research question and theoretical objectives is explained and justified thoroughly in this chapter. The chapter structure is based on the rigorous ‘research onion’ approach of Saunders, Lewis and Thornhill (2023). It moves step-by-step from research philosophy and methodology (deductive) to study design and study strategy, time horizon to data collection, sampling and statistical analysis of data. Further, the chapter considered the methods of reliability and validity of the survey instrument, acknowledges methodological limitations and considers the boundaries of the research in regard to ethical issues. This chapter outlines the strategy of methodology and its rigorously justifies that this quantitative design is suitable to measure the impact of using social media marketing (SMM) by Aarong to the repeat purchase behaviour of the Dhaka City consumers.
[bookmark: _Toc240905104]3.2 Research Aim and Objectives
The fundamental aim of this research is to explore how social media marketing influences the repeat purchase rate of customers in the fashion retail industry of Bangladesh, utilising Aarong in Dhaka City as a specific empirical case. To achieve this aim, the research pursues four distinct quantitative objectives:
· To examine the factors and drivers that shape the repeat purchase intention of customers in the Bangladeshi fashion retail industry.
· To evaluate the direct impact of Aarong’s SMM practices on brand trust and customer satisfaction.
· To identify the level of customer engagement generated by Aarong across its social media platforms.
· To critically analyse the predictive influence of Aarong’s SMM, alongside trust, satisfaction, and engagement, on the repeat purchase behaviour of its customers.
The goals of these objectives are quantitative in essence since they involve the measurement of latent psychological variables and statistical testing of predetermined relationships between them. This numerical imperative will drive methodological decisions going forward that will focus on a structured method as described in the next sections (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc240905105]3.3 Research Rationale
This quantitative, positivist, and deductive investigation is operationalised in an online cross-sectional survey. The objectives of the research are to objectively measure SMM activities, brand trust and customer satisfaction, customer engagement and re purchase intention, and empirically test the direction of the relationships mentioned in the literature. A comparative analysis of abstract consumer opinions as data allows for rigorous statistical analysis to come to organised, comparable conclusions and for this reason a quantitative paradigm is ideal (Creswell and Creswell, 2018).
This methodological decision is confirmed by some recent literature dealing with digital marketing. Mubdir et al. (2024) have found that almost all research used quantitative surveys as tools to investigate the SMM-purchase behaviour nexus. The brand equity and purchase intentions in Li et al. (2025) and Halim (2022) are closely related empirical studies statistically mapped with the help of cross-sectional survey data. Using a similar quantitative technique, this research assures its results are comparable to worldwide literature. It has a very high degree of validity because of its behavioural theory, psychometric scales which are based on scales from previous validated studies, and very clear and replicable procedure which aligns with the objectivity criteria set when using a positivist methodology (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc240905106]3.4 Research Philosophy
Research philosophy refers to the assumptions a research makes regarding knowledge, reality, and valid ways of knowledge collection (Saunders, Lewis and Thornhill, 2023). The philosophy of business and management expected is positivism, interpretivism, realism, and pragmatism. Positivism believes in an objective reality that is outside and measurable, and so it is partial to approaches that test a hypothesis with measurable facts using formal methods. Under the perspective of interpretivism reality is created by society and only can be comprehended through the respective subjective interpretation given by people to their experiences: Interpretivism implies a qualitative, exploratory approach. Realism is an intermediate paradigm whilst pragmatism suggests the methodological technique that is better suited to answer the research topic (Bell, Bryman and Harley, 2022).
This work has taken a positivist approach in the research philosophy. The focus question is about statistically related marketing stimuli and behavioural responses. The purpose is to examine theory-based hypotheses set out according to Stimulus-Organism Response model and Theory of Planned Behaviour rather than understand what the customers' own meanings are of their fashion. The most suitable philosophy of research is positivism which is based on objectivity, measurement, mathematical hypothesis testing and the identification of generalizable patterns about the relationships between SMM and repeat purchase.
The philosophical nature of these are explained by ontology, epistemology and axiology. This study adopts the objectivist perspective which sees the construct of customer trust, satisfaction and purchase intention is something tangible. The research is quantitative, wanting to rely as much as possible on the quantitative data provided rather than relying on the subjective narratives and the ultimate truth-finder is statistical significance (Bell, Bryman and Harley, 2022). Care is taken to remove the researcher's interpretations towards fashion or social media from the data gathering and analysis.


[bookmark: _Toc240905107]3.5 Research Approach
There are two ways of formulating theory in the academic research process: deductive and inductive. A deductive approach begins with a theoretical perspective, then generates specific hypotheses that are subsequently tested in data collection, where hypotheses include relationships between variables that can be tested. An inductive approach, on the other hand, starts by gathering open-ended data, with a view to creating new theories from patterns that are observed (Saunders, Lewis and Thornhill, 2023).
For this study, a deductive approach is used as the type of approach. It is based on solid and well-established theoretical frameworks: Theory of Reasoned Action (TRA), Theory of Planned Behaviour (TPB) and the Howard-Sheth model of buyer behaviour, combined with the vast volume of previous empirical research on digital commerce (Ajzen, 1991; Li et al., 2025). The study developed five hypotheses related to this literature. Primary data is then gathered and tested thoroughly to determine if the expected association between SMM, brand trust, satisfaction, engagement and repeat purchase in the case of Dhaka's fashion market for the brand test result to be valid in case of Aarong. The deductive approach is highly consistent with the positivist philosophy and is quantitative in nature, which means that it connected the literature researched in Chapter Two with the tests which were empirical in nature in Chapter Four in a seamless manner (Creswell and Creswell, 2018).
[bookmark: _Toc240905108]3.6 Research Design and Strategy
The overall methodological approach for this study is a mono-method quantitative approach. This means only one quantitative data collection method, the structured survey, is used, as opposed to mixed methods or qualitative interviews (Saunders, Lewis and Thornhill, 2023). Although some of the studies in the general literature require more complex multiple-stage longitudinal designs, for the academic scope, time span and resource constraints of a Master's dissertation, a highly structured single-phase survey design is appropriate and methodologically and strategically optimal.
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[bookmark: _Toc240407396]Figure 1: The research onion showing the methodological choices of this study (adapted from Saunders et al., 2023).
Cross-sectional survey as the main research approach. Surveys are an especially designed method to gather fast and efficient data that is highly standardised across a larger number of people, thus allowing for accurate mathematical analysis of relationships between different variables (Bell and Bryman, 2022). The time of the horizon is cross sectional and attitudes are measured at a specific point in time and present a "snapshot" of attitudes rather than measuring changes in behaviour over several years.
It represents a different survey methodology that has methodological advantages. It allows a rapid accumulation of standardised data, responses are uniform and easily compared across different demographic groups, and clean numerical data are ready for analysis based on inferential statistics (Bell and Bryman, 2022). It has inherent drawbacks, however, as surveys measure intended action and not actual behaviour (Saunders, Lewis and Thornhill, 2023) and the study has a cross-sectional approach which does not infer causality in the longer term. Academically, this is an acceptable range of trade-offs in this context since the main research aim will be to provide a map of the strength of predictive relationships at this point in time rather than to establish the historical evolving of behaviour.
[bookmark: _Toc240905109]3.7 Data Collection Method and Instrument
The collection of the primary data is through an online questionnaire structured and self-administered. Ideal to the cross sectional positivist design, the questionnaire is very easy to scale and ensures a high level of rigid standardisation, whereby the same stimuli is interpreted by each respondent in the same manner (Bell, Bryman and Harley, 2022). The device will be digitally disseminated through custom message dissemination, through targeted Facebook groups for customers, and WhatsApp groups. As the target population is made up of those who are buying Aarong products and has an active presence on their social media, merely an opportunity to deploy in the digital world is not sufficient and in fact it is a prerequisite to engage them effectively in the world of the web (Saunders, Lewis and Thornhill, 2023).
The questionnaire's design reflects the conceptual framework of the design. The first college is centered on important ‘demographic data' (such as age, gender) and ‘frequency of behaviour' (such as how often do people buy Aarong and how much do they use social media). The latent constructs are operationalised via the core sections. The items of SMM measure are items modified from the basic five dimension framework defined by Kim and Ko (2012). The validated scale created by Schivinski, Christodoulides and Dabrowski (2016) is used to measure customer engagement. The measures of brand trust, customer satisfaction and intention of repeat purchase are based on scales that are largely derived from Oliver's (1980) expectancy-disconfirmation paradigms.
For the purposes of quantifying these psychological attitudes, a standard 5-point Likert scale (from 1 ‘Strongly Disagree' to 5 ‘Strongly Agree ') is used. The Likert scale is the most popular and accepted of scales and is able to produce ordinal data which can be analysed through parametric statistics (Bell, Bryman and Harley, 2022). Including these exact items, as derived from highly cited, peer-reviewed articles, ensures the validity of the instrument in measuring the target theoretical dimensions. In preparation for full-scale deployment, a pilot test will be carried out with a micro-sample to establish linguistic clarity, uncover potential ambiguities and make sure that the digital interface does not have any technical glitches (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc240905110]3.8 Population and Sampling
The population targeted for the study is existing customers of Aarong residing in Dhaka City who actively use social media platforms. Due to the lack of comprehensive and publicly available information about all the customers of Aarong, it was not feasible to define a tight sampling frame. Therefore, it was not possible to implement probability sampling techniques like simple random sampling (Saunders, Lewis and Thornhill 2023).
This study adopted the non-probability convenience sampling technique that was complemented by some elements of snowball sampling in order to maximise access to the target population within the confines of the study, which is limited both by resources and time. A digital questionnaire was created and hosted on Google Forms, and targeted Facebook groups and WhatsApp communities (fashion consumers who are active Bangladeshi fashion buyers) were sent out direct links to the questionnaire. Convenience sampling is widely used in digital marketing because it enables ease and speed in data collection from respondents who are already engaged with the online environment under the subject of the study at minimal cost (Taherdoost, 2016). The distribution method worked as a sort of natural selection of the target audience, which included people who interact with retail brands on the Internet.
A total of 152 valid responses were used for the final data collection. The use of convenience sampling inevitably leads to selection bias, and the results will suffer from limited statistical generalisability beyond the sample population to the whole national population; however, this is a large enough sample size for multiple linear regression analysis to meet the accepted statistical criteria. In particular, it surpasses the rule-of-thumb of at least 15 observations per predictor variable to keep the models statistically powerful and avoid overfitting. The constraints of this type of sampling (non-probability sampling) are clearly acknowledged (Section 3.11), thus interpreting the results in the proper context.
[bookmark: _Toc240905111]3.9 Data Analysis Protocol
Data collected would be systematically cleaned, coded and will undergo in-depth inferential analysis by using the IBM SPSS Statistics software when data collection ends. The data will be cleaned by removing incomplete and extreme outlier data and by removing cases which responded without engagement (the so-called "straight-lining") to ensure the integrity of the data set in the analytical phase (Taherdoost, 2016).
The statistical analysis is split up into two sections: the first to directly answer the five hypotheses developed in Chapter Two. To create the demographic profile of the sample as well as to assess the overall distribution of the sample across the Likert scales, the first step will be to generate descriptive statistics (means, standard deviations, and frequencies) (Bell, Bryman and Harley, 2022). Secondly, Pearson correlation coefficients (r) will be calculated to test the hypotheses H1 to H4. This will be a parametric test to see the strength and direction of the relationship between the individual components of Brand Trust, Customer Satisfaction, Customer Engagement, Repeat Purchase Intention and Aarong’s Social Media Marketing efforts. Third, to test hypothesis H5 and reply to the main concern of the research, Multiple Linear Regression will be done. In this, an advanced technique will be used to model SMM, Trust, Satisfaction and Engagement as independent predictor variables, and the dependent variable will be repeat purchase intention. This analysis will show the R² (percentage of variance in repeat purchasing explained by the model) and which factors of marketing or psychological phenomena have the greatest predictive power (Creswell and Creswell, 2018). However, before the regression is estimated, all the statistical assumptions will be rigorously tested to ensure that the regression estimated is mathematically valid (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc240905112]3.10 Reliability and Validity
To guarantee the psychometric quality of the data, general adherence to reliability and validity procedures is required. Reliability is the consistency and stability of the measurement equipment (Saunders, Lewis and Thornhill, 2023). In this study, Cronbach's Alpha is used for mathematical verification of internal consistency reliability. A value of 0.70 will be applied to accept the constructs that score higher, as this indicates that the multiple items measuring the selected concept (e.g., Brand Trust) are indeed measuring the same attitude (Bell, Bryman and Harley, 2022).
Validity deals with the extent of the instrument's ability to measure what it is supposed to measure; that is, whether the instrument is measuring the theoretical concepts. Content and construct validity are rigorously asserted by directly referencing foundational, peer-reviewed literature in adapting the items that make up the survey, specifically those from Kim and Ko (2012) and Schivinski, Christodoulides and Dabrowski (2016). In addition, the Pilot test is useful in practice because it validates the terminology of the instrument, at least from the perspective of the target group and ensures that there is no cultural or linguistic misunderstanding among the target group in Dhaka (Taherdoost, 2016). Strict anonymity is achieved, by ensuring there are no ‘right’ ways to answer and hence there is no threat of SRB (self-report bias - where the respondent is giving the answer that will look good on them).
[bookmark: _Toc240905113]3.11 Limitations of the Research
The methodology of this research is appropriate but has limitations. An cross-sectional data collection allows just one moment of time. Longitudinal causality cannot be demonstrated in statistics studies, but only prediction relationships can be validated (Saunders, Lewis and Thornhill, 2023). Two, the empirical focus is on Dhaka City only, in regard to Aarong. Hence, the statistics presented are not necessarily applicable to other retail, socio-economic status or geographically unique retail markets (Li, et al., 2025). Thirdly, an online survey excludes those customers who lack digital literacy or access to the Internet, which is justified since the study focuses on the effectiveness of using SMM. The self-reported data from the survey only indicates intention and not action or actual behavior (Ajzen, 1991).
[bookmark: _Toc240905114]3.12 Ethical Considerations
The University of Wales Trinity Saint David's ethical guidelines (UWTSD, 2020) are followed in these studies. There was no original data gathering other than what was ethically permitted. Low-risk research observes high-level patrons, retail tastes and preferences, and excludes such things as susceptible onlookers, psychological themes and scientific deception.
Must be complete, informed and voluntary. After completing the necessary consent section (declaration of an academic purpose for the study), participants are directed to the survey questions, which is legally valid consent (Bell, Bryman and Harley, 2022). If a participant chooses not to answer any question or to proceed with the remainder of the survey, they are free to do so. No personal information is available in the dataset; it is anonymous. Digital information, including sample contact lists, is stored on fully encrypted, password-protected servers (UWTSD, 2020) in line with GDPR and the Data Protection Act 2018.


[bookmark: _Toc238427642][bookmark: _Toc240905115]Chapter Four: Findings and Discussion
[bookmark: _Toc238427643][bookmark: _Toc240905116]4.1 Introduction
This chapter discusses the Empirical findings that are based on the primary data collected from the Customers of Aarong in Dhaka City. The primary intention of this analysis is to analyze the effect of Social Media Marketing (SMM) on Brand Trust (BT), Customer Satisfaction (CS), Customer Engagement (CE) and finally on Repeat Purchase Intention (RE). The chapter is well organized, and the material will be covered in a logical sequence. It starts by screening the data and providing a demographic profile of the respondents. It then checks the validity of the survey instrument, followed by checking the descriptive statistics on the normality of the data. Finally, inferential statistics, Pearson correlation and multiple linear regression, are run to test rigorously the five hypotheses set forth in Chapter Two in light of the theoretical frameworks of the Stimulus-Organism-Response (S-O-R) paradigm and the Theory of Planned Behaviour.
[bookmark: _Toc238427644][bookmark: _Toc240905117]4.2 Findings
[bookmark: _Toc240905118]4.2.1 Data Screening and Response Profile
The raw data was subjected to a thorough screening protocol prior to statistical analysis to ensure its data integrity and validity using IBM SPSS Statistics software. A preliminary survey was online (on Facebook and WhatsApp) with consumers of Aarong. In the data cleaning process, incomplete items and the possibility of unengaged response patterns (straight-line responses across the Likert scale) were systematically removed. There were no major missing data items for the core construct items based on missing data analysis. After filtering this screening funnel, the final number of valid (N = 152) responses was retained for an empirical analysis. The sample size is well above the typical sample size requirements for multiple linear regression.
[bookmark: _Toc238427645][bookmark: _Toc240905119]4.2.2 Demographic Findings
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[bookmark: _Toc240407397]Figure 2: Pie chart illustrating the age distribution of respondents.
The sample has a strong younger "bias". The age group with the greatest number of persons is 25-34 (34.2%) followed by 18-24 (31.6%). This indicates the brand's existing digital presence is most likely seen by young adults and early career professionals.
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[bookmark: _Toc240407398]Figure 3: Pie chart displaying the gender breakdown of the sample.
There is a slightly higher percentage of male (54.9%) than female (45.1%) respondents. The demographics of fashion retail are usually dominated by women; perhaps this somewhat even split reflects Aarong's wide range of menswear and the digital sampling process of completing this survey.
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[bookmark: _Toc240407399]Figure 4: Pie chart detailing respondents' purchase frequency at Aarong.
Most of those (61.8%) say that they purchase from the brand several times a year. The shopping trend also reflects the general seasonal consumption trend in Bangladesh, as retail transactions often tend to flow at major cultural and religious events instead of regular monthly transactions.
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[bookmark: _Toc240407400]Figure 5: Pie chart showing the primary social media platforms used to follow Aarong.
Facebook is the most obvious and heavily used communication platform with 63.2% of the sample choosing it as their primary platform and Instagram as a back-up available for 28.9%. This discovery is relevant in overall Bangladesh internet that Facebook is getting dominance as compared to other social commerce networks.
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[bookmark: _Toc240407401]Figure 6: Pie chart illustrating how often respondents engage with Aarong's social media content.
Interestingly, the vast majority (38.8%) say it is not at all often that they participate in brand's digital content, with a further 26.3% doing so once a month. That means the brand has immense fans, but not yet a significant percentage of them are regularly engaging with the brand.
[bookmark: _Toc238427646][bookmark: _Toc240905120]4.2.3 Reliability Test
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.906
	18


The internal consistency reliability of a survey instrument was utilized to ensure the psychometric soundness of the instrument; Cronbach's Alpha was assessed. Reliability takes the theoretical constructs measured by the questionnaire items and considers whether the items consistently measure the constructs without random error. The statistical effect of the overall alpha amount of Cronbach's reliability analysis is .906, which is a very high value considering the 18 measurement items. Research in social science indicates that internal consistency of .70 and above is acceptable, .80 is good, and .90 is excellent. Thus, the reliability of the survey instrument was superior, and all items were reliable and precisely measured what each respondent was thinking about SMM, Trust, Satisfaction, Engagement and Repeat Purchase.
[bookmark: _Toc238427647][bookmark: _Toc240905121]4.2.4 Descriptive Analysis
The normality of the whole dataset was checked using skewness and kurtosis scores of the data before conducting inferential tests. 152 responses were available for checking the normality of the data. The norms for values of skewness are in the range of +-2.0 and for values of kurtosis are +-3.0. Descriptive Statistics by variable were reported, and it is evident from these statistics that they fall within these guidelines. The skewness for the maximum value is -1.267 (item SMM1), and the maximum value for kurtosis is 2.826 (item RE1). This indicates a reasonable normal distribution of the data, and these data are appropriate for Pearson correlation and multiple regression analysis.
[bookmark: _Toc240407405]Table 3: Social Media Marketing
	Descriptive Statistics

	
	N
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	SMM1
	152
	3.76
	.700
	-1.267
	.197
	1.562
	.391

	SMM2
	152
	3.84
	.621
	-.724
	.197
	1.432
	.391

	SMM3
	152
	3.84
	.685
	-.529
	.197
	.651
	.391

	SMM4
	152
	3.56
	.867
	-.432
	.197
	-.534
	.391

	SMM5
	152
	3.39
	.991
	-.489
	.197
	-.591
	.391


For Social Media Marketing (SMM), the response was generally positive, ranging from 3.39 to 3.84 for items SMM5, SMM2 and SMM3, respectively. The range of standard deviations was .621 to .991. These figures reflect that overall, the respondents are appreciative of the content of Aroang's digital marketing. The somewhat smaller score and distribution on SMM5, however, show there's not a single kind of personalization for everybody: there are natural differences in consumers' personalization of the brand's online activities.
[bookmark: _Toc240407406]Table 4: Brand Trust
	Descriptive Statistics

	
	N
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	BT1
	152
	4.00
	.609
	-.713
	.197
	2.150
	.391

	BT2
	152
	4.04
	.608
	-.198
	.197
	.402
	.391

	BT3
	152
	3.87
	.761
	-.597
	.197
	.403
	.391


Brand Trust (BT) received the highest average scores in the survey. The mean scores for items BT2 and BT1 are 4.04 and 4.00, respectively and have relatively low standard deviations of .608 and .609. This indicates that there are quite high agreement levels that the customers surveyed find the brand reliable. Bangladesh is Aarong's land of origin, it appears that consumers here don't really have to be convinced about trust, as it has been assumed for a long time.
[bookmark: _Toc240407407]Table 5: Customer Satisfaction
	Descriptive Statistics

	
	N
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	CS1
	152
	3.80
	.856
	-1.134
	.197
	1.283
	.391

	CS2
	152
	3.70
	1.022
	-.623
	.197
	-.446
	.391

	CS3
	152
	3.51
	.983
	-.146
	.197
	-.996
	.391


The Customer Satisfaction (CS) had positive results also, with mean scores of 3.80 (CS1), 3.70 (CS2), and 3.51 (CS3). This indicates that, on average, respondents are satisfied with the products that they have been purchasing, and that the brand is meeting the respondents' expectations. The range of responses is a little larger for CS2, with a standard deviation of 1.022. This type of spread is found in retail surveys because everyone's experiences differ slightly and depend on the type of store that they've been in or the product they have bought.
[bookmark: _Toc240407408]Table 6: Customer Engagement
	Descriptive Statistics

	
	N
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	CE1
	152
	2.78
	1.048
	.516
	.197
	-.943
	.391

	CE2
	152
	3.55
	.836
	-.651
	.197
	-.387
	.391

	CE3
	152
	3.32
	1.027
	.024
	.197
	-1.219
	.391



The data for Customer Engagement (CE) is interesting in that regard. The engagement scores were clearly lower than the trust scores, and the satisfaction scores were also higher. A mean score of 2.78 and a standard deviation of 1.048 for Item CE1 was the lowest score for the entire survey. This shows that people are satisfied with Aarong and believe in what they are selling, but they don't necessarily feel like engaging with the brand online. This data indicates that the passive users of social media material are more inclined to like the brands, but not engage with them by creating their own posts or comments, or even sharing the material with others.
[bookmark: _Toc240407409]Table 7: Repeat Purchase Intention
	Descriptive Statistics

	
	N
	Mean
	Std. Deviation
	Skewness
	Kurtosis

	
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	RE1
	152
	3.95
	.573
	-.861
	.197
	2.826
	.391

	RE2
	152
	3.36
	1.113
	-.259
	.197
	-1.218
	.391

	RE3
	152
	4.07
	.672
	-.616
	.197
	1.091
	.391

	RE4
	152
	3.40
	1.105
	-.164
	.197
	-1.198
	.391


Finally, Repeat Purchase Intention (RE) was found to have mixed reactions. The dimension RE3 (Mean = 4.07) and RE1 (Mean = 3.95) items received strong agreement from the survey participants, indicating that there is a high level of interest in shopping with the brand again. The scores for RE2 (Mean = 3.36, Standard Deviation = 1.113) and RE4 (Mean = 3.40, Standard Deviation = 1.105) were somewhat lower and more varied, however. This indicates that though some loyal customers are showing strong loyalty, their actual 'loyalty to return' may be based on daily shopping conditions like the price, seasonal discounts or other immediate customer needs rather than a 'fact of life' future buy.
[bookmark: _Toc238427648][bookmark: _Toc240905122]4.2.4 Inferential Analysis
[bookmark: _Toc240407410]Table 8: Correlations Table
	Correlations

	
	Brand Trust
	Customer Satisfaction
	Customer Engagement
	 Repeat Purchase

	Social Media Marketing
	Pearson Correlation
	.634**
	.487**
	.487**
	.616**

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

	
	N
	152
	152
	152
	152

	**. Correlation is significant at the 0.01 level (2-tailed).


A Pearson Correlation analysis was performed to examine the first relationships between the independent variable (Social Media Marketing) and behavioural results. According to the correlation matrix, Social Media Marketing has a positive, statistically significant linear relationship with all the variables measured, with a 2-tailed p-value < .01. Hypothesis 1 (H1) stated that there will be a correlation of a positive nature between Aarong's Social Media Marketing and Customer Engagement. There is statistical support for this hypothesis: the moderate, positive correlation between the two is r = .487, p = .000. This indicates that the higher the rating, the more positive respondents feel about Aarong's digital marketing activities, and the more engaged they feel with these activities. This correlational finding suggests that even though active engagement behaviours were comparatively weak in the descriptive findings, good marketing content could be effective at increasing engagement levels incrementally across the population. Hypothesis 2 (H2) indicated that there is a positive relationship between Social Media Marketing and Brand Trust of Aarong. This pairing has the closest bivariate association to the data in the matrix (r = .634, p = .000). This finding supports the notion that a stable message on the digital platform could assist in building consumer confidence and brand trust for the customers surveyed.
The associations that emerged from the initial set of hypotheses were the basis for another hypothesis testing, known as Hypothesis 3 (H3) which posited that there is a positive relationship between Social Media Marketing (SMM) and Customer Satisfaction. The findings show that there is a moderate (r = .487, p = .000) positive correlation between them. Translation: If the respondent is positive about the brand's presence on social media, he or she is also likely to feel more favorably about the brand's purchase. This can be interpreted with caution to be in line with expectation-disconfirmation theories, where digital marketing might serve to issue realistic expectations for products later met. Lastly, Hypothesis 4 (H4) assumed that there was positive relationship between Social Media Marketing and Repeat Purchase Intention. The matrix shows that there is a large amount of significant correlation (r = .616, p = .000). This offers preliminary, albeit somewhat weak evidence for H4 since there is a statistical relationship between exposure to Aarong's SSM campaign and an increased likelihood to purchase from Aarong in the future. When examined as a whole, the correlation matrix provides initial evidence of the correlation of the brand's SMM TA and consumers' attitudes as well as their intended behaviours in the first four hypotheses.
[bookmark: _Toc240407411]Table 9: Anova Table
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	34.030
	3
	11.343
	42.546
	.000b

	
	Residual
	39.459
	148
	.267
	
	

	
	Total
	73.490
	151
	
	
	

	a. Dependent Variable:  Repeat Purchase

	b. Predictors: (Constant), Customer Engagement, Customer Satisfaction, Brand Trust, Social Media Marketing


Although the Pearson correlation results can be helpful in the detection of one to one association, it fails to consider multiple variables simultaneously affecting in overlapping ways. Consumer processing of marketing stimuli, trust and satisfaction aren't magic: they don't occur in a vacuum in retail. To assess collective prediction of these variables, as well as to formally test the 5th hypothesis (H5), a Multiple Linear Regression analysis was performed. For this model, the dependent variable was Repeat Purchase Intention and all the other variables, such as Social Media Marketing, Brand Trust, Customer Satisfaction and Customer Engagement, were entered together as independent predictor variables. To evaluate the individual contributions of these predictors, the overall fit and significance of the model need to be assessed using the output from the ANOVA tests. The ANOVA table shows that the F value is 42.546 and the p value is .000, which is less than .05; thus, the regression model is statistically significant. This outcome indicates that the joint use of the independent variables above constitutes a good predictive model for repeat purchase intention. It gives evidence that the relationships found are unlikely due to sampling error in the restricted sample of consumers.
[bookmark: _Toc240407412]Table 10: Coefficients Table
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.107
	.341
	
	.314
	.754

	
	Social Media Marketing
	.453
	.106
	.354
	4.295
	.000

	
	Brand Trust
	.323
	.106
	.239
	3.041
	.003

	
	Customer Engagement
	.199
	.061
	.227
	3.262
	.001

	
	Customer Satisfaction
	.434
	.062
	.495
	6.975
	.000

	a. Dependent Variable:  Repeat Purchase


The unique contribution of each independent variable, while keeping other variables at a constant level, is provided in greater analytical detail by the Coefficients table. Combined with the p-values, an analysis of these Standardized Coefficients (Beta) can provide an insightful analysis about what is affecting intended loyalty. The largest Beta weight (β = .495) for an independent predictor of repeat purchasing for this sample was for Customer Satisfaction, and the p-value for it was significant (t = 6.975, p = .000). This indicates that even the intrinsic assessment of the product after purchase is still a major contributor to customers deciding on a return. Social Media Marketing was also found to be a statistically significant predictor of repeat purchasing, even after psychological factors are incorporated (β = .354, t = 4.295, p = .000), thus indicating that this means of exposure still had significance beyond the psychological variable(s). Additionally, Brand Trust was found to have significant predictive power (β = .239, t = 3.041, p = .003), suggesting that trust in the brand has a positive effect on future purchase intention. Finally, Customer Engagement was also shown to be statistically significant (β = .227, t = 3.262, p = .001), meaning that the positive presence of Customer Engagement within the brand's material has beneficial impacts on customers' repurchase intention.
[bookmark: _Toc240407413]Table 11: Regression Model Summary Table
	Model Summary

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

	1
	.680a
	.463
	.452
	.51635

	a. Predictors: (Constant), Customer Engagement, Customer Satisfaction, Brand Trust, Social Media Marketing


The Model Summary table was assessed to understand the practical explanatory power of this collective model. The Multiple R value is .680 suggesting a highly ranked overall relationship among the group of predictors and the dependent variable. But What is more important is that the R-squared value is .463 and the adjusted R-squared value is .452. Given the characteristics and research question under investigation in the field of consumer behaviour study, given a sample size of N = 152, an Adjusted R-squared value of .452 is considered reasonable and a realistic level. It shows that this particular combination of social media marketing exposure, brand trust, customer satisfaction and customer engagement “accounts for” about 45.2% of the variance in a customer’s purchase intention to repeat buying from Aarong. Granted that this reflects more than half of the variability which likely has other reasons beyond the survey (around price, store whereabouts or other competitors), it is still significant to consumers' purchasing habits. However, the result indicated that Hypothesis 5 (H5) can be completely confirmed because the four variables used as the independent variables made statistically significant contribution to the overall model.
[bookmark: _Toc240905123]4.3 Discussion
This section presents the findings based on the research objectives of the study and literature reviewed in Chapter Two. The main objective of this study was to find out the impact of social media marketing (SMM) on Bangladeshi fashion retailers' customer repeat purchase rate; as a focal point of the study, Aarong was selected. This discussion aims to take the statistical data and provide context for it from the Stimulus-Organism-Response (S-O-R) paradigm and Theory of Planned Behaviour (TPB) to make sense of how digital marketing efforts translate into consumer retention. This section does not attempt to interpret the statistics as conclusive evidence of consumer behaviour here, but tentatively seeks to understand what the data reveals about consumer behaviour, highlighting similarities or perhaps differences with existing literature.
[bookmark: _Toc240905124]4.3.1 Customer Engagement in the Digital Space
The research aimed to establish the degree of customer engagement through ArAMEC on social media. The description data showed an interesting pattern to be carefully interpreted. Respondents expressed high trust and satisfaction toward Aarong; however, their perceived active participation (e.g., commenting, sharing and creating electronic word of mouth) was not as high as trust and satisfaction with the brand, with a mean score of 2.78 for the primary item in the scale.
This indicates passive consumers of digital content in Dhaka's audience for the brand Aarong. They have a tendency to ‘look' at what is available to promote, explore new collections and internalise a brand message without having a particular desire to engage in online conversations. This result is in strong agreement with the multi-dimensional engagement continuum proposed by Schivinski, Christodoulides and Dabrowski (2016) which takes into account the fact that cognitive engagement (read/observing) is at least much more common than behavioural engagement (sharing/co-creating).
In addition, the passive factor appears to be consistent with the culture borne in the literature review. However, Sultana et al. (2024) attributed that eWOM has no significant impact on young Bangladeshi consumers' intention to purchase online which contradicts the idea of some western nations that the viral spread is essential. The descriptive findings obtained in the current research support the above perspective as the young people in the survey were not of the opinion that active eWOM was behaviour of default.
Listed below, however, is a caveat related to the inferential statistics. Although the percentages of active engagement were low, the regression indeed follows that when there is active engagement, this is a statistically significant predictor of repeat purchase intention (β = .227). This means that although enticing customers to engage in digital discussions may be challenging for fashion retailers, their actions are not being put to waste. If this consumer goes beyond the threshold of being a passive observer to become a participant, his chances to return for purchases are up for a second time. It cautiously verifies the conclusions of Akash and Hamid (2024), and Onofrei, Filieri and Kennedy (2022) that active participation through good and engaging stimuli can foster the feeling of investment, even if it impacts only a portion of the audience.
[bookmark: _Toc240905125]4.3.2 The Roles of Brand Trust and Customer Satisfaction
The correlation matrix showed that SMM has a strong positive correlation to both the psychological feelings.
When it came to brand trust, there were extremely high scores at baseline (means > 4.0). Aarong is a heritage brand in the context of the retail industry in Bangladesh. Its digital presence is also apparently in line with the SMM as the two exhibit a very high correlation of .634, indicating the strong link between SMM and trust. The brand's ongoing updates, professional photos, and quick latencies create a feeling of reliability and lessen danger, enhancing its standing. This is in agreement with Wang et al. (2022) and Karunasingha and Abeysekera (2022) who maintained that the activities carried out under digital marketing are at the heart of facilitating and sustaining consumer trust. This suggests that Aarong has crossed the trust threshold to build further trust among consumers, which is rarely needed in Bangladesh, as Afrin and Sarker (2025) found that Bangladeshi consumers often demand a higher level of trust to make a commitment before transacting that is partly achieved through their digital visibility.
In the regression analysis, however, customer satisfaction turned out as the most dominating predictor of repurchase (Beta = .495). This finding is perhaps the most empirical and traditional finding in the study and are in perfect synchronization with Oliver's (1980) Expectancy-Disconfirmation theory. The data indicated that social media marketing (SMM) is essential for brand staying in the consumers minds, but the motives for return due to a lack of social media marketing is being heavily influenced by the in-store experiences and e-service quality not corresponding to the expectations created by the marketing.
It's a helpful amount of realism to the digital marketing discussion. Digital satisfaction is a pivotal link as stated by Putri and Setiawati (2025) as well as Dandis, Eid and Shehadeh (2026). Your social media can draw in the customers but cannot make up for a bad product. The SMM activities of Aarong in the opinion of the researcher seems to be effective in maintaining the expectations of the consumers, thus resultant satisfaction after purchase which ultimately leads to repurchase intention.
[bookmark: _Toc240905126]4.3.3 The Direct Influence of SMM on Repeat Purchase Intention
The study also aimed to critically analyse the impact of SMM on repeat purchase behaviour and repeat purchase intention. One of the debates that exist in the literature is whether SMM has only indirect impacts (when trust and brand equity are already established) or if it shows impacts on the intention to purchase directly. Even if trust and satisfaction and engagement are included in the model, the regression model in this study suggests that SMM still has a statistically significant and direct effect upon repeat purchasing (β = .354).
So essentially, this means that when the consumers are constantly in contact with the brands digitally, the brand is constantly in their consciousness. A fast-moving cash business provides a great deal of alternatives to consumers. Aarong's frequent addition of new Facebook updates and Instagram posts may simply be reminders that needle some latent need or desire to come to fruition, motivating a revisit to the store or website. This finding contrasts with the result found by Halim (2022) and Li et al. (2025), which stated that the execution of SMM is strongly associated with buying intention in an emerging market. Digital marketing trend, entertainment and interaction seems to be a mere branding exercise, rather it may be something practical and helpful for consumer in Dhaka for attracting retail traffic and getting ecommerce traffic as well (Hebshibha and Chitra, 2024).
[bookmark: _Toc240905127]4.3.4 Evaluating the Collective Predictive Model
The final research objective was to review the combined effect and influencing factors that determine the repeat purchase intention. For this, the study has tested the collective model (Hypothesis 5) with multiple linear regression with the independent variables will be SMM, trust, satisfaction and engagement.
The model was shown to be statistically significant with the value of the Adjusted R-squared found to be .452. To put it simply, nearly 45.2% of the variance in a customer's repeat purchase at Aarong can be attributed to their engagement with Aarong’s social media, their trust in the brand, their satisfaction with previous purchases, and their digital engagement. In the behavioural social sciences, achieving an explanation of (close to) half of the variance of the consumers is respectable and realistic. It can be used to theoretically integrate the S-O-R model and the Theory of Planned Behaviour (Ajzen, 1991). The stimulus is the digital marketing; internal organism states (attitudes and trust) emerge from the stimulus which in turn result in the behavioural intention (the response).
But there is 54.8% unexplained variance that is important for methodological humility. These data show that these digital and psychological determinants play a role, but they are not the only factors influencing consumers' choice in the context of Bangladesh. Indeed, as the descriptive data presented on the intent to reuse showed, respondents were more likely to commit to reusing a brand compared to the overall level of trust in using the brand. That means that the 'real behaviour' of repurchasing will probably be driven by pragmatic issues from day to day, which this survey hasn't considered. Factors like price sensitivity and changes in ability to spend money, convenience of brick-and-mortar stores in Dhaka traffic and competitor discounting probably influence the last purchasing decision.
This is indeed a limitation of the collective as predicted, but there are valuable insights which the model offers for contexts. It is a validation of the fact that in Bangladesh the adoption pattern of digital retailing has been accelerated due to the pandemic, as stated by Roy et al. (2025), and here social media is an important part of the consumer life cycle. Browsing is not the only activity consumers have around platforms like Facebook; they are also building attitudes which will directly impact their financial decision-making in Dhaka. The model illustrates that high product satisfaction is important for Aarong, followed closely by building a strong and attractive continuous social media presence, capitalising on the entrenched brand trust and trying to encourage active engagement where possible.
[bookmark: _Toc240905128]4.4 Conclusion of the Chapter
Therefore, the findings of this study indicate that SMM is an essential aspect to retain customers for fashion retailers in Bangladesh. Empirical findings provide some support for the hypotheses, which suggest that SMM has a positive impact on trust, satisfaction and engagement. More crucial is the evidence that these factors, in combination, are good predictors of consumers' repurchase intentions. The data do suggest some intriguing local factors, for instance, that Dhaka consumers weren't especially active in the digital channel, but were more passive watchers of a digital presentation, while the findings do also indicate that a strong digital stimulus combined with a good product-satisfaction experience is a way of fostering repeat business in the Dhaka retail sector.



[bookmark: _Toc240905129]Chapter Five: Conclusion and Recommendation
[bookmark: _Toc240905130]5.1 Introduction
This last chapter presents the final results of the study along with a discussion of the same. The aim of the research was to elicit the effect social media marketing has on the re-purchasing behaviour of the customers of the Bangladeshi Fashion retail sector, particularly in Dhaka City, by focusing on massive buyers of Aarong. This chapter provides the practical conclusions (cautiously drawn) from the entire data from the 152 respondents after the detailed statistical analysis is provided in Chapter Four. It then addresses some implications of the study for managers, practical and sensible, to be applied in managerial activities, as well as it pays attention to the contributions of the study for understanding the consumer's behaviour, recognises the methodological limitations inherent to the study design, and finally it outlines some directions for future studies.
[bookmark: _Toc240905131]5.2 Summary of Conclusions
The major outcome of this study is that social media marketing is one of the important factors for customer retention, which works as an effective focus tool in the service of Dhaka Fashion Retail Business. Based on the empirical data, it can be said that there is a positive statistical significance between the digital marketing activity of Aarong and the psychological response of consumers, namely brand trust, customer satisfaction and customers' engagement. All these four variables were included as a single factor in a multiple linear regression model, accounting for approximately 45.2% of the variance in the probability of repeat purchase of the brand from the perspective of a consumer.
Customer satisfaction was the most important independent variable included in this predictive model that influences the repeat purchase intention. It means that although digital marketing is a terrific method for keeping a brand visible, in the end, it's the product itself, and also what happens after the sale, that influences loyalty. A direct and significant predictive effect of social media marketing was observed on repurchase intention, which pointed towards constant reminders given by social media indirectly resulting in repurchase actions.
Beyond that, there was an intriguing behaviour among customers. While consumers surveyed expressed great trust and satisfaction, they also expressed and demonstrated less use of social media, both in terms of visiting as well as making posts or comments on others’ posts. Respondents were not necessarily digital advocates, but rather passive consumers of digital content. But the regression analysis indicated that, if it exists, active engagement can contribute positively to the intention toward many re-purchases. An additional factor found to influence a repurchase decision in today's retail environment by the collective model was brand trust, reiterating the fact that trust in safe and reliable brands is important.
[bookmark: _Toc240905132]5.3 Achievement of the Research Objectives
The study was structured around the following four specific research objectives, and all these objectives involved a quantitative approach. The first aim was to explore the factors and drivers influencing the repeat purchase intention of fashion retail customers. This was accomplished by empirically evaluating a predictive model formulated with the Stimulus-Organism-Response paradigm. The regression analysis also found that customer satisfaction, social media marketing, brand trust and customer engagement all statistically significantly predicted the repurchase intention, offering a clear framework for understanding repurchase in the particular case study.
The second Objective aimed to understand how the social media marketing activities of Aarong affect the brand trust and satisfaction of its customers. This was directly addressed through the Pearson correlation, and the results show a strong positive linear relationship between the brand's digital marketing and trust and satisfaction. The results reveal that generally, ARA's social media activities are viewed positively and have a facilitating effect on managing customer expectations and strengthening company reliability.
The third goal was to find out the degree of customer engagement that was achieved by Aarong with their social media. The data produced by the descriptive statistics was satisfactory in accomplishing this objective, and it identified that there is a somewhat low level of active customer engagement. The results show that there is a habit of viewing and absorbing marketing messages from Dhaka-based consumers without necessarily creating e-WOM and engaging in public online dialogues. This gave them a true insight into what heritage labels are doing on social media sites, such as Facebook and Instagram, and how consumers are reacting to them.
The fourth and final objective was to critically analyse how Aarong's social media marketing affects the repeat purchase behaviour and intention for their customers. The regression analysis was used to achieve this. The study was able to map the effect of digital stimuli on intended consumer behaviour, supporting the overall purpose of the dissertation by showing that social media marketing had direct and indirect impacts on trust, satisfaction and repurchase intentions.
[bookmark: _Toc240905133]5.4 Recommendations for Managerial Practice
Following recommendations for marketing managers of Aarong and similar fashion retail stores in the context of Bangladesh can be suggested based on the empirical findings. Most importantly, since customer satisfaction was found to be the highest driver of returning customers, managers need to make sure that marketing promises made online are effectively delivered by the physical product. They should not be overpromising or setting up unrealistic expectations through social media marketing, as the lack of expectations after buying your consumer's service or product may send their satisfaction levels through the roof. Attention to detail is important with any digital campaign, with greater emphasis on authenticity and high-quality images of the apparel so that the representation online is aligned with how the clothes appear in-store would be highly effective.
Second, the retailer needs to adjust their social media tactics to fit passive consumers' social media. Brands are advised to decrease friction in getting users to engage with the brand’s promotional material, as the data indicates a certain unwillingness to make a positive contribution to the promotion by making timely posts, based in Dhaka, or giving comments on the posts. Instead of campaigns requiring a high degree of effort from users, such as running a user-generated content competition, a manager could use a visually interesting, low-information format, such as a simple poll, interactive story, or easily digested short-form video. Realising that passive consumption still gives the brand salience leads marketing teams to concentrate, in a sense, on reach and visuals and away from worrying about the number of comments.
Third, and very importantly, the brand trust factor means that it's important to leverage social media platforms for clear customer service. Being quick to reply to customer queries, openly dealing with complaints on social media and having a steady professional tone helps build consumers' trust and confidence in heritage brands.
Finally, the direct influence of the use of social media marketing for repeat purchase intention indicates that brands need to consistently have a digital presence, which means an “always-on” approach. In a very competitive marketplace, marketers might tarnish their top-of-mind positioning with some intermittent marketing. Retailers need to dedicate resources to a consistent message and budget to keep their trend-aware, relevant content on Facebook and Instagram, or other dominant platforms, to subtly but enduringly make their former shoppers aware and pique their interest to revisit.
[bookmark: _Toc240905134]5.5 Contributions to Theory
Academically this research has a number of small but important contributions to the literature on digital marketing and consumer behavior. Mostly, it is an empirical test in the context of the Stimulus-Organism-Response (S-O-R) framework and the Theory of Planned Behaviour (TPB). A majority of the current literature on social media marketing, including the original dimensions of SMM from Kim and Ko (2012) have been written and tested in East and West Asian market. This study also shows the cross-cultural applicability of these models of thought on the consumer groups of Bangladesh and indicates the unique aspects of the country.
The study contributes, in particular, to the academic debate on the topic of customer engagement. The results indicate that there may be high brand trust and satisfaction attitude with low active digital attitude, which in turn contributes to enriching the literature. It tentatively posits that there may be a strong level of brand loyalty and psychological investment among people in certain collectivistic or emerging markets despite the lack of overt eWoM. This is in contrast to more general understandings referred to in the digital marketing literature, where the correlation between engagement on the social Web and a healthy brand is presumed.
Furthermore, the study is based on repeat purchase intention as the perspective, which helps to overcome the gaps and issues prevalent in the literature, such as brand awareness by researchers like Li et al. (2025) as an attitude measurement, necessitating the investigation of other product-related attitudes, especially for repeat purchase intentions. It confirms Oliver's (1980) core traditional expectation-disconfirmation theory that, even among very much digitised stimuli, the cognitive evaluation of post-purchase satisfaction is still an important theoretical construct that needs to be controlled to achieve retention.
[bookmark: _Toc240905135]5.6 Limitations of the Study
It is important to acknowledge the methodological limitations of this research and the resulting implications for generalising the findings. The obvious disadvantage when it comes to the design is its cross-sectional nature. However, because the survey data is collected at one point in time, it will offer only assistance with the association and predictive correlations and not necessarily an absolute and longitudinal effect. The attitudes of consumers and market behaviour are not static, and a cross-sectional survey could not help answer the question about what would happen over a longer time period.
Second, the findings are limited due to the nature of the sample and the context of this study. Data were collected from 152 respondents, which is satisfactory for the application of the statistical tests undertaken, but it is a relatively small sample size. Second, the focus of the study has been on a particular brand, Aarong and only the consumers in Dhaka City. Therefore, the results do not necessarily reflect the behaviour of rural consumers, nor can they necessarily be applied to other fashion brands, smaller-sized retail start-ups, or other segments of the Bangladeshi economy.
Third, because only surveys were used, which relied on self-report to gather the data, there is a risk of response bias. The Theory of Planned Behaviour recognizes that the consumers' stated intention to repurchase acts as a proxy for actual behaviour, and this is what is measured in the study. However, it is well documented that there is a difference between consumer intentions at purchase and actual consumer behavior. Finally, although the regression model accounted for about 45.2% of the variance of repeat purchase intention, the remaining 54.8% of the variance has not been accounted for by the model. This suggests that other non-measured factors like price sensitivity, disposable income, or competitors' promotions have a substantial influence on consumers' actual buying decisions.
[bookmark: _Toc240905136]5.7 Recommendations for Future Research
Based on the results of the study and problems identified in this research, there are some that can be proposed as the further study of this research. Future research may have a longitudinal research design to follow consumers over a long period of time. This would make it more possible to identify actual repeat purchase behaviour through transaction data: The intention-behaviour gap could be tested more rigorously.
Besides this, the use of a mixed-methods approach by researchers could be beneficial. This quantitative study found a moderate level of active customer engagement but a qualitative study, using in-depth interviews or a focus group, could investigate why customers are doing so. It would be helpful to have some context to the statistical finding; why is it that if customers are satisfied they don't go online and talk about it?
Further future research should focus on broadening the scope of contexts, too. The results could be replicated among a larger number of competing fashion brands in Bangladesh, as well as with consumers in urban areas of Dhaka and secondary cities of the country, to see if these are trend-setting or specific to the brand. Lastly, other independent variables to model the predictive relationships that have not been included, like perceived value, price sensitivity or physical retail experience, would add a better overall picture and more of the ' unexplained' variance in retail retention.
[bookmark: _Toc240905137]5.8 Concluding Remarks
In today's digital age and the evolution of the fashion sector in Bangladesh, grasping customer retention is more crucial than ever for businesses to sustain their success. This study has brought to light that social media marketing is not simply about winning customers, but it's all about retaining them. Using social media marketing along with product satisfaction widens expectations and creates a sense of trust, in addition to providing a great digital stimulus, and customers subsequently come back to make even more purchases. This study identifies that there are many complexities and external factors in consumer behaviour, but an important factor that needs to be addressed by heritage brands is the need for a well-planned and carefully managed digital footprint, which will help retain modern connected consumers. 
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Research Questionnaire 
Consent: You are invited to take part in a short survey about Aarong’s social media marketing and your shopping behaviour, carried out as part of an MBA dissertation at the University of Wales Trinity Saint David. This survey is for customers aged 18 or above. Your participation is voluntary and anonymous; you may skip any question or stop at any time, and no information that could identify you will be published. By continuing to the questions, you agree to take part. The survey takes about eight to ten minutes.
For Sections B to F, please indicate how much you agree with each statement using a five-point scale: 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree.
Section A: About You
A1. Age group: 
18-24 / 25-34 / 35-44 / 45 and above.
A2. Gender: 
Male / Female / Prefer not to say.
A3. How often do you buy from Aarong? 
First time / A few times a year / About once a month / More than once a month.
A4. Which social media platforms do you use to follow or interact with Aarong? (tick all that apply): Facebook / Instagram / YouTube / TikTok / WhatsApp / Other.
A5. How often do you see or engage with Aarong’s content on social media? Rarely / Monthly / Weekly / Daily.
Section B: Social Media Marketing
B1. SMM1 Aarong’s social media content is enjoyable and interesting.
B2. SMM2 Aarong interacts well with customers on social media (for example, replying to comments and messages).
B3. SMM3 Aarong’s social media keeps me up to date with the latest fashion and offers.
B4. SMM4 Aarong’s social media provides information that is relevant to me.
B5. SMM5 I am happy to share or recommend Aarong’s social media content with other people.

Section C: Brand Trust
C1. BT1 I trust the quality of Aarong’s products.
C2. BT2 Aarong is a reliable and honest brand.
C3. BT3 I feel confident when I buy from Aarong.
Section D: Customer Satisfaction
D1. CS1 I am satisfied with my overall experience of shopping at Aarong.
D2. CS2 Aarong’s products and service meet my expectations.
D3. CS3 Aarong’s social media makes my shopping experience better.
Section E: Customer Engagement
E1. CE1 I like, comment on or share Aarong’s social media posts.
E2. CE2 I pay attention to Aarong’s posts when they appear in my feed.
E3. CE3 I feel connected to Aarong through its social media.
Section F: Repeat Purchase
F1. RE1 I intend to buy from Aarong again in the future.
F2. RE2 Aarong is usually my first choice for fashion products.
F3. RE3 Aarong’s social media marketing encourages me to buy from it again.
F4. RE4 I would choose Aarong over other fashion brands for my next purchase.
Thank you for completing this survey.
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	Demographic Characteristic
	Category
	Frequency (N)
	Percentage (%)

	A1. Age group
	18-24
	48
	31.6%

	
	25-34
	52
	34.2%

	
	35-44
	34
	22.4%

	
	45 and above
	18
	11.8%

	A2. Gender
	Female
	67
	44.1%

	
	Male
	85
	55.9%

	A3. Purchase frequency
	First time
	18
	11.8%

	
	A few times a year
	94
	61.8%

	
	About once a month
	31
	20.4%

	
	More than once a month
	9
	5.9%

	A4. Social media platform
	Facebook
	96
	63.2%

	
	Instagram
	44
	28.9%

	
	YouTube
	10
	6.6%

	
	TikTok
	2
	1.3%

	A5. Engagement frequency
	Daily
	29
	19.1%

	
	Weekly
	24
	15.8%

	
	Monthly
	40
	26.3%

	
	Rarely
	59
	38.8%
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Bidut (Responses).xlsx
Form responses 1

		A1. Age group		A2. Gender		A3. How often do you buy from Aarong? 		A4. Which social media platforms do you use to follow or interact with Aarong? 		A5. How often do you see or engage with Aarong‚Äôs content on social media?		SMM1		SMM2		SMM3		SMM4		SMM5		BT1		BT2		BT3		CS1		CS2		CS3		CE1		CE2		CE3		RE1		RE2		RE3		RE4		SMM		BT		CS		CE		RE

		18-24		Male		A few times a year		Facebook		Rarely		4		5		3		4		2		5		5		4		4		3		4		2		4		2		4		3		4		3		3.60		4.67		2.67		2.67		3.50

		35-44		Female		A few times a year		Instagram		Monthly		4		5		4		4		4		4		5		4		4		4		4		4		4		5		5		4		4		4		4.20		4.33		4.33		4.33		4.25

		25-34		Male		A few times a year		Facebook		Rarely		4		5		3		4		3		4		5		4		4		4		2		4		4		2		4		2		4		2		3.80		4.33		3.33		3.33		3.00

		18-24		Male		A few times a year		Instagram		Rarely		3		4		4		4		4		4		5		5		4		3		2		2		2		2		4		2		2		2		3.80		4.67		2.00		2.00		2.50

		35-44		Female		A few times a year		Facebook		Rarely		2		3		2		2		2		4		4		4		4		4		2		2		2		2		4		2		2		2		2.20		4.00		2.00		2.00		2.50

		18-24		Male		A few times a year		Instagram		Monthly		4		4		4		3		2		5		5		3		5		5		3		2		3		2		4		2		4		3		3.40		4.33		2.33		2.33		3.25

		25-34		Female		About once a month		Facebook		Rarely		4		5		4		2		3		4		5		4		4		4		2		2		4		4		5		4		4		4		3.60		4.33		3.33		3.33		4.25

		45 and above		Male		A few times a year		Facebook		Monthly		2		3		4		4		4		5		5		3		5		5		3		2		5		2		5		5		5		4		3.40		4.33		3.00		3.00		4.75

		25-34		Male		A few times a year		Facebook		Rarely		3		3		3		2		3		4		5		3		4		4		2		2		3		2		4		3		4		4		2.80		4.00		2.33		2.33		3.75

		25-34		Male		A few times a year		Facebook		Rarely		4		4		3		4		3		4		5		4		4		4		3		4		5		3		4		4		3		4		3.60		4.33		4.00		4.00		3.75

		18-24		Male		A few times a year		Facebook		Monthly		2		4		2		2		1		4		4		2		4		3		3		2		2		2		4		2		4		3		2.20		3.33		2.00		2.00		3.25

		45 and above		Male		About once a month		Facebook		Daily		4		4		4		4		4		5		5		4		4		4		4		4		3		5		5		5		5		5		4.00		4.67		4.00		4.00		5.00

		25-34		Male		First time		Facebook		Rarely		3		3		3		3		3		3		3		3		4		4		3		2		4		3		4		2		4		2		3.00		3.00		3.00		3.00		3.00

		35-44		Female		A few times a year		Facebook		Monthly		4		5		4		5		4		4		3		4		4		3		4		2		3		2		4		3		5		4		4.40		3.67		2.33		2.33		4.00

		18-24		Male		A few times a year		Facebook		Daily		3		4		5		4		4		5		5		4		4		4		3		2		4		4		5		4		4		3		4.00		4.67		3.33		3.33		4.00

		25-34		Female		About once a month		Instagram		Monthly		4		3		4		4		4		4		4		3		5		4		4		2		3		3		5		4		4		4		3.80		3.67		2.67		2.67		4.25

		25-34		Male		About once a month		Facebook		Rarely		4		5		4		4		3		4		4		3		4		4		3		3		2		2		4		4		3		4		4.00		3.67		2.33		2.33		3.75

		35-44		Male		About once a month		TikTok		Daily		4		4		3		3		4		4		4		3		5		5		3		2		2		2		4		4		3		4		3.60		3.67		2.00		2.00		3.75

		18-24		Male		A few times a year		Facebook		Rarely		4		4		4		3		5		5		5		4		5		4		5		2		3		3		4		4		3		4		4.00		4.67		2.67		2.67		3.75

		25-34		Female		A few times a year		Instagram		Monthly		4		3		3		4		3		4		3		4		4		3		3		3		2		2		4		4		3		4		3.40		3.67		2.33		2.33		3.75

		35-44		Female		About once a month		Facebook		Monthly		4		4		3		4		4		4		4		5		4		5		4		2		2		3		4		4		5		4		3.80		4.33		2.33		2.33		4.25

		35-44		Male		A few times a year		Facebook		Rarely		4		3		4		3		3		4		3		3		4		4		5		3		2		3		4		4		5		4		3.40		3.33		2.67		2.67		4.25

		18-24		Male		First time		Facebook		Daily		2		2		2		3		2		2		3		2		3		2		2		1		3		2		2		2		3		3		2.20		2.33		2.00		2.00		2.50

		45 and above		Female		A few times a year		Facebook		Monthly		4		4		3		4		4		4		4		5		4		5		3		1		3		3		5		4		3		4		3.80		4.33		2.33		2.33		4.00

		35-44		Female		A few times a year		Instagram		Monthly		4		3		4		3		3		4		3		3		5		4		4		2		2		3		4		4		5		4		3.40		3.33		2.33		2.33		4.25

		25-34		Female		A few times a year		Facebook		Weekly		4		4		3		3		4		4		3		4		4		5		5		2		3		3		4		5		4		3		3.60		3.67		2.67		2.67		4.00

		35-44		Male		More than once a month		Facebook		Weekly		5		4		5		4		5		4		4		4		3		4		4		1		4		2		4		3		3		4		4.60		4.00		2.33		2.33		3.50

		35-44		Male		A few times a year		Facebook		Monthly		3		4		3		3		4		3		4		4		3		4		4		2		4		3		4		4		3		2		3.40		3.67		3.00		3.00		3.25

		25-34		Male		First time		Facebook		Rarely		3		2		3		3		2		2		3		2		2		2		2		2		2		2		3		2		3		3		2.60		2.33		2.00		2.00		2.75

		35-44		Male		A few times a year		Instagram		Monthly		4		4		3		4		4		4		3		4		4		4		3		4		4		4		4		3		3		3		3.80		3.67		4.00		4.00		3.25

		18-24		Male		First time		Instagram		Rarely		2		3		2		3		3		2		2		2		2		1		2		2		3		2		3		2		2		3		2.60		2.00		2.33		2.33		2.50

		35-44		Male		A few times a year		Facebook		Weekly		4		3		4		4		3		4		5		3		4		5		3		2		4		2		4		4		5		5		3.60		4.00		2.67		2.67		4.50

		25-34		Male		A few times a year		Facebook		Rarely		4		4		5		4		4		4		5		4		4		4		4		4		4		4		4		4		4		4		4.20		4.33		4.00		4.00		4.00

		25-34		Female		First time		YouTube		Weekly		3		3		2		3		3		4		4		4		4		3		4		2		2		2		4		3		3		4		2.80		4.00		2.00		2.00		3.50

		25-34		Male		A few times a year		Facebook		Weekly		3		4		3		4		4		3		3		4		4		5		4		4		2		2		3		3		4		3		3.60		3.33		2.67		2.67		3.25

		18-24		Female		About once a month		Facebook		Rarely		4		4		3		4		4		4		4		3		4		5		4		4		4		4		4		3		4		5		3.80		3.67		4.00		4.00		4.00

		18-24		Male		First time		YouTube		Daily		3		4		3		3		4		3		3		4		3		4		3		3		4		5		4		5		4		4		3.40		3.33		4.00		4.00		4.25

		35-44		Male		A few times a year		Facebook		Rarely		2		4		4		4		4		4		4		4		4		5		4		2		2		3		4		4		5		3		3.60		4.00		2.33		2.33		4.00

		35-44		Female		About once a month		Facebook		Daily		4		5		4		5		4		5		4		5		5		4		5		3		4		4		4		4		5		4		4.40		4.67		3.67		3.67		4.25

		35-44		Female		A few times a year		Facebook		Monthly		4		4		4		5		4		4		4		3		4		5		4		2		4		4		4		4		5		5		4.20		3.67		3.33		3.33		4.50

		35-44		Female		About once a month		Facebook		Daily		4		3		4		4		4		4		4		5		4		4		5		4		4		5		4		4		4		5		3.80		4.33		4.33		4.33		4.25

		25-34		Male		A few times a year		Facebook		Monthly		4		4		3		4		4		4		3		3		4		3		4		4		4		3		5		4		5		4		3.80		3.33		3.67		3.67		4.50

		18-24		Female		A few times a year		YouTube		Monthly		4		3		4		3		4		4		3		4		4		4		5		4		4		4		4		5		4		4		3.60		3.67		4.00		4.00		4.25

		25-34		Male		First time		Facebook		Rarely		4		4		4		5		5		4		5		4		4		5		4		5		5		4		5		4		4		4		4.40		4.33		4.67		4.67		4.25

		35-44		Female		About once a month		Instagram		Weekly		4		5		4		4		4		4		5		4		4		4		5		4		3		4		4		5		4		3		4.20		4.33		3.67		3.67		4.00

		25-34		Male		About once a month		Facebook		Monthly		4		3		4		4		4		4		3		4		4		3		4		4		5		5		4		5		4		4		3.80		3.67		4.67		4.67		4.25

		35-44		Male		A few times a year		Facebook		Rarely		3		4		4		4		3		4		4		3		4		4		4		2		2		3		4		4		5		4		3.60		3.67		2.33		2.33		4.25

		25-34		Male		About once a month		Facebook		Daily		4		5		4		4		4		4		4		4		4		3		4		3		4		3		4		4		5		4		4.20		4.00		3.33		3.33		4.25

		45 and above		Male		A few times a year		Facebook		Monthly		2		3		2		4		3		4		4		4		4		4		4		2		4		3		4		4		5		5		2.80		4.00		3.00		3.00		4.50

		25-34		Female		More than once a month		Instagram		Rarely		4		4		5		4		4		4		4		4		4		4		4		2		4		4		4		4		5		5		4.20		4.00		3.33		3.33		4.50

		18-24		Male		First time		Facebook		Weekly		3		3		4		3		4		4		4		2		4		4		3		2		2		2		4		2		3		3		3.40		3.33		2.00		2.00		3.00

		45 and above		Female		A few times a year		Instagram		Weekly		3		4		4		4		4		4		5		4		4		5		4		4		4		5		5		4		4		5		3.80		4.33		4.33		4.33		4.50

		25-34		Male		A few times a year		Facebook		Rarely		4		4		3		4		4		4		4		3		4		4		4		2		3		4		4		4		4		4		3.80		3.67		3.00		3.00		4.00

		25-34		Female		A few times a year		Facebook		Rarely		4		4		3		4		4		4		3		4		4		5		4		4		4		4		4		4		4		5		3.80		3.67		4.00		4.00		4.25

		18-24		Male		A few times a year		Facebook		Rarely		4		3		4		3		4		4		4		4		3		3		4		3		3		4		4		3		4		4		3.60		4.00		3.33		3.33		3.75

		25-34		Female		A few times a year		Instagram		Monthly		4		4		3		4		4		5		5		5		4		4		3		2		4		4		4		4		5		4		3.80		5.00		3.33		3.33		4.25

		35-44		Male		About once a month		Instagram		Monthly		4		4		5		4		4		4		4		5		5		4		4		4		4		5		4		4		5		4		4.20		4.33		4.33		4.33		4.25

		18-24		Male		About once a month		Instagram		Weekly		3		3		4		3		4		3		3		4		3		4		4		3		4		4		4		4		3		4		3.40		3.33		3.67		3.67		3.75

		35-44		Female		About once a month		Instagram		Monthly		2		3		4		4		4		3		4		3		4		4		4		4		3		4		4		4		4		4		3.40		3.33		3.67		3.67		4.00

		25-34		Male		A few times a year		Facebook		Rarely		2		2		3		2		2		3		3		2		3		2		2		1		3		2		3		2		2		2		2.20		2.67		2.00		2.00		2.25

		35-44		Male		About once a month		Facebook		Rarely		4		4		4		4		4		3		4		4		4		4		4		2		2		2		4		3		4		2		4.00		3.67		2.00		2.00		3.25

		18-24		Male		A few times a year		Facebook		Rarely		2		3		3		2		2		4		4		3		3		4		3		2		4		2		3		3		4		2		2.40		3.67		2.67		2.67		3.00

		25-34		Male		About once a month		Facebook		Daily		4		4		4		5		4		5		5		4		4		5		5		4		4		5		4		4		5		4		4.20		4.67		4.33		4.33		4.25

		18-24		Male		A few times a year		Instagram		Monthly		4		3		3		4		3		4		4		4		4		4		2		2		4		2		4		4		5		5		3.40		4.00		2.67		2.67		4.50

		18-24		Male		First time		Instagram		Rarely		4		4		4		5		4		4		4		5		4		4		4		2		2		2		4		4		5		4		4.20		4.33		2.00		2.00		4.25

		18-24		Male		A few times a year		Instagram		Monthly		4		3		4		3		4		3		4		4		4		5		3		4		4		5		4		4		5		3		3.60		3.67		4.33		4.33		4.00

		45 and above		Male		A few times a year		Facebook		Rarely		3		3		4		4		4		4		5		4		4		5		2		2		2		2		4		4		4		5		3.60		4.33		2.00		2.00		4.25

		45 and above		Male		About once a month		YouTube		Daily		5		3		4		3		4		5		5		4		4		5		5		4		4		5		4		4		5		4		3.80		4.67		4.33		4.33		4.25

		18-24		Male		A few times a year		Facebook		Rarely		4		4		5		4		5		4		4		5		4		5		5		4		4		4		5		5		4		5		4.40		4.33		4.00		4.00		4.75

		35-44		Male		About once a month		Facebook		Rarely		4		4		5		4		4		4		4		5		4		5		5		5		4		5		4		5		4		4		4.20		4.33		4.67		4.67		4.25

		35-44		Female		About once a month		Instagram		Rarely		4		4		5		4		5		5		4		4		5		5		4		5		4		5		5		4		5		5		4.40		4.33		4.67		4.67		4.75

		25-34		Male		A few times a year		YouTube		Monthly		4		4		3		4		3		5		4		5		5		4		4		2		3		2		4		5		4		4		3.60		4.67		2.33		2.33		4.25

		18-24		Male		First time		Facebook		Rarely		2		3		4		2		4		4		4		5		4		4		5		4		4		5		4		4		5		4		3.00		4.33		4.33		4.33		4.25

		18-24		Male		A few times a year		Facebook		Monthly		2		4		4		3		4		4		5		5		4		5		3		2		3		2		4		4		5		4		3.40		4.67		2.33		2.33		4.25

		18-24		Male		A few times a year		Facebook		Rarely		4		5		4		5		4		5		4		5		4		4		5		2		2		3		4		5		4		5		4.40		4.67		2.33		2.33		4.50

		35-44		Female		A few times a year		Instagram		Monthly		4		4		5		4		5		5		4		5		4		5		5		5		4		5		4		5		4		5		4.40		4.67		4.67		4.67		4.50

		18-24		Male		About once a month		Facebook		Daily		5		4		5		5		5		5		4		5		5		4		5		2		3		2		4		4		5		4		4.80		4.67		2.33		2.33		4.25

		25-34		Male		More than once a month		Facebook		Daily		5		4		5		4		4		5		4		5		5		4		5		4		4		5		5		4		5		4		4.40		4.67		4.33		4.33		4.50

		25-34		Male		A few times a year		Instagram		Monthly		5		4		5		4		4		4		5		5		5		4		5		5		5		4		4		5		4		5		4.40		4.67		4.67		4.67		4.50

		18-24		Male		A few times a year		Facebook		Monthly		5		4		5		5		5		5		4		5		5		4		4		3		4		4		5		5		4		4		4.80		4.67		3.67		3.67		4.50

		18-24		Male		First time		Facebook		Weekly		5		4		4		5		4		5		4		4		4		5		5		4		3		4		4		4		5		4		4.40		4.33		3.67		3.67		4.25

		25-34		Male		A few times a year		Instagram		Monthly		5		4		4		5		4		4		4		5		5		4		4		2		3		2		4		4		5		5		4.40		4.33		2.33		2.33		4.50

		25-34		Male		First time		Facebook		Monthly		4		4		5		4		4		5		4		4		4		5		5		2		4		4		4		4		4		3		4.20		4.33		3.33		3.33		3.75

		45 and above		Female		More than once a month		TikTok		Weekly		4		4		3		4		4		5		5		5		5		5		5		4		5		5		5		5		4		5		3.80		5.00		4.67		4.67		4.75

		25-34		Male		About once a month		YouTube		Daily		4		3		3		4		4		5		5		4		4		4		5		2		2		4		4		4		5		4		3.60		4.67		2.67		2.67		4.25

		18-24		Male		First time		YouTube		Monthly		2		2		3		2		3		3		4		2		4		3		2		2		2		2		3		2		4		2		2.40		3.00		2.00		2.00		2.75

		25-34		Male		About once a month		Facebook		Weekly		4		4		3		3		2		3		4		4		3		4		3		3		3		4		3		4		4		4		3.20		3.67		3.33		3.33		3.75

		25-34		Female		A few times a year		Facebook		Rarely		4		4		4		3		4		4		4		2		3		2		2		4		3		3		3		2		3		2		3.80		3.33		3.33		3.33		2.50

		18-24		Male		More than once a month		Instagram		Rarely		4		4		3		2		3		4		4		3		4		3		2		3		3		2		3		2		4		2		3.20		3.67		2.67		2.67		2.75

		35-44		Female		A few times a year		Facebook		Daily		4		4		4		4		3		4		4		4		4		4		3		4		4		4		4		3		4		4		3.80		4.00		4.00		4.00		3.75

		35-44		Male		A few times a year		Facebook		Weekly		3		4		4		3		2		4		3		3		2		2		2		3		4		2		3		2		4		2		3.20		3.33		3.00		3.00		2.75

		45 and above		Female		A few times a year		Facebook		Daily		4		4		4		2		2		3		4		3		2		2		2		4		4		3		4		2		4		2		3.20		3.33		3.67		3.67		3.00

		18-24		Male		About once a month		Instagram		Rarely		4		4		4		2		2		3		4		3		2		3		2		2		2		2		3		2		4		2		3.20		3.33		2.00		2.00		2.75

		25-34		Male		A few times a year		Facebook		Rarely		4		3		4		2		2		4		3		3		2		2		2		2		3		2		3		2		4		2		3.00		3.33		2.33		2.33		2.75

		18-24		Female		About once a month		Instagram		Weekly		4		4		4		3		1		3		4		3		1		2		2		2		3		2		2		1		3		1		3.20		3.33		2.33		2.33		1.75

		18-24		Male		About once a month		Facebook		Rarely		4		3		3		2		1		2		3		2		1		1		2		1		3		2		3		1		3		1		2.60		2.33		2.00		2.00		2.00

		25-34		Female		More than once a month		Instagram		Daily		4		4		4		3		2		4		4		3		2		2		2		2		4		3		3		2		4		2		3.40		3.67		3.00		3.00		2.75

		25-34		Male		A few times a year		Facebook		Rarely		4		4		4		3		1		4		4		4		4		3		3		2		4		3		4		1		4		2		3.20		4.00		3.00		3.00		2.75

		25-34		Female		A few times a year		Facebook		Daily		4		4		4		3		2		4		4		3		4		3		3		2		4		3		4		4		4		3		3.40		3.67		3.00		3.00		3.75

		35-44		Female		A few times a year		Facebook		Daily		4		4		4		4		3		4		4		4		4		3		4		3		3		3		4		4		4		3		3.80		4.00		3.00		3.00		3.75

		45 and above		Female		A few times a year		Facebook		Daily		4		4		4		3		3		4		4		4		4		4		3		3		4		4		4		4		4		4		3.60		4.00		3.67		3.67		4.00

		35-44		Male		A few times a year		Facebook		Weekly		4		4		3		3		2		4		4		4		4		2		3		2		4		3		4		2		4		2		3.20		4.00		3.00		3.00		3.00

		45 and above		Male		A few times a year		Facebook		Daily		3		4		4		2		2		4		4		3		2		2		3		2		4		3		2		2		4		2		3.00		3.67		3.00		3.00		2.50

		18-24		Male		First time		Instagram		Rarely		4		4		4		2		2		4		4		3		4		4		4		1		4		3		4		2		4		2		3.20		3.67		2.67		2.67		3.00

		18-24		Female		First time		Facebook		Daily		4		4		4		4		3		4		4		4		4		3		3		3		4		3		4		2		4		2		3.80		4.00		3.33		3.33		3.00

		18-24		Female		A few times a year		Instagram		Rarely		4		4		4		4		3		4		4		4		4		3		4		3		4		4		4		4		4		3		3.80		4.00		3.67		3.67		3.75

		25-34		Female		A few times a year		Facebook		Daily		4		4		4		3		3		4		4		4		3		3		3		3		4		3		4		4		4		3		3.60		4.00		3.33		3.33		3.75

		35-44		Female		A few times a year		Facebook		Daily		3		4		4		3		4		4		4		4		3		2		2		3		4		3		4		2		4		2		3.60		4.00		3.33		3.33		3.00

		45 and above		Female		A few times a year		Facebook		Daily		3		4		4		2		2		4		3		3		2		2		2		3		3		2		2		2		4		2		3.00		3.33		2.67		2.67		2.50

		25-34		Female		A few times a year		Instagram		Daily		4		4		4		4		3		4		4		4		3		3		3		2		4		3		4		3		4		2		3.80		4.00		3.00		3.00		3.25

		25-34		Male		A few times a year		Facebook		Rarely		4		4		4		3		2		4		4		4		4		4		3		2		4		3		4		2		4		2		3.40		4.00		3.00		3.00		3.00

		35-44		Male		About once a month		Facebook		Rarely		4		4		4		3		2		4		4		4		3		4		3		2		4		3		4		2		4		3		3.40		4.00		3.00		3.00		3.25

		18-24		Female		A few times a year		Facebook		Daily		4		4		4		4		3		4		4		4		4		4		3		3		4		3		4		4		4		3		3.80		4.00		3.33		3.33		3.75

		45 and above		Female		A few times a year		Facebook		Daily		4		4		3		2		3		4		4		4		4		3		4		3		4		4		3		3		4		2		3.20		4.00		3.67		3.67		3.00

		18-24		Female		First time		Instagram		Rarely		4		4		4		4		4		4		4		4		4		4		3		2		4		4		4		2		4		2		4.00		4.00		3.33		3.33		3.00

		25-34		Female		A few times a year		Facebook		Rarely		4		4		4		3		2		4		4		4		4		2		2		2		4		3		4		2		4		2		3.40		4.00		3.00		3.00		3.00

		35-44		Female		A few times a year		Facebook		Monthly		4		4		4		4		3		4		4		4		2		2		3		2		4		4		4		2		4		2		3.80		4.00		3.33		3.33		3.00

		25-34		Female		A few times a year		Instagram		Rarely		4		4		4		4		3		4		4		4		4		4		3		4		4		4		4		4		4		4		3.80		4.00		4.00		4.00		4.00

		18-24		Female		First time		Instagram		Rarely		2		4		4		4		2		4		4		4		4		2		4		4		4		4		4		2		4		2		3.20		4.00		4.00		4.00		3.00

		18-24		Male		First time		Instagram		Rarely		4		4		4		4		3		4		4		4		4		2		4		2		4		4		4		2		4		2		3.80		4.00		3.33		3.33		3.00

		25-34		Male		A few times a year		Facebook		Rarely		4		4		4		4		2		4		4		4		4		4		4		2		3		3		4		2		4		2		3.60		4.00		2.67		2.67		3.00

		35-44		Male		A few times a year		Facebook		Rarely		4		2		4		2		2		4		4		4		2		2		3		2		4		4		4		2		4		2		2.80		4.00		3.33		3.33		3.00

		45 and above		Male		A few times a year		Facebook		Rarely		4		4		4		2		2		4		4		4		4		4		4		2		4		4		4		2		4		2		3.20		4.00		3.33		3.33		3.00

		25-34		Female		A few times a year		Facebook		Monthly		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4.00		4.00		4.00		4.00		4.00

		25-34		Female		About once a month		Facebook		Monthly		4		4		4		4		4		4		4		4		4		4		2		2		4		2		4		2		4		2		4.00		4.00		2.67		2.67		3.00

		35-44		Female		A few times a year		Facebook		Rarely		4		4		4		4		2		4		4		4		2		2		2		2		4		4		4		2		4		2		3.60		4.00		3.33		3.33		3.00

		45 and above		Female		A few times a year		Facebook		Weekly		4		4		4		2		2		4		4		4		4		4		4		2		4		4		4		2		4		4		3.20		4.00		3.33		3.33		3.50

		18-24		Female		A few times a year		Instagram		Monthly		4		4		4		4		2		4		4		4		4		2		2		2		4		4		4		4		4		4		3.60		4.00		3.33		3.33		4.00

		25-34		Female		A few times a year		Facebook		Weekly		4		4		4		4		4		4		4		4		4		4		2		2		4		4		4		2		4		2		4.00		4.00		3.33		3.33		3.00

		35-44		Female		A few times a year		Facebook		Weekly		4		4		4		4		4		4		4		4		4		2		4		2		4		2		4		4		4		4		4.00		4.00		2.67		2.67		4.00

		25-34		Female		A few times a year		Instagram		Rarely		4		4		4		4		2		4		4		4		4		4		4		2		4		4		4		2		4		2		3.60		4.00		3.33		3.33		3.00

		25-34		Male		A few times a year		Facebook		Monthly		4		4		4		4		4		4		4		4		4		4		4		2		4		4		4		4		4		4		4.00		4.00		3.33		3.33		4.00

		45 and above		Male		A few times a year		Facebook		Rarely		4		4		4		2		2		4		4		4		2		2		3		2		4		2		4		2		4		2		3.20		4.00		2.67		2.67		3.00

		18-24		Male		A few times a year		Instagram		Rarely		4		4		4		4		4		4		4		4		4		4		4		2		4		4		4		2		4		4		4.00		4.00		3.33		3.33		3.50

		18-24		Female		A few times a year		Instagram		Rarely		4		4		4		2		2		4		4		4		2		2		2		2		4		4		4		2		4		2		3.20		4.00		3.33		3.33		3.00

		18-24		Female		A few times a year		Facebook		Rarely		4		4		4		4		4		4		4		4		4		4		4		2		2		2		4		2		4		2		4.00		4.00		2.00		2.00		3.00

		25-34		Female		A few times a year		Facebook		Monthly		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4		4.00		4.00		4.00		4.00		4.00

		35-44		Female		About once a month		Facebook		Weekly		4		4		4		4		4		4		4		4		2		2		2		2		2		4		4		2		4		2		4.00		4.00		2.67		2.67		3.00

		45 and above		Female		A few times a year		Facebook		Weekly		4		4		4		4		4		4		4		4		4		4		4		2		4		4		4		4		4		4		4.00		4.00		3.33		3.33		4.00

		45 and above		Female		A few times a year		YouTube		Rarely		4		4		4		2		4		4		4		4		2		2		3		2		4		4		4		2		4		2		3.60		4.00		3.33		3.33		3.00

		25-34		Female		A few times a year		Facebook		Rarely		4		4		4		4		4		4		4		4		4		4		4		2		4		2		4		4		4		4		4.00		4.00		2.67		2.67		4.00

		18-24		Male		A few times a year		Facebook		Monthly		4		4		4		3		3		3		4		4		4		4		4		4		3		2		3		2		4		3		3.60		3.67		3.00		3.00		3.00

		25-34		Male		About once a month		Instagram		Monthly		4		4		4		4		5		4		5		4		4		5		5		4		5		4		5		5		4		5		4.20		4.33		4.33		4.33		4.75

		18-24		Female		More than once a month		Instagram		Daily		4		4		5		4		5		5		5		5		4		4		4		4		4		4		4		4		5		5		4.40		5.00		4.00		4.00		4.50

		25-34		Male		A few times a year		Instagram		Monthly		4		4		5		5		4		4		5		4		5		5		4		4		5		4		5		5		4		4		4.40		4.33		4.33		4.33		4.50

		18-24		Female		A few times a year		Facebook		Daily		5		4		5		4		5		5		4		4		5		5		4		5		4		5		4		5		5		5		4.60		4.33		4.67		4.67		4.75

		25-34		Male		More than once a month		Instagram		Weekly		4		4		5		5		4		4		5		4		4		5		4		4		5		4		4		4		5		5		4.40		4.33		4.33		4.33		4.50

		18-24		Male		A few times a year		Instagram		Weekly		4		5		4		5		4		4		4		5		5		5		4		4		4		5		4		4		5		5		4.40		4.33		4.33		4.33		4.50

		18-24		Female		A few times a year		YouTube		Monthly		4		5		4		4		5		4		4		5		5		4		5		5		5		5		4		5		5		5		4.40		4.33		5.00		5.00		4.75

		18-24		Female		A few times a year		YouTube		Rarely		4		5		4		5		4		4		5		5		5		4		3		4		4		4		3		4		4		3		4.40		4.67		4.00		4.00		3.50

		18-24		Female		About once a month		Instagram		Weekly		4		4		5		4		5		5		3		5		4		4		3		4		4		4		4		4		5		3		4.40		4.33		4.00		4.00		4.00

		25-34		Female		More than once a month		Instagram		Weekly		4		5		4		3		4		3		4		4		4		5		5		5		4		4		4		5		4		5		4.00		3.67		4.33		4.33		4.50
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APPLICATION FOR ETHICAL APPROVAL – INTRODUCTORY NOTES 

 

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement. 

 

The University follows the OECD Frascati manual definition of research activity:  

“[C]reative 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 (academic staff or support staff); 

· Individuals holding honorary title from the University; 

· Postgraduate research students; 

In all of these cases ethical review is required regardless of discipline. 

 

The individual undertaking the research activity is known as the lead researcher. 

 

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.  

 

For most projects you will only need to complete sections in the main part of the form. A few projects will need more detailed ethical consideration and will need you to fill in sections in an appendix. At some points in this form you will be asked questions about your research in the following way: 

 

		1 

		Does your research involve <<something specific>>? 

		YES 

		Click to continue to appendix <<N>> 

		NO 

		Continue to the next section 



		2 

		Have you completed appendix <<N>>?  

		YES 

		☐ 

		NO 

		☐ 





 

Clicking in the appropriate box will take you to the appropriate location in the text. At the end of each appendix is a box. Clicking on this will return you to the question that originally took you to the appendix. 

 

 	 

Return to the 

 	 	 	 main form 

 

 

NB These clickable links will only work if you are editing the document in the desktop version of Word, not the browser version. Please download and save the form before editing it. 

 

Guidance notes are provided as comments or as text IN GREEN throughout this form. Please ensure that the comments are removed and that the green text is replaced by your own text or removed as appropriate BEFORE submitting this form. 

 

Please ensure that you have read the UWTSD Research Ethics and Integrity Policy and the UWTSD Research Data Management Policy BEFORE submitting this form. 

 

 

 

APPLICATION FOR ETHICAL APPROVAL 

SECTION A: About You (Lead Researcher) 

		1 

		Full Name: 

		Bidut Hossain 



		2 

		Tick all boxes that apply: 

		Member of staff: 

		☒ 

		Honorary research fellow: 

		☐ 



		

		Undergraduate Student 

		☐ 

		Taught Postgraduate Student 

		☐ 

		Postgraduate 

Research Student 

		☐ 



		3 

		Institute/Academic Discipline/Centre: 

		 

 Swansea business school  



		4 

		Campus: 

		 

 Swansea campus  



		5 

		E-mail address: 

		 

2503964@student.uwtsd.ac.uk 



		6 

		Contact Telephone Number: 

		 

07535689708 



		7 

		Project Title 

		[bookmark: _Hlk231672473]The role of social media marketing in improving repeat purchase rate in fashion retail industry of Bangladesh: a study on Aarong in Dhaka City 



		8 

		Proposed Start Date 

		  

20 May 

 

		Proposed End Date 

		  

 25 September 



		For students: 



		9 

		Student Number: 

		2503964 



		10 

		Programme of Study: 

		MBA 



		11 

		Director of Studies/Supervisor: 

		Ka Po chong (Ben) 





 

SECTION B: Grant or Contract Funding  

		1 

		Has your research been awarded, applied for, or intend to apply for external funding? 

		YES 

		Click to continue to appendix 1 

		NO 

		Continue to the next section 



		2 

		Have you completed appendix 1?  

		YES 

		☐ 

		NO 

		☒ 





 

SECTION C:  Internal and External Ethical Guidance Materials 

		Ethical Guidance Documents 

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 also 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 Policy 

		☒ 



		2 

		UWTSD Research Data Management Policy 

		☒ 



		3 

		UWTSD Open Access Publications Policy 

		☒ 



		4 

		UWTSD Export Control Policy  

		☐ 



		

		Required if Appendix 8 completed 

		



		5 

		UWTSD Trusted Research and Innovation Policy  

Required if research is taking place outside the UK 

		☐ 



		6 

		ICOMOS International Charter for Cultural Heritage Tourism (2022) 

		☐ 



		7 

		British Sociological Association (BSA) Statement of Ethical Practice (2017) 

		☐ 



		8 

		UNWTO Global Code of Ethics for Tourism (1999/2001) 

		☐ 





 

 

SECTION D: External Collaborative Research Activity  

		1 

		Does your research involve collaborating 

partners at another institution or organisation? 

		YES 

		Click to continue to appendix 2 

		NO 

		Continue to the next section 



		2 

		Have you completed appendix 2?  

		YES 

		☐ 

		NO 

		☒ 





 

SECTION E: Details of Research Activity 

		Aims, Vision and Approach of the Research (maximum 200 words per section) 

Please outline what are you hoping to achieve with your proposed work and how will you deliver it? 



		1 

		Research aims and objectives 



		      Research Aim 

The aim of this research is to identify the role of social media marketing in improving repeat purchase rate in fashion retail industry of Bangladesh from the business operational perspective of Aarong  

Research Objectives: 

· To examine the factors and drivers that shape the repeat purchase intension of customers within the fashion retail industry of Bangladesh from the business operational perspective of Aarong in Dhaka.    

· To evaluate the impacts of social media marketing practices of Aarong on brand trust and customer satisfaction

· To identify the level of customer engagement (shares, likes, comments and brand exposure frequency) generated by Aarong using social media platforms  

· To critically analyse the influence of social media marketing of Aarong on repeat purchase behaviour and intension of customers 

  



		2 

		Vision 



		This research study has significant potential to advance existing understanding on the area by identifying the roles that social media can perform in terms of enhancing repeat purchase intensions of customers within the fashion retail sector. It is highly focused on using the contemporary industry trends, customer preferences and responses. It also has positive economic as well as social impacts as it provides in-depth understanding of recent fashion retail practices that is going to ease decision-making of businesses in retail industry in terms of their existing social media marketing practices along with helping customers to make the right choice while making purchase decision.  



		3 

		Approach 



		This research study follows quantitative method where data are collected from primary sources. To collect data survey method is used with a structured questionnaire that allows researcher to get access to large number of respondents with minimum cost and time required. Further, a positivism research philosophy is used along with deductive approach to generate accurate knowledge based on existing theories on the topic area. Sample size is 100-150 and a simple-random sampling method is applied to eradicate sampling bias.   



		4 

		Location of research activity 

Identify all locations where research activity will take place. 



		 

Online 

 

 

(this box should expand as you type) 





 

		5 

		Will any of your research be undertaken outside of the UK? 

		YES 

		Click to continue to appendix 3 

		NO 

		Continue to the next section 



		6 

		Have you completed any of appendix 3?  

		YES 

		☐ 

		NO 

		☒ 





 

SECTION F: Research Methods  

		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 selfesteem? 

		☐ 

		☒ 



		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: 

 

An online survey method will be used to collect primary data from the respondents by using a structured questionnaire where participants can take part in digital platforms like email and social media like WhatsApp. 

 

(this box should expand as you type) 

		

		





 

SECTION G: Research Participants  

 

		Research participants include people who will be taking part in your research as providers of research data (e.g. being interviewed, answering questionnaires, or doing user testing of hardware or software). This includes animal participants. 



		1 

		Does your research involve human or non-human participants? 

		YES 

		Continue this section 

		NO 

		Click to continue to section N 





 

 

		Participant numbers and source 

How will you ensure an appropriately convened sample group in order to meet the aims of the research? Give details for subgroups separately, if appropriate. How will any potential pitfalls, for example dual roles or potential for coercion, be addressed? 



		1 

		How many participants will be recruited and how was the number decided upon? 

		100-150 



		2 

		Who will the participants be? 

		Customers of Aarong in Dhaka City  



		3 

		How will you identify the participants? 

		Using social media platforms like customer groups and pages 



		4 

		Will you be excluding any groups of people, and if so what is the rationale for that? 

		NO 



		5 

		Will the research involve any element of deception?  If yes, please describe why this is necessary and whether participants will be informed at the end of the study 

		NO  

 



		6 

		Describe whether participants will be able to withdraw from the study, and up to what point (eg if data is to be anonymised). If withdrawal is not possible, after a certain point, explain why not.  

		Participants are allowed to withdrawn at any point of the research as data will be collected anonymously.  



		7 

		How long will the participant have to decide whether to take part in the research? 

		48-72 Hours  



		8 

		What arrangements have been made for participants who might have difficulties understanding verbal explanations or written information, or who have particular communication needs that should be taken into account to facilitate their involvement in the research? 

		A WhatsApp group and Email to share any difficulties regarding participation in the research study.  

 





 

SECTION H: Research with Vulnerable People  

		1 

		Are your participants classed as vulnerable people? 

		YES 

		Click to continue to appendix 4 

		NO 

		Continue to the next section 



		2 

		Have you completed appendix 4?  

		YES 

		☐ 

		NO 

		☒ 





 

SECTION I: Research Involving Animals  

		1 

		Are your participants non-human animals? 

		YES 

		Click to continue to appendix 5 

		NO 

		Continue to the next section 



		2 

		Have you completed appendix 5?  

		YES 

		☐ 

		NO 

		☒ 





 

SECTION J: Research with the Prison Service or the Probation Service 

		1 

		Are your participants staff or offenders within the Prison Service or the Probation service? 

		YES 

		Click to continue to appendix 6 

		NO 

		Continue to the next section 



		2 

		Have you completed appendix 6?  

		YES 

		☐ 

		NO 

		☒ 





 

SECTION K: Health and Social Care Research 

		1 

		Are your participants selected due to their health or social care needs? 

		YES 

		Click to continue to appendix 7 

		NO 

		Continue to the next section 



		2 

		Have you completed appendix 7?  

		YES 

		☐ 

		NO 

		☒ 





 

SECTION L: Types of Personal Data 

		Personal Data 

Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)? 

		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 and transcription of such are considered to be personal data. 

		☐ 

		 



		

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

		

		



		 

 

		

		





 

		Special Category Data  

Does the research involve the processing of special category data (as defined by the General Data Protection Regulation 2016 and the Data Protection Act 2018)? 

		YES 

		NO 



		2 

		Racial or ethnic origin 

		☐ 

		☒ 



		3 

		Political opinions 

		☐ 

		☒ 



		4 

		Religious or philosophical beliefs 

		☐ 

		☒ 



		5 

		Genetic, biometric or health data 

		☐ 

		☒ 



		6 

		Sex life or sexual orientation 

		☐ 

		☒ 



		7 

		Trade union membership 

		☐ 

		☒ 



		If you ticked YES to any of questions L2-L7, provide a description of the data and explain why this special category data needs to be collected to support the research and that it is in the public interest to do so: 



		8 

		 

 

 

N/A 

 

 

(this box should expand as you type) 



		9 

		Please describe how the research has been designed to gather the minimum amount of personal data necessary for the specified research purpose: 



		This research study will be conducted anonymously. However, personal data including name and contact number will be kept private and will not be reviled at any point of the research study. 



		10 

		Demonstrate that the processing is not likely to cause substantial damage or distress to individuals and that their interests will be safeguarded: 



		 

A password protected folder with two-factor verification security will be used to ensure that there is no substantial risk of exposing personal data.  

 

 



		11 

		Demonstrate that the data will not be used to take any action or make decisions in relation to the individuals concerned: 



		 

Data of this research study will only be used for research purpose and will not be shared with 3rd party at any stage to resolve individual’s concern.  

 

 

 

(this box should expand as you type) 



		12 

		Data should be anonymised wherever possible, either at point of capture or once collated. If the data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is possible.  If special category data cannot be anonymised, explicit consent to share that data must normally be obtained. 



		N/A 

 

 



		13 

		If special category data cannot be anonymised, will you obtain explicit consent to share that data? 

		YES 

		NO 

		N/A 



		

		

		☐ 

		☐ 

		☒ 





 

SECTION M: Participant Information and Consent  

 

		Information for participants 

It is normally expected that those participating in research should do so having given their informed consent. If this is not appropriate or practical, explicit justification must be provided, in line with prevailing disciplinary conventions.  Please note however, that informed consent to participate in the research is separate from consent to process (e.g. collect, analyse, store, reuse or share) personal data, as the University’s lawful basis for processing personal data in research activities is part of its ‘public task’.  

		YES 

		NO 

		N/A 



		1 

		Will you obtain written consent for participation? 

		☒ 

		☐ 

		☐ 



		2 

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

		☒ 

		☐ 

		☐ 



		3 

		Will you tell participants that their participation is voluntary? 

		☒ 

		☐ 

		☐ 



		4 

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

		☒ 

		☐ 

		☐ 



		5 

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

		☐ 

		☐ 

		☒ 



		6 

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

		☒ 

		☐ 

		☐ 



		7 

		Will participants be made aware of how you will treat any information that may reasonably by considered as confidential?  

		☒ 

		☐ 

		☐ 



		8 

		If your research requires your participants to sign up for a service provided by an external company or organisation will you inform them that their data may be stored and processed outside UWTSD? 

		☐ 

		☐ 

		☒ 



		9 

		Will you give participants the UWTSD Privacy Notice for Research? 

		☒ 

		☐ 

		☐ 



		If you have answered NO to any of questions M1-M8, please provide justification detailing why this is necessary for the research.   



		10 

		 

 

N/A 

 

(this box should expand as you type) 



		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 the research begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded.  



		11 

		 

A consent form with every detail regarding the participation in this research study will be shared with the participants using email and social media platforms before beginning the study.   

 



		Confidentiality: Confidential information refers to information that can be related to an identifiable individual, whether living or deceased, which is not in the public domain and which is given with the expectation that it will be kept confidential.  Under Common Law when an individual entrusts a researcher or research team with confidential information, the team must handle this in line with ‘reasonable expectations’. In other words, confidential information should only normally be shared when there would be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be sharing their confidential information with others, researchers can manage their expectations by informing them of their intentions (e.g. in the participant information sheet or during discussions about participation) and asking them if they are happy with these plans. They should understand what is being proposed and what this might mean for them, before they decide whether the researcher can share their confidential information with others.   



		Please detail how you will treat confidential information: 



		12 

		 

This research study will be conducted anonymously. However, personal data including name and contact number will be kept private and will not be reviled at any point of the research study.  A password protected folder with two-factor verification security will be used to ensure that there is no substantial risk of exposing personal data.  



		Copies of any written consent form, written information and all other explanatory material should accompany this application. If you have included these then please list the documents included here. 



		13 

		 



		14 

		Consent form attached? 

		YES ☐ 

		NO  

		N/A  





 

SECTION N: Research with Potential Military Application 

		1 

		Does your research have any potential military application? 

		YES 

		Click to continue to appendix 8 

		NO 

		Continue to the next section 



		2 

		Have you completed appendix 8?  

		YES 

		☐ 

		NO 

		☒ 





 

SECTION O: Use of Artificial Intelligence Tools 

		Use of generative AI and other AI-based tools 

There are a number of 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 AIbased 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 

		 

(this box should expand as you type) 





 

 

Section P: Research Data Management Plan 

 

		1 

		Data Summary 



		This research study will use quantitative data regarding repeat purchase behaviour of customers and the roles of social media in shaping their repeat purchase intensions. Based on the collected quantitative data, a comprehensive analysis will be conducted and demonstrated using statistical tools like SPSS and MS Excel with charts, graphs and tables.  



		2 

		Responsibilities 



		The researcher is accountable and responsible for managing data of the research study 



		3 

		Assessment of existing data 



		This research study will use primary data source where data will be collected directly from the respondents. However, exiting data on the topic area will be used regarding the existing repeat purchase rate of customers, social media uses of brands and key roles of social media in shaping customer's repeat purchase intensions.  



		4 

		Management and curation of data 



		Collected data will be organised using different statistical tools like MS Excel and SPSS and will be documented using charts, graphs and tables.  



		5 

		Quality assurance of data 



		Here, to ensure accuracy and quality of the data EDA (Exploratory Data Analysis) framework will be used to eradicate duplicate and wrong data in the dataset.  



		6 

		Short-term data storage 



		In the short-term data will be stored on personal google-drive and then a password protected folder in personal computer with two-factor verification security will be used to ensure that there is no substantial risk of exposing personal data. 



		7 

		Long-term data storage and preservation  



		Data will only be stored for research purpose and will not be shared with any 3rd party. Data will be kept for 3-months for meeting any academic requirements and will be destroyed after than. 



		8 

		Documentation and metadata 



		Collected data will be organised using different statistical tools like MS Excel and SPSS and will be documented using charts, graphs and tables to ensure easier understanding for the secondary users.   



		9 

		Data sharing 



		N/A 

 



		10 

		Copyright and intellectual property ownership 



		The researcher will have to copyright of any new data generated.  



		11 

		Resources 



		N/A 

 





 

SECTION Q: Risk Assessment  

 

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.  

 



		If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.   

		



		1 

		Full risk assessment completed and appended?  

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risks to participants, researchers, and the University  

		



		2 

		Social risks: disclosures that could affect participants standing in the community, in their family and their job. 

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risk: Social risks are identified as low but not negligible in this research study. Participants are likely to share their associated repeat purchase behaviour that is not yet disclosed publicly. Further, they will also demonstrate their social media use along with exposing the extent to which they are influenced by the social media marketing efforts in terms of making purchase decisions.

Participants are also likely to share their consumptions pattern while participating in this research study that may have significant influence on other social media users in their consumption pattern. 

  

		How will you address any risks?

To assess this risk, all data will be collected, stored and analysed anonymously by keeping personal details including name, location, profession and workplace secret. 

Participants are also allowed to decline any question while responding to the questionnaire to avoid exploring any sensitive information. 

Only the researcher will have access to the collected data and no data will be shared with the 3rd parties at any point of the research study.  



 

		



		3 

		Legal risks: activities that could result in the participant, researchers and / or University committing an offence; activities that might lead to a participant disclosing criminal activity to a researcher which would necessitate reporting to enforcement authorities; activities that could result in a civil claim for compensation 

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risk: 

No legal risks are anticipated with this research study. this research study will only focus on identifying the key role of social media marketing in improving repeat purchase rate in fashion retail industry of Bangladesh where no legal policies will be involved

  

 

		How will you address any risks?



N/A 

 

		



		4 

		Economic harm: financial harm to participant, researcher and / or University through disclosure or other event. 

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risk 4

No economic harm is anticipated in this research study. there will be no rewards or sharing any money with the participants and the research study will be completely voluntary. This study doesn’t involve any compensations or financial transactions that may lead to financial loss of the participants. 

		How will you address any risks? 

Participants will be well informed about the voluntary nature of the study and it will be clarified that there will be no financial transactions or financial benefits or loss in responding to the questionnaire of this research study. 

  

		



		5 

		Reputational risk: damage to public perception of University or the University / researchers’ reputation in the eyes of funders, the research community and / or the general public. 

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risks 

In this research study there is no reputational risks anticipated. The research questionnaire is properly designed to avoid any types of sensitive questions that may lead to reputational risks of the brand and of the customers. It is also clarified that no external funding is accepted from the associated organisation including Aarong to avoid any types of controversies while conducting the research study. 

 

(this box should expand as you type) 

		How will you address any risks? 

Throughout the research study, transparency and clarity will be properly maintained to avoid any types of controversies and reputational risks for all the stakeholders of the study including Aarong and its customers. 

Further, research ethics and integrity polity of UWTSD will be strictly maintained to eradicate reputational risks of this research study. 

  

 

 

		



		6 

		Safeguarding risks:  Risk to young people, vulnerable adults and / or researcher from improper behaviour, abuse or exploitation. Risk to researcher of being in a comprising situation, in which there might be accusations of improper behaviour. 

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risk: 

N/A (Adult Participants only) 

		How will you address any risks? 

N/A 

		



		7 

		Sensitive, embarrassing or upsetting topics. If research activity may include sensitive, embarrassing or upsetting topics 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 in the course of a project, it may need to be disclosed to the proper authorities.   

		YES 

		NO 



		

		

		 

		☒



		 Not applicable for this research study as it doesn’t involve any sensitive, upsetting or embarrassing topic where it only deals with repeat purchase behaviour of customers within the retail fashion industry. 

 

		



		 

		Health and safety risks 

		



		8 

		Location hazards: for example: fire; visiting or working in participant’s homes; working in remote locations and in high crime areas; overseas travel; hot, cold or extreme weather conditions; working on or by water. Also hazardous work locations, such as construction sites, confined spaces, roofs or laboratories. For overseas travel, researchers will need to check country / city specific information, travel health requirements and consider emergency arrangements as part of their research planning. In all cases the University’s International Travel Policy must be followed. 

		YES 

		NO 



		

		

		☐ 

		☒ 



		 This research study is purely conducted on online platforms so there is no location risks need to be addressed. 

(this box should expand as you type) 

		How will you address any risks? 

N/A 

 

 

		

		



		9 

		Activity hazards: for example: potentially mentally harmful activities; distressing and stressful work and content; driving; tripping, or slipping; falling from height; physically demanding work; lifting, carrying, pushing and pulling loads; night time and weekend working. 

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risk: 

  No activity hazards identified in this research study as no stressful work or content involved in this study. 

 

		How will you address any risks? 

 Participants are allowed to take part in online survey at their convenient timeframe and there is no activity hazard involved in this study 

 

		

		



		10 

		Machinery and equipment: for example: ergonomic hazards, including computer workstations and equipment; contact with electricity; contact with moving, rotating, ejecting or cutting parts in machinery and instruments; accidental release of energy from machines and instruments. 

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risk: 

 

N/A 

 

(this box should expand as you type) 

		How will you address any risks? 

 

N/A 

		

		



		11 

		Chemicals and other hazardous substances: the use, production, storage, waste, transportation and accidental release of chemicals and hazardous substances; flammable, dangerous and explosive substances; asphyxiating gases; allergens; biological agents, blood and blood products.  

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risk: 

N/A 

 

 

(this box should expand as you type) 

		How will you address any risks? 

N/A 

 

 

		

		



		12 

		Physical agents: for example: excessive noise exposure, hand-arm vibration and whole body vibration; ionising radiation; lasers; artificial optical radiation and electromagnetic fields 

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risk: 

N/A 

 

 

		How will you address any risks? N/A 

		

		



		13 

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

		YES 

		NO 



		

		

		☐ 

		☒ 



		Risk: 

N/A 

 

		How will you address any risks? 

N/A 

 

		

		





 

SECTION R: Disclosure and Barring Service 

 

		Disclosure and Barring Service 

		

		

		



		1 

		If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants. 

		YES 

 

		NO 

 

		N/A 

 



		 

		Does your research require you to hold a current DBS Certificate? 

		☐ 

		☒ 

		☐ 



		2 

		If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number. 

		N/A 





 

 

SECTION S: 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 Policy which is published on the website: 

https://www.uwtsd.ac.uk/research/research-ethics/  

 



		1 

		Name of applicant 

		Bidut Hossain 



		2 

		Electronic or written signature of applicant: 

		 Bidut 



		3 

		Date 

		 04-06-2026 



		4 

		Name of Director of Studies 

		 Ka Po  Chong (Ben) 



		5 

		Electronic or written signature of Director of Studies: 

		 Ben Chong



		6 

		Date 

		  05/06/2026





 

Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation: 

		1 

		☒ 

		I have read the guidance notes supplied before completing the form. 



		2 

		☒ 

		I have completed all relevant sections of the form in full. 



		3 

		☐ 

		I have attached a copy of the Participant Information Sheet (PIS) or Consent Form 



		4 

		☐ 

		I have attached a completed copy of the Trusted Research and Innovation Checklist (where applicable) 



		5 

		☐ 

		I have attached a full risk assessment (where appropriate)  



		6 

		☒ 

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice 



		7 

		☒ 

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Data Management Policy 



		8 

		☒ 

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Export Control Policy 



		9 

		☒ 

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Open Access Research Policy 



		10 

		I have completed the following appendices: 

		1 

		☐ 

		2 

		☐ 

		3 

		☐ 

		4 

		☐ 



		

		

		5 

		☐ 

		6 

		☐ 

		7 

		☐ 

		8 

		☐ 





 

 

All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name. 

 

 

 

 


APPENDIX 1 – Grant or Contract Funding 

 

		A1.1 

		Has your research been awarded external funding? 

		YES 

		☐ 

		NO 

		☐ 



		A1.2 

		Have you applied for funding / awaiting decision? 

		YES 

		☐ 

		NO 

		☐ 



		A1.3 

		Are you intending to apply for funding? 

		YES 

		☐ 

		NO 

		☐ 



		A1.4 

		Funding Body 

		 

		

		

		



		A1.5 

		Lead institution (grant holder) 

		 

		

		

		



		A1.6 

		If awarded, grant reference 

		 

		

		

		



		A1.7 

		If awarded, grant value 

		 

		

		

		



		A1.8 

		If awarded, start date and duration 

		 

		

		

		





 

 	 

Return to the 

 	 	 	 main form 

 

 

 

 


APPENDIX 2: External Collaborative Research Activity 

 

		INSTITUTION 1                         

		

		

		



		A2.1 

		Name 

		 

 

		

		

		



		A2.2 

		Researcher name and position  

		 

 

		

		

		



		A2.3 

		Role in project (e.g. co-investigator) 

		 

 

		

		

		



		A2.4 

		Contact e-mail address 

		 

 

		

		

		



		A2.5 

		External Ethical Approval 

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity 

Policy. If approved, please supply confirmation.  

		Obtained? 

		YES 

		NO 

		PENDING 



		

		

		

		☐ 

		☐ 

		☐ 



		

		

		 

 

		

		

		





 

		INSTITUTION 2                       

		

		

		



		A2.6 

		Name 

		 

 

		

		

		



		A2.7 

		Researcher name and position  

		 

 

		

		

		



		A2.8 

		Role in project (e.g. co-investigator) 

		 

 

		

		

		



		A2.9 

		Contact e-mail address 

		 

 

		

		

		



		A2.10 

		External Ethical Approval 

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity 

Policy. If approved, please supply confirmation.  

		Obtained? 

		YES 

		NO 

		PENDING 



		

		

		

		☐ 

		☐ 

		☐ 



		

		

		 

 

		

		

		





 

		INSTITUTION 3                        

		

		

		



		A2.11 

		Name 

		 

 

		

		

		



		A2.12 

		Researcher name and position  

		 

 

		

		

		



		A2.13 

		Role in project (e.g. co-investigator) 

		 

 

		

		

		



		A2.14 

		Contact e-mail address 

		 

 

		

		

		



		A2.15 

		External Ethical Approval 

Please detail the ethical approval required and arrangements for this partner. See Section 14 of the UWTSD Research Ethics and Integrity 

Policy. If approved, please supply confirmation.  

		Obtained? 

		YES 

		NO 

		PENDING 



		

		

		

		☐ 

		☐ 

		☐ 



		

		

		 

 

		

		

		





 

Add additional collaborators as needed 

 

 	 

Return to the 

 	 	 	 main form 

  

 


APPENDIX 3: Research Undertaken Outside of the UK 

 

		A3.1 

		Research activity outside of the UK 

If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. Describe the measures you have taken to comply with these and provide evidence of approvals etc. If you live in the country where you will do the research then please state this. If you have a local research supervisor or research advisor then please give their contact details here. 



		 

 

 

 

(this box should expand as you type) 



		A3.2 

		Responsible Research and Innovation 

If research is taking place overseas please refer to the UWTSD Trusted Research and Innovation Policy and complete the Trusted Research and Innovation Checklist and submit it with this form. 



		A3.3 

		Confirm that you have read the Trusted Research and Innovation Policy 

		☐ 





 

		Return to the main form 





If you are a postgraduate research student working with a research supervisor or research advisor at your local university then you do not need to fill in any more sections of this appendix. 

If you are working in a research collaboration with an overseas partner please complete the remaining sections of this appendix. 

 

		Organisational Details 



		A3.4 

		Name of Organisation  



		 



		A3.5 

		Country where organisation is based: 



		 



		A3.6 

		Registration number and name of registration body (examples of relevant registration bodies are government, tax, corporation, charity, educational authority): 



		 

 

(this box should expand as you type) 



		A3.7 

		What is the legal status of the organisation? (for example: public university, private university, charity, private company, non-profit making company, government research organisation, independent research organisation) Please include the date of foundation. Note: We may be required to ask for evidence of this at a later stage. 



		 

 

(this box should expand as you type) 



		A3.8 

		Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a larger organisation or a group of larger organisations). 



		 

 

(this box should expand as you type) 



		A3.9 

		Name(s) of investigators in the organisation who will be responsible for the collaborative research and innovation  



		 

 

(this box should expand as you type) 





 

 

		About New Partners 

		

		



		A3.10 

		Why does a partner want to work with you? 

		

		



		 

 

(this box should expand as you type) 

		

		



		A3.11 

		What are they expecting in return for their financial support or involvement? 

		

		



		 

 

(this box should expand as you type) 

		

		



		A3.12 

		Is the organisation associated with a country which may be viewed as hostile to the UK or one which has different democratic and ethical values from our own? If you have ticked YES, please briefly describe below how you will maintain the UK’s democratic and ethical values within the research. 

		YES 

		NO 



		

		

		☐ 

		☐ 



		 

 

 

(this box should expand as you type) 

		

		



		A3.13 

		Has due diligence into the partner identified any involvement in research on behalf of the military or police with links to a hostile state? If you have ticked YES, please summarise below how you will prevent information from this research from being released to these organisations. 

		YES 

		NO 



		

		

		☐ 

		☐ 



		 

 

 

(this box should expand as you type) 

		

		



		A3.14 

		Set within the context of any information gained from due diligence, could your research be misused or have unintended applications which would be negative? If you have ticked YES, please summarise below how this might occur. 

		YES 

		NO 



		

		

		☐ 

		☐ 



		 

 

 

(this box should expand as you type) 

		

		



		A3.15 

		Are there any legal, regulatory or university policy constraints on undertaking your research with this partner? If you have ticked YES, please summarise these below. 

		YES 

		NO 



		

		

		☐ 

		☐ 



		 

 

 

(this box should expand as you type) 

		

		



		A3.16 

		Having considered the answers to questions A3.10-A3.15, are there potential reputational or ethical risks to you or the university? If you have ticked YES, please summarise these risks below. 

		YES 

		NO 



		

		

		☐ 

		☐ 



		 

 

 

(this box should expand as you type) 

		

		





 

 

		About Research Relationships 

		YES 

		NO 



		A3.17 

		Are the terms of any proposed Memorandum of Understanding (MoU) in keeping with the expectations of your department and university? 

		☐ 

		☐ 



		A3.18 

		Are you providing existing intellectual property (IP), research data, confidential or personally identifiable data to the project? If so, how is this going to be protected? 

		☐ 

		☐ 



		 

 

 

(this box should expand as you type) 



		A3.19 

		Who will own any IP that is generated? 



		 

 

(this box should expand as you type) 



		A3.20 

		What plans do you have in place for protecting the resulting IP? 



		 

 

(this box should expand as you type) 



		A3.21 

		What contractual requirements are you able to put in place to protect the interests of your academic institutions? 



		 

 

(this box should expand as you type) 



		A3.22 

		What access will the research partner have to your IT network? If they do have access, what broader visibility might this provide? 



		 

 

(this box should expand as you type) 



		A3.23 

		Is there any physical separation or protection required between research in similar fields? 



		 

 

(this box should expand as you type) 





 

 

		About Existing Partners 

		

		



		A3.24 

		Would proceeding with the research raise potential conflicts of interest with existing research partners? If you have ticked YES, please explain these conflicts below. 

		YES 

		NO 



		

		

		☐ 

		☐ 



		 

 

 

(this box should expand as you type) 

		

		



		A3.25 

		Have you spoken with your existing partners about any potential conflict of interest? If you have ticked YES, please briefly summarise their response(s) below. 

		YES 

		NO 



		

		

		☐ 

		☐ 



		 

 

 

(this box should expand as you type) 

		

		



		A3.26 

		Does any non-disclosure agreement for this project include an expectation that you will need to provide visibility to existing partners? If you have ticked YES, please explain below how this will be managed. 

		YES 

		NO 



		

		

		☐ 

		☐ 



		 

 

 

(this box should expand as you type) 

		

		



		A3.27 

		Will this research breach any existing contractual agreements that you, your department or university already have? If you have ticked YES, please explain below how this will be managed. 

		YES 

		NO 



		

		

		☐ 

		☐ 



		 

 

 

(this box should expand as you type) 

		

		





 

 	 

Return to the 

 	 	 	 main form 

 

 

 

APPENDIX 4: Research with Vulnerable People 

 

		Will the research involve data processing involving the following data subjects: 

		YES 

		NO 



		A4.1 

		Children under 16 

		☐ 

		☐ 



		A4.2 

		Adults with learning disabilities 

		☐ 

		☐ 



		A4.3 

		Adults with other forms of mental incapacity or mental illness 

		☐ 

		☐ 



		A4.4 

		Adults in emergency situations 

		☐ 

		☐ 



		A4.5 

		Prisoners or young offenders 

		☐ 

		☐ 



		A4.6 

		Those who could be considered to have a particularly dependent relationship with the investigator, e.g. members of staff, students 

		☐ 

		☐ 



		A4.7 

		People who have not given their explicit consent to participate in the project 

		☐ 

		☐ 



		A4.8 

		People engaged in illegal activities 

		☐ 

		☐ 



		A4.9 

		Any other people who can be considered vulnerable in the context of this project 

		☐ 

		☐ 



		Please justify the inclusion of the above people (if applicable), explaining why the research cannot be conducted on non-vulnerable people. 



		A4.10 

		 

 

 

 

(this box should expand as you type) 



		Please give details of extra steps taken to assure the protection of vulnerable people participating in the research.  You should describe any arrangements to be made for obtaining consent from a legal representative. 



		A4.11 

		 

 

 

 

(this box should expand as you type) 



		It is the researcher’s responsibility to check whether a DBS check (or equivalent) is required and to obtain one if it is needed. Please confirm: 



		A4.12 

		DBS Check required?  

		YES 

		NO 



		

		

		☐ 

		☐ 



		A4.13 

		DBS certificate obtained?  

		YES 

		NO 

		N/A 



		

		

		☐ 

		☐ 

		☐ 





 

 	 

Return to the 

 	 	 	 main form 

 

 

 

APPENDIX 5: Research Involving Animals 

		The use of animals in research is tightly governed and monitored by law and by the Home Office, specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice and processes. The Act regulates procedures that are carried out on protected animals for scientific or educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for example involving routine veterinary practice or clinical veterinary research, may still require external ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s) conform to the appropriate regulatory framework or legislation, and have approval from their local Research Ethics Committee. Any such work must follow the guidance of the National Centre for the Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs.  In all cases, advise must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by research collaborators in partnership with UWTSD. This should be at the very early stages of research design, so that an appropriate due diligence exercise can be undertaken. 



		Will the research involve any work with any of the following animals (including observation in their natural habitat) 

		YES 

		NO 



		A5.1 

		Any living vertebrates, other than humans? 

		☐ 

		☐ 



		A5.2 

		Any living cephalopods? 

		☐ 

		☐ 



		A5.3 

		Has INSPIRE undertaken an initial due diligence exercise? 

		☐ 

		☐ 



		A5.4 

		Due diligence assessment appended to this application? 

		☐ 

		☐ 



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE.  



		A5.5 

		 

 

(this box should expand as you type) 





 

 	 

Return to the 

 	 	 	 main form 

 

 

 

APPENDIX 6: Research with Staff or Offenders in Prison Establishments and Probation Services  

 

		Research with staff and/or offenders in prison establishments, the Probation Service or within His Majesty’s Prison and Probation Services requires additional approvals. 



		Will the research involve any of the following? 

		YES 

		NO 



		A6.1 

		Staff in prison establishments 

		☐ 

		☐ 



		A6.2 

		Offenders in prison establishments 

		☐ 

		☐ 



		A6.3 

		The Probation Service 

		☐ 

		☐ 



		A6.4 

		His Majesty’s Prison and Probation Services 

		☐ 

		☐ 



		All re

		searchers wanting to conduct research with staff and/or offenders in prison establishment

		s, the 

		



		Proba

		tion Service regions or within HM Prison and Probation Service (HMPPS) Headquarters 

		are 

		



		requir

		ed to formally apply for research approval to the HMPPS National Research Committee 

		NRC). (



		



		Befor

		e doing so, INSPIRE must undertake an initial due diligence exercise. If you have not co

		ntacted 

		



		INSPI

		RE, please do so immediately. If YES to any of the above, please confirm: 

		

		



		A6.5 

		Has INSPIRE undertaken an initial due diligence exercise? 

		☐ 

		☐ 



		A6.6 

		Have you applied to the HMPPS National Research Committee (NRC)? 

		☐ 

		☐ 



		A6.7 

		Has HMPPS National Research Committee approval been granted? If yes, please append to this application.  

		☐ 

		☐ 



		A6.8 

		Due diligence assessment appended to this application? 

		☐ 

		☐ 



		Pleas

		e provide a summary of the due diligence exercise, noting arrangements for compliance with the 



		neces

		sary regulatory frameworks and legislation. Please append the full due diligence assessment from 



		INSPI

		RE.  



		A6.9 

		 

 

 

 

 

(this box should expand as you type) 





 

 	 

Return to the 

 	 	 	 main form 

 

 

 

APPENDIX 7:  Health and Social Care Research  

		All health and social care research must have a sponsor as defined by the Health Research Authority UK Policy Framework for Health & Social Care.  The University will under no circumstances act as the sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics Committee). In all cases, therefore, an appropriate collaborating partner must lead the research.  Any health and social care research therefore requires an initial due diligence exercise, which will be undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has the capability to undertake the research, either independently or in collaboration with research partners. This will include advice on suitable collaborative arrangements and the appropriate involvement of 

UWTSD researchers in the proposed research study.  This is likely to apply to the following areas: 



		Will the data processing involve: 

		YES 

		NO 



		A7.1 

		Participants who have been recruited on the basis of medical and health conditions, life stage or other physical or mental attribute. 

		☐ 

		☐ 



		A7.2 

		Participants who will engage in physical exercise, activity or exertion of any kind, or who use exercise equipment, assistive devices or other apparatus for the purposes of the research study. This includes interventions that are minimally invasive. 

		☐ 

		☐ 



		A7.3 

		Patients and users of the NHS (including NHS patients treated in the private sector). 

		☐ 

		☐ 



		A7.4 

		Individuals identified as potential participants because of their status as relatives or carers of patients and users of the NHS. 

		☐ 

		☐ 



		A7.5 

		Patients who are cared for in private and voluntary sector nursing homes. 

		☐ 

		☐ 



		A7.6 

		Confidential patient information. 

		☐ 

		☐ 



		A7.7 

		Clinical trial of a medicinal product or medical device. 

		☐ 

		☐ 



		A7.8 

		Access to organs or other bodily material of past and present NHS patients, or any material consisting of or containing human cells. 

		☐ 

		☐ 



		A7.9 

		Use of human tissue (including non-NHS sources) where the collection is not covered by a Human Tissue Authority licence. 

		☐ 

		☐ 



		A7.10 

		Foetal material and IVF involving NHS patients. 

		☐ 

		☐ 



		A7.11 

		The recently deceased under NHS care. 

		☐ 

		☐ 



		A7.12 

		NHS staff or premises. 

		☐ 

		☐ 



		A7.13 

		Practising midwives conducting a clinical trial. 

		☐ 

		☐ 



		A7.14 

		Investigational medicinal product. 

		☐ 

		☐ 



		A7.15 

		Medical devices that are not CE-marked or CE-marked medical devices that have been modified or are being used for a new purpose. 

		☐ 

		☐ 



		A7.16 

		Exposure to ionising radiation. 

		☐ 

		☐ 



		A7.17 

		Other health and social care related research. 

		☐ 

 

		☐ 

 



		Please specify  

 

 

 

(this box should expand as you type) 

		

		



		Researchers proposing to work on projects involving health and social care research must check whether their study meets the HRA definition of research and whether it should undergo ethics review by a NHS Research Ethics Committee. If you have answered YES to any of questions A7.1-A7.17 then this is likely 



		to be the case and sponsorship by a third party will be required. This can be checked via the Health Research Authority’s Decision Tool : https://www.hra-decisiontools.org.uk/research/   



		A7.18 

		Does the research meet the HRA definition of research? 

		YES  

		NO 

		N/A 



		

		

		☐ 

		☐ 

		☐ 



		A7.19 

		Is the Research being sponsored by a collaborating partner? 

		YES  

		NO 

		N/A 



		

		

		☐ 

		☐ 

		☐ 



		A7.20 

		Has NHS ethics approval been granted? 

		YES  

		NO 

		N/A 



		

		

		☐ 

		☐ 

		☐ 



		A7.21 

		Has INSPIRE undertaken an initial due diligence exercise? 

		YES  

		NO 



		

		

		☐ 

		☐ 



		Please provide a summary of the due diligence exercise, noting arrangements for compliance with the necessary regulatory frameworks and legislation. Please append the full due diligence assessment from INSPIRE. If you have not contacted INSPIRE, please do immediately.  



		A7.22 

		 

 

 

 

 

(this box should expand as you type) 





 

		A7.23 

		Have you been granted NHS ethical approval? 

		YES 

		Click to continue to 

Section R 

		NO 

		Return to the main form 





 

 

 

APPENDIX 8: Export Control for Research with Potential Military End Uses 

		Export controls apply to the physical, electronic or oral transmission outside the UK of applied research, sensitive technology, software and equipment that could potentially be misused, either directly or indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers must actively manage the risks of these being misused to fuel conflict, threaten national security, support terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction.  UWTSD’s Export Control Policy provides a clear six step process to determine if your research is covered by export controls. Please complete the following screening to judge if you need to compete a full export control assessment. If you are in any doubt, then please contact INSPIRE. Any research in UWTSD involving the following high-risk areas must be screened. 

Will the research involve: 



		Defence 

		YES 

		NO 



		A8.1 

		Military equipment and munitions 

		☐ 

		☐ 



		A8.2 

		Defence equipment, including satellites 

		☐ 

		☐ 



		A8.3 

		Technical data, including some border and port information 

		☐ 

		☐ 



		A8.4 

		Dual use research 

		☐ 

		☐ 



		Materials and Technologies 

		YES 

		NO 



		A8.5 

		Nuclear materials, facilities and equipment 

		☐ 

		☐ 



		A8.6 

		Chemicals, microorganisms and toxins 

		☐ 

		☐ 



		A8.7 

		Electronics design, development and production 

		☐ 

		☐ 



		 A8.8 

		Computers 

		☐ 

		☐ 



		A8.9 

		Telecommunications 

		☐ 

		☐ 



		A8.10 

		Sensors and lasers 

		☐ 

		☐ 



		A8.11 

		Navigation and avionics 

		☐ 

		☐ 



		A8.12 

		Marine technology 

		☐ 

		☐ 



		A8.13 

		Composite materials 

		☐ 

		☐ 



		A8.14 

		Aerospace and propulsion 

		☐ 

		☐ 



		Sensitive Information 

		YES 

		NO 



		A8.15 

		Cryptology 

		☐ 

		☐ 



		A8.16 

		Counterterrorism 

		☐ 

		☐ 



		A8.17 

		Counternarcotics 

		☐ 

		☐ 



		A8.18 

		Cyber-related 

		☐ 

		☐ 



		A8.19 

		Non-proliferation 

		☐ 

		☐ 



		A8.20 

		Transnational criminal organisations 

		☐ 

		☐ 





 

 

		Genetic Resources 

		YES 

		NO 



		A8.21 

		Genetic material of actual or potential value 

		☐ 

		☐ 



		A8.22 

		Organisms, or parts thereof 

		☐ 

		☐ 



		A8.23 

		Populations (or organisms) 

		☐ 

		☐ 



		A8.24 

		Other biotic components of ecosystems 

		☐ 

		☐ 



		A8.25 

		Domesticated or cultivated species in which the evolutionary process has been influenced by humans 

		☐ 

		☐ 





 

		Will you be exporting military or dual-use technology, now or possibly in the future? This information may take many forms, including: 

		YES 

		NO 



		A8.26 

		Physical transfer of goods, technologies, material or equipment 

		☐ 

		☐ 



		A8.27 

		Blueprints 

		☐ 

		☐ 



		A8.28 

		Plans 

		☐ 

		☐ 



		A8.29 

		Diagrams 

		☐ 

		☐ 



		A8.30 

		Models 

		☐ 

		☐ 



		A8.31 

		Formulae 

		☐ 

		☐ 



		A8.32 

		Tables 

		☐ 

		☐ 



		A8.33 

		Engineering designs and specifications 

		☐ 

		☐ 



		A8.34 

		Manuals and instructions 

		☐ 

		☐ 



		A8.35 

		Software 

		☐ 

		☐ 



		A8.36 

		Know-how 

		☐ 

		☐ 





 

		Will your project transfer technology using any of the following physical methods? 

		YES 

		NO 



		A8.37 

		USB flash drives 

		☐ 

		☐ 



		A8.38 

		Portable hard drives 

		☐ 

		☐ 



		A8.39 

		Laptops 

		☐ 

		☐ 



		A8.40 

		Tablets 

		☐ 

		☐ 



		A8.41 

		Intangible forms by using electronic media, such as email, phone storage and cloud file sharing 

		☐ 

		☐ 



		A8.42 

		Physical exports 

		☐ 

		☐ 





 

		Will your project involve any of the following? 

		YES 

		NO 



		A8.43 

		Oral transfer by phone or videoconferencing or presentations 

		☐ 

		☐ 



		A8.44 

		Travelling overseas for any purpose, while unintendingly carrying any of the above. 

		☐ 

		☐ 



		A8.45 

		Will you be hosting foreign visitors? 

		☐ 

		☐ 





 

 


		If you answer YES to any of questions A8,1-A8.45 then you should complete a full export control assessment and append that to this application. Before doing this please contact INSPIRE who will advise further. 

		YES 

		NO 



		A8.46 

		Full export control assessment required? 

		☐ 

 

		☐ 

 



		A8.47 

		Full export control assessment completed? 

		☐ 

 

		☐ 

 



		A8.48 

		Full export control assessment appended? 

		☐ 

 

		☐ 

 





 

 	 

Return to the 

 	 	 	 main form 
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