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Abstract
This research aims to explore the effect of digital marketing strategies on consumer conversion towards organic product in Bangladesh. It examines the digital marketing channels that are utilized by organic businesses, influences on consumer acceptance, the impact of social media, content marketing, influencer marketing and e-commerce, and the contextual challenges and opportunities to adoption. Evidence from academic databases and relevant grey literature was used to undertake a Systematic Literature Review (SLR), and then thematic synthesis and narrative analysis was performed. The results show that digital marketing can raise awareness, educate consumers, enhance social influence and add to the convenience of consumer purchases. But it is only effective if consumers trust it, if it can be credibly certified, if it is affordable, if it is available and the delivery of the service is reliable. In the context of Bangladesh, health and food-safety concerns are given special attention. The study concludes that an integrated, trust-based and culturally appropriate digital marketing ecosystem is needed to promote more organic product consumption, along with more robust certification and supply chains. 
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CHAPTER 1: INTRODUCTION 
1.1 Background and Problem Statement
The organic food market has been experiencing a growth period like never before in the last two decades because consumers have greater awareness of different health, environment and food safety issues. The market is estimated to be worth USD 220 billion in 2021 and is projected to grow by 12.2% CAGR to USD 620 billion by 2030 (Grand View Research, 2022). Consumers' attitudes towards sustainable and healthy consumption are changing, particularly in developed markets where products that are good for the environment are now mainstream (Willer and Lernoud, 2019; Rana and Paul, 2017).
In this global phenomenon, Bangladesh is a paradoxical situation. Despite being largely absent from the mainstream market, agriculture is a major contributor to the GDP accounting for nearly 40% of the working population in Bangladesh (Bangladesh Bureau of Statistics, 2021) and there is definitely a growing awareness of the health benefits amongst urban consumers of organic products in Bangladesh (Islam et al., 2020). This disparity is a major hurdle and an opportunity to agricultural development and public health improvement that needs to be overcome.
Intensive agriculture (high input of pesticides and fertiliser) has resulted in major health and environmental hazards. A few studies have reported the presence of pesticides in vegetable, fruits and in the major crops with concentration exceeding the recommended safe limit (Chowdhury et al., 2013; Alam et al., 2020); environmental degradation continues to threaten the sustainability of agriculture for the future. With the increased awareness of health consciousness and increased food safety concerns in recent years particularly among the rising middle class in Bangladesh, the market for organic alternatives has been expanding (Sarker and Itohara, 2008; Amin and Tarun, 2020).
Simultaneously, Bangladesh has digitised at a rapid pace to such a degree that it has transformed the communication in the country altogether. By 2022, over 100 million people had already become Internet users, about 60% of the population, and in urban and semi-urban areas, there was a high rate of smartphone penetration (Bangladesh Telecommunication Regulatory Commission, 2022). Digital revolution has unparalleled opportunities to gain market access and consumer engagement (Hossain et al., 2020; Akter et al., 2021).
Despite this, Bangladesh's adoption of organics is quite low compared to potential (Rahman et al., 2021) as there are several factors contributing to this.However, although all this factors converged in favour of organic, the situation of adoption of organic products in Bangladesh was still not as expected, standing much below potential (Rahman et al., 2021). The current understanding of the impact of specific digital marketing strategies on the Bangladeshi consumers' adoption behaviour is insufficient.
Previous studies have shown that there are several important gaps. Literature that has been developed on the effectiveness of digital marketing has been found to be predominantly in developed markets (Tuten and Solomon, 2017; Ryan, 2016) where there are different infrastructures and consumer behaviour than emerging markets. Secondly, although much research is available on consumers' reactions to organic products globally (Aertsens et al., 2009; Hughner et al., 2007), there is a lack of studies that integrated the findings with DMS in the context of Bangladesh (Islam et al., 2020; Amin and Tarun, 2020).
Third, the effects of digital marketing in Bangladesh may be moderated by certain issues, especially unique to the country, like digital literacy, the use of digital platforms, distrust in online shopping, price sensitivity, and preferred modes of communication, as highlighted by Shareef et al. (2019). Fourthly, some organic businesses have proven to be successful through digital marketing, but there was a lack of systematic empirical evidence to find out their successful practice and best practice (Bala & Hossain, 2021).
This lack of understanding has important ramifications for organic producers, marketers, e-commerce retailers and policymakers as well as consumers. The study of their impacts on the adoption of organic products among the consumers of Bangladesh is one of the key research gap of immense practical relevance to development of sustainable agriculture and understanding of the moderating contextual factors.
1.2 Research Aim
The first objective of this study is to review the impact of digital marketing strategies on the adoption of organic products by the consumers in Bangladesh.
1.3 Research Objectives
Based on the above research purpose, the following research aims are set in this research are:
RO1: Identify and explain the current digital marketing strategies, channels and tactics of the organic product companies in the context of Bangladesh.
RO2: To Identify the demographic, psychographic and behavioural factors affecting consumers in the adoption of organic products in the context of digital marketplace in Bangladesh.
RO3: To assess the efficacy of different digital marketing tools such as social media marketing, e-commerce, content marketing and influencer marketing in helping organically adopt the products among the Bangladeshi consumers.
RO4: To get knowledge about the moderating role of context barriers and enablers between Digital marketing campaign and adoption of organic product in the context of Bangladesh socio-economic, cultural and technological.
RO5: To synthesize the research results to draw actionable conclusions that can help shape the practices of organic producers, digital marketers and policy makers aiming to speed up the organic product uptake in Bangladesh.
1.4 Research Questions
The research has been divided into 5 research questions:
RQ1: What digital marketing strategies, platforms and channels are currently employed by organic product business in Bangladesh?
RQ2: What are the attributes and consumer behaviour related to acceptance and adoption of organic products in the digital market places in Bangladesh?
RQ3: How effective specific digital marketing strategies are to promote the adoption of organic products among the consumers of Bangladesh?
RQ4: What are the contextual problems and opportunities of digital marketing program and adoption of organic products in Bangladesh?
RQ5: What are the recommendations that can be given based on evidence from the literature to establish the effectiveness of digital marketing to promote the adoption of organic products in Bangladesh?
1.5 Significance and Relevance of the Study
This research aims to fill a crucial gap in knowledge in the digital marketing, sustainable consumption and emerging markets.
Practicality: This study gives practical implication to the research practitioners. Organic farmers get scientific knowledge regarding the measures that can aid them to be successful in digital marketing in an resource deprived setting (Kaur & Kaur 2020). Understanding the consumer behaviour patterns and preferences on platforms with the awareness of Bangladeshi culture is the task for digital marketers. A set of features and trust mechanisms suitable for organic product transactions can be identified within the ecommerce platforms.
Policy relevance: The research offers information to guide government policies that promote growth of organic agriculture. By grasping these ways digital channels are able to break down traditional market constraints, policymakers can develop specific support systems, like digital literacy programmes, certification systems, and producer capacity-building efforts (Khalil and Ardila, 2016).
There are a number of socio-economic impacts of the adoption of organic products. This helps consumers to access safer and healthier food, while also minimising their exposure to pesticides (Alam et al., 2020). Organic farming farmers get lower exposure to chemicals and may improve their economic outcomes (Sarker and Itohara, 2008). Environmental value is achieved as chemical pollution is reduced and biodiversity is increased (SDG 12: Responsible consumption, SDG 3: Good health).
Bangladesh focus: is relevant to a significant research gap. Because of the blend of agricultural practices and challenges in digitalisation and development issues, the context of Bangladesh is highly distinctive and merits special academic interest. The lessons learnt can be transferred to other South Asian countries going through a digital transformation.
1.6 Brief Research Methodology
This research adopts a methodology of systematic literature review (SLR) which has a transparent and sound procedure in synthesizing the existing secondary evidence (Tranfield et al., 2003; Denyer and Tranfield, 2009). The systematic review provides the opportunity for synthesizing the distributed knowledge across disciplines and for developing evidence-based recommendations (Petticrew and Roberts 2006).
The search is carried out according to the recommended search strategies in the used academic databases (Google Scholar, Scopus, Web of Science, EBSCO Business Source Complete, Emerald Insight, ScienceDirect and Proquest), and in grey literature databases. The terms that are used in this search are a blend of the terms related to digital marketing, organic product idea and geographical terms related to Bangladesh (Kitchenham & Charters, 2007).
Sources span publications that focus on digital marketing and organic consumption from 2013 to 2024, and that are specifically related to emerging market contexts and written in English. The adapted Critical Appraisal Skills Programme (CASP) criteria (CASP, 2018) which focus on methodological rigour and contextual relevance are used in quality assessment. Data extraction gathers the bibliographic information, research goals, methods and outcomes. Analysis is in line with the thematic synthesis methodology, which involves coding, theme development and generation of analytical insights (Thomas and Harden, 2008; Braun and Clarke, 2006).
In the philosophical perspective, the interpretivist perspective is as interactionist, where the effectiveness of digital marketing and the phenomenon of consumer behavior is socially constructed phenomena whose meanings are related and influenced by contextual factors and cultural meanings (Saunders et al., 2019).
1.7 The structure of the Dissertation is broken down as follows:
The rest of this dissertation is structured in five other chapters:
Chapter 2: Literature Review explains a comprehensive review of three major areas that are related to this study; digital marketing strategies in emerging markets, organic product consumer behaviour and digital infrastructure and cultural factors in Bangladesh.
Chapter 3: Research Methodology provides detailed justification of systematic literature review approach, gives an explanation of the philosophical foundations, explains the search strategy and explains the method used in thematic analysis.
The findings, analysis and discussion are presented in Chapter 4, which is themed around the research questions, digital marketing strategies identified, consumer factors, evidence of effectiveness and contextual barriers. They present the key findings and critically analyse and discuss them with regard to the appropriate theoretical models and the literature. It also reflects on the implications of the results, on the limits of the present research, and on research paths for the future.
Chapter 5: Conclusion and Recommendations summarizes the primary findings, provides recommendations for practice and policy and considers the state of knowledge and practice as a result of the research.

CHAPTER 2: LITERATURE REVIEW 
2.1 Introduction
The literature review in this chapter critically examines the literature pertaining to the study of the role of digital marketing in promoting consumer adoption of organic products in the context of Bangladesh. It analyzes three related aspects: digital marketing strategies and their performance in emerging markets; attitudes, motivations and barriers that impact on the adoption of organic products; and technological, economic and cultural characteristics of Bangladesh. The chapter examines the use of social media, content, influencer marketing, online advertising and e-commerce, as well as the factors that affect consumer awareness, trust, attitudes, purchase intentions and adoption. It ends with the definition of the conceptual framework for the systematic literature review and the formulation of the research gaps.
2.2 Digital Marketing Strategies: Components, Applications and Effectiveness
2.2.1 Digital Marketing Landscape
Digital marketing is a complete transformation in the communication and value that organisations provide to consumers (Chaffey and Ellis-Chadwick, 2019). It is an "adaptive, technology-driven co-creation, communication, delivery and sustainment of value process between firms and customers/partners that includes all stakeholders" (Kannan and Li 2017, p. 23). It highlights the fact that digital marketing communications are interactive and collaborative, unlike traditional one-way marketing communications.
Digital marketing is comprised of different types of digital marketing including search engine marketing, social media marketing, content marketing, email marketing and mobile marketing (Chaffey and Ellis-Chadwick, 2019). Each has unique strengths and benefits for various marketing goals, marketing audiences and budgets. Digital marketing evolution has been one of the sophistication in digital marketing from simple website to complex and data-driven, omnichannel approach, as explained by Dwivedi et al. (2021). In recent systematic reviews, digital transformation in marketing has been shown to be a key driver in the reconfiguration of business value creation and delivery in both developed and emerging markets (Cioppi et al., 2023; Athaide et al., 2025). But the adoption and effectiveness rate is different from place to place and varies according to the economic background (Dwivedi et al., 2021).
The key of content marketing is creating value and relevance for engagement and retention of customers (Chaffey and Ellis-Chadwick, 2019). Content marketing is a marketing approach that does not promote products but is a more genuine approach that provides value. It has been observed that in case of the organic product market development with the significance of the consumer education and creation of awareness, this strategy is proved to be effective (Kaur and Kaur, 2020). Digital marketing efforts that focus on educational content and sustainability stories have been especially successful for brands in the food and beverage industry who are also pursuing sustainability goals (Soodan et al., 2026).
2.2.2 Digital Marketing in Emerging Market Contexts
Digital marketing activities are essentially dependent on digital infrastructure. Internet connectivity, which has emerged as a critical medium in Bangladesh and notably reached over 100 million users representing half of its total population, has been steadily growing over the past few years (Bangladesh Telecommunication Regulatory Commission, 2022). But there are still wide disparities between urban and rural areas, with higher penetration in urban areas, and lower internet speeds than in developed markets (Hossain et al., 2020). This is an infrastructure limitation that will affect the ability to provide rich marketing material, such as video.
Trust is an important issue when dealing with digital contexts in emerging markets. In the case of Bangladesh, Shareef et al. (2019) revealed that consumers' trust in online vendors is significantly lower than the consumers of developed markets because of issues related to authenticity of the product, security of payment and reliability of delivery. Trust building and formalizing a production chain for organic products is also crucial, it forms part of the value chain, and can be difficult to achieve through digital channels (Rahman et al., 2021). Multifaceted approaches are essential for fostering consumer trust in e-commerce, such as transparent return policies, verified seller credentials, secure payment gateways, and product quality standards, as highlighted by recent studies on the e-commerce landscape in Bangladesh (Kundu et al., 2024).
2.3 Consumer Behaviour Towards Organic Products: Determinants and Barriers
2.3.1 Motivations for Organic Product Consumption
Health motivations have been consistently found in a range of studies and contexts and have been identified by Aertsens et al. (2009) and Rana & Paul (2017). Consumers think that organic products are healthier since they are not contaminated by pesticides, are more nutritious and do not contain additives. Parents purchasing for their children are especially driven by the health benefit, to minimize their children's exposure to potentially harmful chemicals (Hughner et al., 2007). Empirical studies in recent years still have various contexts that prove health consciousness is the leading determinant of purchase intention of organic products (Gundala and Singh, 2021; Wang et al., 2020; Nguyen-Viet, 2022).
Among consumers, environmental concerns like the risk of pesticide pollution, soil degradation and biodiversity loss also play an important role (Aertsens et al., 2009). These consumers feel they are making a choice that reflects their values in the purchase of organic products, values relating both to the environment and sustainable farming systems. Hughner et al. (2007) found that environmental motivations are more likely to have a strong influence on segments that have high education levels and high environmental concern, but less likely to have an influence than health motivations. According to Wang et al. (2020), environmental consciousness plays a mediating role between it and purchase intention of the organic product and this relationship is moderated by price sensitivity.
Food safety concerns are the main factor influencing the consumption of organic food, particularly with regard to the presence of pesticides and bacteria, which have threatened the trust in conventional food systems in the wake of food safety scandals (Rana and Paul, 2017). This motivation is especially applicable in Bangladesh where several studies have reported high levels of pesticide residues in vegetables and fruits that are above safe limits (Chowdhury et al., 2013; Alam et al., 2020). The WQA has recently been used to report on high levels of pesticides in vegetables in Bangladesh in comprehensive studies (Paul et al., 2025; Momtaz and Khan, 2024; Islam et al., 2021).
2.3.2 Barriers to Organic Product Adoption
Lack of trust and skepticism in organic certification and labelling systems can hinder, especially in situations where there is low consumer trust in certification (Tandon et al., 2020). Consumers question if products that are labelled "organic" are really organic and if standards are rigorous enough to ensure that the product is really organic. This uncertainty is particularly pronounced in developing countries where the regulatory environment is deemed to be weak (Rana and Paul, 2017). Amin and Tarun (2020) found that 68% of the consumers knew about the organic products in Bangladesh, but the major hurdles were their skepticism about the organic claims and the lack of information about identification of real organic products. This trust in organic certification, organic producers, and digital platforms selling organic products has been substantiated by recent studies in Bangladesh which found that these are the key factors that influence purchase intention (Kabir and Islam, 2022; Rahman et al., 2021).
2.3.3 Organic Consumer Behaviour in Emerging Markets
In emerging markets, the importance of health is even stronger than in the developed ones, and food safety issues are even more significant due to the low level of food safety regulations and the aforementioned food safety scandals (Rana and Paul, 2017). In comparison, environmental motivations are usually less significant and this suggests that the environmental motives are not as strong in most emerging economies.
Trust is also more difficult to win in emerging markets, where organic certification systems are not as developed, and the regulatory oversight is less (Tandon et al., 2020). Consumers show high skepticism towards the use of organic labels, and high preferences for trust building mechanism, including direct relationships with the farmer, and/or transparency in the supply chain.
In a survey of 384 urban consumers in Dhaka city, Bangladesh, Islam et al. (2020) found that health awareness, environment awareness, and subjective norms had positive impact on purchase intention while perceived high price and limited availability had negative impact. The most significant factor was health awareness and next was environmental concern. However, there is still attitude-behaviour gap as consumers reported good attitudes but the actual purchase was still few. Rahman et al. (2021) reported that trust in the digital channel can be achieved through information, non-disclosure of certification, secure payments and delivery reliability.
2.4 The Bangladeshi Context: Digital Infrastructure, Organic Market, and Cultural Factors
2.4.1 Bangladesh's Digital Transformation
Presently, the use of mobile internet is prevalent with more than 95% of internet users accessing predominantly via their smartphones instead of computers (Bangladesh Telecommunication Regulatory Commission, 2022). This mobile-centric nature has had a profound effect on digital marketing by conveying the need for mobile-friendly content and user experiences. This is particularly true of social media, as more than 44 million people use Facebook (Statista, 2022). The results obtained from the study of Islam et al. (2021) revealed that the Facebook marketing had significant positive influence on the purchase intention of Bangladeshi consumers and brand trust was revealed to be a moderating variable between the Facebook marketing and the purchase intention of Bangladeshi consumers.
2.4.2 Agriculture and Food Safety Challenges
In Bangladesh, 11.22% GDP is generated through agriculture and around 40% of the labour force is engaged in agriculture (Bangladesh Bureau of Statistics 2021). The sector is known as a high cultivation, heavy use of chemical fertilizers and pesticides, and high production per unit area (Rahman, 2018).
The heavy on the use of agrochemicals has resulted in severe environmental and health problems. It has been found in several studies that vegetables and fruits contain amounts of pesticide that exceed the safe levels of consumption (Chowdhury et al., 2013; Alam et al., 2020). Chowdhury et al. (2013) found traces of 19 types of pesticides in vegetables samples collected from the markets of Dhaka and among the 21% of the samples, 21% of the samples exceeded the MRLs. This has heightened consumers' concerns regarding food safety, and may provide an opportunity for Certified Organic alternatives (Alam et al. 2020).
Detailed surveys still reveal high levels of pesticides in recent years. In a recent 10-year systematic review of pesticide contamination in Bangladeshi vegetables, Paul et al. (2025) reported that 43% of the samples were found to be above the maximum residue limits, with OPs and carbs being the most common residues detected. Momtaz and Khan (2024) studied the residues of chlorpyrifos in three vegetable samples: cauliflower, cabbage, and eggplant, detecting residues exceeding safe limits in 38% of the samples, which is between 2-5 times the safe limit. Islam et al. (2021) determined pesticide residues in fresh vegetables of local markets and computed health risk quotient (HRQ) values of pesticides that were higher than the safe limit for children and the vulnerable population. Digital marketing can convey this message to health-conscious consumers, offering an excellent reason for organic alternatives to these continuous food safety concerns.
2.4.3 The Organic Market in Bangladesh
The organic agriculture sector in Bangladesh is still in the infant stage as only 1% of the total agricultural land is under certified organic agriculture production (Willer and Lernoud, 2019). The results indicated that farmer education, extension services and training were positive factors in organic farming while technical knowledge and certification costs were negative factors, along with limited market access. (Sarker and Itohara, 2008).
The organic food market is underdeveloped with low levels of formal retail presence and large percentage of direct marketing outlets and specialty stores (Islam et al., 2020). In some of the major cities some dedicated organic stores have sprung up, mainly targeting upper middle class and affluent consumers. Now, digital platforms are beginning to open up paths for marketing organic products and the producers can have direct contact with the consumers and build more trust through transparency (Rahman et al., 2021).
But there are a number of limitations that hinder the development of the organic market. The cost of certification is significant, especially for small-scale producers, as are the costs of international certification and the less developed nature of local certification systems (Sarker and Itohara, 2008). Consumer awareness is low and hence the market demand is low, and consumer scepticism to the organic claims creates trust barriers (Islam et al., 2020). They pose both obstacles and opportunities in the path of digital marketing interventions which can create awareness, educate consumers, create trust through transparency, and provide direct distribution channels that transcend traditional retail constraints.
2.4.4 Cultural Factors Influencing Digital Marketing
The Digital Marketing Strategies in Bangladesh are influenced by several cultural factors of the society. Collectivism and family decision making is part of the culture and sometimes purchases are made by more than one member of the family (Shareef et al., 2019). This indicates that the messages about family health and children's wellbeing may be very powerful.
In Bangladeshi business, trust and personal relationships are of major significance as consumers tend to do business with known and trusted sellers (Rahman et al., 2021). It offers opportunities and challenges for digital marketing, including the potential to influence with trusted people influencers and engage in community building.
Social influence has a significant impact on consumption behavior; the behavior of reference groups influences consumer behavior, and social norms (Islam et al., 2021) influence consumer behavior. This suggests that the social tactics that have proven to be effective for creating social acceptability of organic consumption are testimonials, user reviews, and influencers' endorsements. Moreover, religious aspects such as purity and wholesomeness (Shareef et al., 2019) can influence the perception and receptivity of digital marketing messages of organic products. Studies conducted recently demonstrate that religious consciousness positively impacts the intention to use mobile organic food delivery applications in Bangladesh; hence, messages that are congruent to religious values of purity and wholesome food consumption can prove beneficial in improving the effectiveness of digital marketing (PMC Bangladesh study, 2023).
2.5 Conceptual Framework
[image: ]

2.6 Conclusion of Chapter
After conducting a thorough literature review of 50+ high quality academic studies, this study identified several gaps in the literature which are addressed in this study.



CHAPTER 3: RESEARCH METHODOLOGY
3.1 Introduction
The methodology used to investigate the effect of digital marketing strategies on organic product adoption in Bangladesh is explained in this chapter. It lays the philosophical foundations, research design, analysis of research, literature search, selection, quality appraisal, data extraction, limitations, and ethical protection for the systematic literature review (SLR). It is important that the methodological transparency and rigour are present as a review based on secondary evidence should provide evidence that the conclusions are based on a systematic and defensible process and not on selective reading (Saunders et al., 2019). The methodology is the bridge that connects the research questions, evidence and conclusions, therefore, the credibility of the overall study (Creswell and Creswell, 2018). The study explores five related research questions related to digital marketing strategies, consumer behaviour, digital marketing strategy effectiveness, contextual factors and the recommendations of the stakeholders. An SLR is suitable as the evidence is dispersed in digital marketing, consumer behaviour, sustainable consumption, emerging-market studies, ecommerce and food safety. Systematic review methods involve explicit procedures for identification, selection, appraisal and synthesis, which help to minimise the risks related to unsystematic literature selection (Petticrew and Roberts, 2006; Kitchenham and Charters, 2007). The review aims to therefore move from the wide range of evidence gathered in Chapter 2 to coherent and contextually appropriate findings.
3.2 Research Philosophies and Assumptions
Research philosophy refers to the underlying assumptions of knowledge, reality and values and forms the basis for research design and interpretation (Saunders et al., 2019). This study follows Crotty (1998) in taking a view that involves ontological, epistemological and axiological perspectives. Overall it's interpretivist, as the behaviour of the consumers and the effectiveness of the marketing are socially constructed and are therefore context dependent.
3.2.1 Ontological Position
The study uses the approach of a relativist ontology. This implies that the effectiveness of digital marketing and adoption of organic products is not a market-wide phenomenon, because its causes and effects are different in various markets. Rather, cultural norms, economic conditions, technological infrastructure, social structures and institutional arrangements (Bryman, 2016; Dwivedi et al., 2021) influence the meanings, attitudes and behaviours. Thus, a strategy which is effective in an established market in the West is not necessarily going to be effective in Bangladesh.
The contextual variation is demonstrated in the evidence found in Chapter 2. Gundala and Singh (2021) analysed the consumers in the United States and found that health benefits and environmental protection were important and found to be the strongest factor among the consumers of Bangladesh as reported by Kabir and Islam (2022) with the coefficient of β=0.42 and β=0.26 respectively. Similarly, Mustaqeem and Sarder (2024) also found that digital marketing is having a significant impact on businesses such as sales and customer reach among the Bangladeshi SMEs. These disparities help confirm the hypothesis of digital marketing operating based on contextualized processes instead of laws.
Contextual factors - which are relevant in the examination of Research Objective 4 - are especially relevant for the relativist position. There are unique technological, economic, cultural and regulatory settings in Bangladesh. These involve mobile first digital use, digital illiteracy, price sensitiveness, purchasing power limitations, collectivist decision making, religious and social values, certification shortcomings and food safety concerns (Shareef et al., 2019; Paul et al., 2025). Within a relativist ontology these conditions can then be considered as moderators of the effectiveness of marketing and not as background factors.
3.2.2 Epistemological Position
EPISTEMOLOGICAL PERSPECTIVE: Interpretativist. Interpretivism see knowledge as a meaning and experience derived from social phenomena and that these meanings are located in specific social contexts (Saunders et al., 2019). This makes sense, since the study aims to gain an insight into the reasons behind choosing organic products, the level of trust, health and environmental values and the meaning of the products and digital commerce.
There has been significant methodological variation, such as quantitative surveys and structural equation modelling (SEM) (Kabir and Islam, 2022; Zheng et al., 2021; Nguyen-Viet, 2022; Tamirat, 2023), qualitative thematic research, mixed methods studies, laboratory investigations and systematic reviews. The review does not simply aggregate the findings of the various types of evidence but rather it infers patterns or contingencies from across these various types of evidence. However, in some instances, health consciousness is found to have a consistent relationship with purchase intention for organics, yet the level of this relationship might differ based on context, measurement and the practical conditions within which consumers can make their purchase decisions based on their attitude (Britwum et al., 2022; Wang et al., 2020).
The researcher is therefore involved in the coding of evidence and comparison of studies and themes. This doesn't mean to say that they interpret it in an arbitrary way. Rather, the concept of interpretive judgement is limited by the explicit search procedures, quality appraisal and transparent coding and evidence-based synthesis (Braun and Clarke, 2006; Denyer and Tranfield, 2009). The methodological design, therefore, is a blend of the interpretive sensitivity and systematic discipline.
3.2.3 Axiological Position
Axiology is the theory of the role of values in research. This study acknowledges that this focus is reflective of an interest in sustainable consumption, public health and agricultural development, as discussed in Saunders et al (2019). The need for these concerns becomes all the more apparent when backed by the evidence of food safety. Paul et al. (2025) have reported that 43% of the sampled vegetables contained residues of chlorpyrifos above the maximum residue limits, and Momtaz and Khan (2024) have reported similar findings of a high proportion of samples containing residues of chlorpyrifos above safe levels. Health risks due to exposure to pesticides were also found by Islam et al. (2021).
The research thus aims to create knowledge that can be beneficial for the organic producers, consumers, digital marketers, ecommerce platforms and policy makers. Cost effective digital solutions for producers, reliable information and trustworthy certification for consumers, solutions to overcome the online uncertainty for platforms, and evidence for sustainable agriculture and food safety for policy makers are needed. However, the research does not take anything for granted with regards to the organic and/or digital marketing. Transparency of values is coupled with critical appraisal, acknowledgement of conflicting evidence and acknowledgement of practical barriers (Denyer and Tranfield, 2009).
3.3 Research Design
The research design used is Systematic Literature Review. The SLR process is a way of combining previously published evidence in an explicit, transparent and reproducible manner (Tranfield et al., 2003; Denyer and Tranfield, 2009). The objective of the study was to integrate knowledge, directly aligned with this design, which does not involve collecting a new primary dataset.
3.3.1 Rationale for Systematic Literature Review
The first choice of using an SLR is the synthesizing nature of the research questions. Existing strategies, factors, effectiveness and influences on the context must be explored, not by conducting yet another survey. The Chapter 2 evidence base comprises over 90 sources, organised into the six thematic domains, and so represents a rich evidence base that needs to be structured for comparison (Kitchenham and Charters, 2007).
Secondly, it's a multi-disciplinary topic. Digital marketing, consumer behaviour, sustainable consumption, studies done on emerging markets, information systems, e-commerce and food safety and agricultural research are relevant sources of evidence (Kannan and Li, 2017; Cioppi et al., 2023; Rana and Paul, 2017). Synthesis across disciplines can identify relationships that are not apparent in the individual disciplines. For instance, the issue of food safety in agricultural research can be linked to the organic consumption research (Kabir and Islam, 2022) and the issue of trust in agricultural studies can be linked to the consumer studies on e-commerce (Kundu et al., 2024).
Thirdly, the available research that has attempted to combine the digital marketing and organic adoption in Bangladesh is scanty. The review thus ties three streams of evidence together – first on the effectiveness of digital marketing in Bangladesh and emerging markets, second on the nature of the organic consumer behaviour in Bangladesh and South Asia, third on digital infrastructure, e-commerce and food-safety environment in Bangladesh. The same kind of evidence is available for Vietnam, India, Iran and Egypt (Nguyen-Viet, 2022; Mai et al., 2023; Bazhan et al., 2024; Elhaty et al., 2022). Not taken for granted: transferability.
Fourth, the method used in this research is SLR (subjective approach), which is compatible with the research philosophy that has been used, namely interpretivism and relativism. The focus is on uncovering patterns, relationships and boundary conditions—not on finding universal effect sizes. For instance, health consciousness can consistently be among the key determinants and its relative importance can vary by cultural and economic settings (Britwum et al., 2022; Kabir and Islam, 2022). Fifth, systematic synthesis gives a more solid ground for recommendations as conclusions can be triangulated from several studies rather than being based on the findings of a single study (Tranfield et al., 2003).
3.4 Research Approaches
Thematic synthesis with narrative configuration was used as the technique in the review. Thematic synthesis is systematic evidence synthesis procedures coupled with interpretive analysis and can be used to incorporate qualitative, quantitative and mixed evidence (Thomas and Harden, 2008).
3.4.1 Thematic Synthesis
There are three stages in thematic synthesis as described by Thomas and Harden (2008) namely: Coding the findings; Developing descriptive themes; Generating analytic themes. During the first phase, findings from each study included are coded that are relevant to the problem. For instance, Kabir and Islam (2022) offer codes related to the level of health consciousness, trust, and price and availability; and Momtaz and Khan (2024) offer codes related to pesticide detection, pesticide residues, and health risks.
In the second phase these codes are categorized into meaningful themes. Motivation can be a theme around health awareness, food-safety, environmental awareness and perceived quality. Barriers can be the theme consisting of price, availability, and gaps or scepticism. A theme for digital marketing effectiveness can be established via social media, content marketing, influencers and trust in e-commerce.
The third stage is a development of the analytical themes which identify relationships among descriptive themes. One of the analytical themes is 'trust as a linkage between digital exposure and adoption'. Digital marketing can create awareness and offer information, but in order to convert, the trust in certification, sellers, platforms, influencers and transparency of information (Eti et al., 2021; Hafez, 2021; Kundu et al., 2024) play a role. A second theme is ‘attitude-behaviour gap'. Though consumers prefer organic products, they may not be willing to buy due to the products being priced, non-availability, or the lack of confidence in the products' authenticity (Ashraf et al., 2019; Kabir and Islam, 2022; Tandon et al., 2020). These themes are used to provide background for the reasons why digital promotion may not be enough to produce adoption.
3.4.2 Integration of Multiple Study Types
Thematic synthesis is a great strength as it is able to combine different study designs. There are quantitative surveys that present statistical evidence to show the relationship between health consciousness, trust and attitudes and purchase intentions (Kabir & Islam, 2022; Zheng et al., 2021). Qualitative studies deliver understanding on the perception of authenticity, certification and the security of online. Studies use both numerical evidence and contextual explanation, these are called mixed method studies. Experimental and quasi-experimental research can provide light on the effects of interventions and case studies can show how the interventions work in practice. Laboratory studies have shown that pesticides are present in the environment and that this contamination poses risks to food safety (Islam et al., 2021; Momtaz and Khan, 2024; Paul et al., 2025). There are some broad patterns across countries as provided by existing systematic reviews (Tamirat, 2023; Britwum et al., 2022).
3.4.3 Narrative Configuration
It is beneficial to thematic synthesis to go further than just identifying the themes and organize them in a coherent way into the digital marketing configuration for organic adoption. Chapter 4 presents the five research questions and works out sub-themes related to the social media, the concept of content marketing, the concept of e-commerce, the concept of influencer marketing, and finally, integrated digital approaches.
3.5 Data Collection Methods
3.5.1 Search Strategy
Google Scholar, Scopus, Web of Science, EBSCO Business Source Complete, Emerald Insight, ScienceDirect, ProQuest and PubMed/PMC were the search engines utilized for the literature search. The databases have been chosen due to the fact that one of them provides data on marketing and consumer behaviour, the other on information systems, the one on agriculture and the last one on food safety and development studies. Multiple databases means that you won't miss out on relevant research due to indexing differences.
The search terms were grouped into 3 concept groups. The first was a course on Digital Marketing which covered Digital Marketing, Social Media Marketing, E-Commerce, Online Marketing, Content Marketing, Influencer Marketing, Digital Advertising, Mobile marketing and Digital communication. The second one was dedicated to the organic products, organic food, organic products, organic agriculture, sustainable consumption, green products, organic vegetables, organic farming, eco-friendly products and certified organic products. The third was on Geography and Context such as Bangladesh, South Asia, EMs (emerging markets), DCs (developing countries), emerging economies and middle-income countries.
Boolean operators were used to combine the groups. Searches that included digital marketing and/or organic products and geographic terms uncovered directly relevant studies, as did searches that included some other combination, which resulted in theory-based, consumer-behaviour and/or digital-marketing evidence from similar contexts. The material that was not located in the databases was also located by citation chaining, forward citation tracking, hand searching and searching for grey-literature.
3.5.2 Inclusion and Exclusion Criteria
The following criteria were used for the inclusion of articles: topical relevance, temporal relevance, methodological standards were satisfactory, and there was a publication quality and access to articles in English which was considered credible. The studies can focus on digital marketing, organic consumer behaviour, Bangladeshi digital infrastructure, organic agriculture, food safety and/or digital adoption/organic trust theories. Empirical studies were required to be in the 2013-2024 period and foundational theories could be prior to that.
Studies that lacked transferability to Bangladesh, were not transparent in their methodology, provided no empirical or systematic evidence, were opinion or promotional in nature and/or were based on outdated empirical evidence of little foundation were excluded. Selection was done in two phases – the title and abstract, and the full text. About 20% of studies were independently reviewed by a second reviewer and any differences in the results were resolved by discussion. Identification, deduplication, screening, exclusion and final inclusion were documented using a PRISMA type flow diagram.
3.5.3 Quality Assessment
The quality of the articles was appraised using the Critical Appraisal Skills Programme (CASP) criteria (CASP, 2018) with adaptations made. In quantitative studies the following factors were considered in determining the adequacy of the study: sample adequacy, measurement validity, appropriateness of analyses, bias minimization and generalizability. In the case of qualitative studies, methodological transparency, analytical rigour, credibility, reflexivity and transferability were assessed. Studies on integration/complementarity as well as on both components were evaluated using mixed-methods approach.
The systematic reviews were evaluated based on the search comprehensiveness, selection transparency and quality appraisal and synthesis appropriateness. All studies took into account the context relevance (geographic, temporal and topical). Research studies were categorized as high, medium or low quality. The weight of the findings from higher quality studies was increased in the synthesis process, particularly when there was a conflict with findings from lower quality studies. Lower quality studies were not automatically dismissed because they may have valuable evidence in areas where they have not been widely studied; the conclusions of these studies were drawn with caution (Petticrew and Roberts, 2006).
3.5.4 Data Extraction
A standardized extraction form facilitated uniform data collection of bibliographic data, study characteristics, sample information, data collection methods, analysis, main results and limitations. The extracted evidence were categorized into six thematic tables in Chapter 2 under the headings of digital marketing strategies, social media and digital adoption, e-commerce trust and infrastructure, global organic consumer behaviour, Bangladesh and South Asia organic behaviour and pesticide residues and food safety.
3.6 Limitations of the Methodology
Another limitation is due to evidence heterogeneity. There are variations in countries, product categories, theories, methods and outcome measures in studies. This will make definite causal statements hard. This study does not consider the heterogeneity as a problem; instead, it explores if the differences show contextual contingencies as suggested by Petticrew and Roberts (2006).
Of all the substantive restrictions, the most significant one is indirect evidence. Existing studies that have directly focused on the integrated use of digital marketing and adoption of organic products in Bangladesh are limited. Hence, the review amalgamates evidences related to digital marketing in Bangladesh, organic consumption in Bangladesh and digital marketing of organic products in other parts of the world. This seems to be a sound approach on the theoretical side but there is some uncertainty. The difference between direct and indirect evidence is thus retained and the gap in evidence is singled out as a valuable path for primary research in the future.
3.7 Ethical Considerations
The emphasis of ethics in an SLR is on research integrity and not research participant protection. Transparency and reproducibility are ethical responsibilities since readers need to be able to assess the identification and interpretation of evidence (Tranfield et al, 2003). The study, therefore, reports on the search strategies, criteria, appraisal procedures, and synthesis methods.
Representation is also crucial and should be accurate. Selective quoting and/or paraphrasing source findings is not acceptable. Extracting information in a standardized way, using structured tables, careful citing and recognizing conflicting findings are examples of intellectual honesty (Petticrew and Roberts, 2006). The proper attribution helps to trace the theoretical and empirical contributions to the original author.
The study also includes an appreciation of the positionality of the researchers. It has an intrinsic interest in sustainability, in public health and in agricultural development and can develop a preference for the organic product or digital marketing. This risk is mitigated by reporting areas of concern such as price, availability, scepticism and constraints to trust in addition to taking evidence from a challenging the assumptions for the favourable.
Another ethical considerate is responsible communication. Giving recommendations that say that digital marketing will cause adoption is incorrect. Rather, they should denote what circumstances are more likely to support strategies and what are obstacles and need to be overcome. For producers with limited resources, this is particularly important as they may be negatively affected if too many recommendations are made. Likewise, the discovery of food-safety issues should not be blown out of proportion and cause undue fear in consumers or hurt the conventional farmers.
3.8 Conclusion
The methodological framework to study digital marketing and adoption of organic products in Bangladesh was set in this chapter. Consumer behaviour is seen as context dependent from the relatively context-dependent perspective of an interpretivist paradigm, a relativist ontology and an interpretivist epistemology. A systematic literature review (SLR) was chosen to help bring together the multidisciplinary evidence and thematic synthesis and narrative configuration was used to maintain the contextual differences. The search process was enhanced by multiple databases, hand searching and grey literature and citation tracking. The criteria were explicit and the screening procedures, quality assessment and standardized extraction helped in the transparency and consistency. The methodology recognizes publication bias, language limitations, and heterogeneity and interpretive judgement. In general, it offers a solid platform to investigate the digital marketing impacts on the adoption of organic products in the technological, economic, cultural and trust environment of Bangladesh.

CHAPTER 4: FINDINGS / RESULTS, ANALYSIS AND DISCUSSION
4.1 Introduction
The overall conclusion is that digital marketing can be a conditional facilitator of growth and adoption of organic products but not automatic. Digital strategies work best in enhancing awareness, supplying education, developing social influence and allowing for convenient purchasing, if there are certain conditions: credible information to fill in knowledge gaps, trust building mechanisms to counteract skepticism, value propositions to justify price premiums, and cultural alignment of messaging. Integration with the development of trust, quality assurance and strategic communication which are based on the consumer's motivations and contextual realities are essential to effectiveness.
	Author(s) & Link
	Aims and Objectives
	Methodology
	Main Findings and Contribution
	Relevance to Study

	Kannan & Li (2017) https://doi.org/10.1016/j.ijresmar.2016.11.006
	To develop a comprehensive framework for digital marketing research and practice; to review existing literature and propose future research agenda
	Systematic literature review and conceptual framework development
	Defined digital marketing as adaptive, technology-driven value co-creation process; identified key dimensions: platforms, media, data/analytics; proposed research priorities in personalization, privacy, mobile, and social media
	Provides foundational framework for understanding digital marketing components; establishes theoretical basis for examining digital strategies in organic product context

	Tamirat (2023) https://doi.org/10.54663/2182-9306.2023.v11.n21.48-67
	To systematically review digital marketing features specific to developing and emerging economies during introductory phases
	Systematic literature review of 47 peer-reviewed articles published 2010-2022
	Identified five key introductory phase features: infrastructure limitations, trust deficits, mobile-first adoption, social media dominance, and payment system constraints; highlighted need for context-specific strategies
	Directly addresses emerging market digital marketing challenges relevant to Bangladesh; validates infrastructure and trust barriers identified in research questions

	Mustaqeem & Sarder (2024) https://www.rsisinternational.org/journals/ijrsi/digital-library/volume-11-issue-9/807-816.pdf
	To examine the impact of digital marketing on SME business performance in Bangladesh
	Mixed-methods: survey of 250 SMEs in Bangladesh; regression analysis
	Digital marketing adoption significantly improved sales (47% increase), customer reach (63% expansion), and brand awareness (52% improvement); social media marketing most cost-effective for resource-constrained SMEs
	Provides Bangladesh-specific evidence of digital marketing effectiveness; demonstrates relevance for small-scale organic producers with limited resources

	Herhausen et al. (cited in Asia Pacific Journal) https://www.emerald.com/apjie/article/18/3/251/1214392
	To investigate relationship between digital marketing capabilities and SME performance in emerging markets
	Quantitative survey of 312 SMEs across three emerging markets; structural equation modeling
	Digital marketing capabilities positively impact innovation performance (β=0.43) and market performance (β=0.38); effect moderated by market turbulence and competitive intensity
	Establishes theoretical link between digital capabilities and business outcomes in emerging markets; supports investigation of digital strategies for organic market development

	Cioppi et al. (2023) https://doi.org/10.1007/s43039-023-00067-2
	To conduct systematic and thematic review of digital transformation and marketing literature
	Systematic literature review of 134 articles; bibliometric and thematic analysis
	Identified four research streams: customer experience, data analytics, organizational capabilities, and business model innovation; highlighted gap in emerging market applications
	Provides comprehensive overview of digital marketing evolution; identifies research gap in emerging market contexts that this study addresses

	Athaide et al. (2025) https://doi.org/10.1111/jpim.12741
	To systematically review marketing innovations enabled by digital technologies and propose integrative framework
	Systematic review of 156 studies (2010-2023); framework synthesis
	Proposed three-dimensional framework: innovation types (product, service, business model), digital enablers (AI, IoT, blockchain), and contextual factors; innovation adoption faster in emerging markets but implementation challenges greater
	Establishes connection between digital innovation and market development; relevant for understanding how digital strategies enable organic product innovation and market expansion

	ScienceDirect study (2024) https://www.sciencedirect.com/science/article/pii/S2199853124002087
	To examine digital marketing practices in community-based enterprises through systematic review
	Systematic literature review of 68 articles; thematic synthesis
	Community-based enterprises leverage digital marketing for storytelling, community building, and direct-to-consumer sales; effectiveness depends on authenticity and community engagement; trust-building critical
	Highly relevant for organic products sourced from small-scale community farmers; demonstrates importance of authentic storytelling and trust in digital contexts

	Soodan et al. (2026) https://doi.org/10.12688/f1000research.176435.2
	To conduct bibliometric systematic review of digital marketing strategies for sustainable food and beverage brands
	Bibliometric analysis of 247 publications; systematic literature review
	Sustainability communication most effective through educational content, transparency, and influencer partnerships; consumer skepticism toward greenwashing major barrier; digital channels enable supply chain transparency
	Directly addresses digital marketing for sustainable food products (including organic); identifies content strategies and trust mechanisms applicable to organic product marketing

	Taylor & Francis study (2025) https://doi.org/10.1080/10696679.2025.2602445
	To identify drivers of digital marketing capabilities in emerging-market multinational enterprises
	Qualitative: 32 in-depth interviews with marketing executives; thematic analysis
	Five key capability drivers: digital infrastructure investment, talent development, external partnerships, organizational culture, and top management support; emerging market firms face greater capability-building challenges
	Identifies organizational factors enabling digital marketing success; relevant for understanding how organic producers can develop digital capabilities despite resource constraints

	Nature study (2026) https://www.nature.com/articles/s41599-026-07126-x
	To systematically review digital marketing capabilities as drivers of SME innovation and performance in emerging economies
	Systematic literature review of 89 studies; meta-synthesis
	Digital marketing capabilities enhance SME innovation capacity (effect size: 0.52) and performance (effect size: 0.48); capabilities more impactful in contexts with supportive digital infrastructure and entrepreneurial culture
	Establishes causal link between digital capabilities, innovation and performance specifically for emerging economy SMEs; supports research premise that digital marketing can enhance organic product adoption


Table 4.1: Digital Marketing Strategies, Components & Effectiveness in Emerging Markets
	Author(s) & Link
	Aims and Objectives
	Methodology
	Main Findings and Contribution
	Relevance to Study

	Eti et al. (2021) https://doi.org/10.20525/ijrbs.v10i1.1011
	To examine power and stimulus of social media marketing on consumer purchase intention in Bangladesh during COVID-19
	Quantitative survey of 384 consumers in Dhaka; regression analysis
	Social media marketing significantly influenced purchase intention (β=0.67, p<0.001); effect stronger during pandemic due to increased online engagement; Facebook and Instagram most influential platforms
	Demonstrates social media effectiveness in Bangladesh context; confirms heightened digital adoption during crisis periods; validates social media as primary digital marketing channel

	Cogent study (2025) https://doi.org/10.1080/23311886.2025.2459881
	To investigate relationship between social media marketing and young customers' purchase intention for online shopping in Bangladesh
	Quantitative: 420 young consumers (18-35 years); structural equation modeling
	Entertainment (β=0.31), interaction (β=0.28), trendiness (β=0.24), and customization (β=0.19) dimensions significantly predict purchase intention; social media marketing explains 58% variance in intention
	Identifies specific social media dimensions influencing purchase decisions among key demographic for organic products; provides targeting insights

	Science Publishing Group study (2025) https://www.sciencepublishinggroup.com/article/10.11648/j.jbed.20251003.13
	To explore influence of social media marketing on consumers' purchasing decision in Bangladesh restaurant industry
	Mixed methods: survey (n=300) and interviews (n=15); regression and thematic analysis
	Visual content (β=0.42) and influencer endorsements (β=0.38) most influential factors; user-generated content builds trust; e-word-of-mouth accelerates decision-making
	Demonstrates importance of visual storytelling and influencer marketing in Bangladesh; applicable to food products including organic items

	Babu et al. (2025) https://doi.org/10.1371/journal.pone.0338423
	To assess impact of influencer marketing in tourism industry from digital marketing perspective in Bangladesh
	Quantitative survey of 456 respondents; PLS-SEM analysis
	Influencer credibility (β=0.44), content quality (β=0.39), and parasocial relationship (β=0.33) significantly impact purchase intention; micro-influencers (10K-100K followers) more trusted than mega-influencers
	Establishes influencer marketing effectiveness in Bangladesh; highlights importance of influencer authenticity and credibility for trust-dependent products like organic foods

	ScienceDirect telecoms study (2021) https://www.sciencedirect.com/science/article/pii/S1947963821000423
	To examine role of social media marketing on overall brand equity in Bangladesh telecommunication sector
	Quantitative: 387 telecom customers; confirmatory factor analysis and SEM
	Social media marketing positively impacts brand awareness (β=0.56), brand association (β=0.48), perceived quality (β=0.43), and brand loyalty (β=0.39); entertainment and interaction dimensions most influential
	Demonstrates brand-building potential of social media in Bangladesh; relevant for building organic brand identity and trust

	Hafez (2021) https://doi.org/10.1108/IJBM-02-2021-0067
	To investigate impact of social media marketing on brand equity with brand love and brand trust as mediators in Bangladesh banking sector
	Quantitative survey of 410 bank customers; mediation analysis using PROCESS macro
	Social media marketing indirectly affects brand equity through brand trust (indirect effect=0.31) and brand love (indirect effect=0.24); trust pathway stronger for credence goods; interaction quality critical trust-builder
	Confirms trust as critical mediator in Bangladesh digital context; highly relevant for organic products as credence goods where trust is essential

	Islam et al. (2023) https://doi.org/10.1177/21582440231197495
	To analyze behavioral intention to use online shopping in Bangladesh through technology acceptance model
	Quantitative: 523 online shoppers; TAM model testing via SEM
	Perceived usefulness (β=0.52) and perceived ease of use (β=0.41) significantly predict intention; trust (β=0.38) additional significant predictor; mobile compatibility enhances ease of use perception
	Validates technology acceptance factors in Bangladesh e-commerce; supports integration of TAM constructs in conceptual framework for organic product adoption


Table 4.2: Social Media Marketing and Digital Adoption in Bangladesh
	Author(s) & Link
	Aims and Objectives
	Methodology
	Main Findings and Contribution
	Relevance to Study

	UJ study (2024) https://doi.org/10.58947/journal.kpry56
	To identify factors and strategies for strengthening consumer trust in Bangladesh e-commerce
	Qualitative: 28 in-depth interviews with consumers and e-commerce practitioners; thematic analysis
	Five trust-building strategies identified: transparent product information, verified seller credentials, secure payment systems, reliable delivery, and responsive customer service; product authenticity verification most critical
	Identifies practical trust mechanisms applicable to organic product e-commerce; highlights product authenticity verification essential for credence goods

	ResearchGate study (2024) https://www.researchgate.net/publication/385111119
	To examine customer experiences with e-commerce returns and effects on satisfaction, trust, and loyalty in Bangladesh
	Quantitative: 412 e-commerce customers; structural equation modeling
	Ease of returns (β=0.47), return policy transparency (β=0.41), and refund speed (β=0.38) positively impact trust; trust mediates relationship between return experience and loyalty; 67% cite return concerns as purchase barrier
	Highlights importance of return policies for building e-commerce trust; relevant for organic products where quality assessment pre-purchase is limited

	Kundu et al. (2024) https://doi.org/10.47813/2782-5280-2024-3-4-0218-0240
	To examine e-commerce development in Bangladesh with focus on marketing improvement through personalized recommendation services
	Mixed methods: platform data analysis and user survey (n=356)
	Personalized recommendations increased purchase conversion by 34%; AI-driven product suggestions enhanced user experience; data privacy concerns (cited by 58%) limit personalization acceptance
	Demonstrates potential of data-driven marketing in Bangladesh; highlights privacy concerns that must be addressed in digital organic marketing

	ScienceDirect mango study (2025) https://www.sciencedirect.com/science/article/pii/S2666154325008270
	To assess e-commerce and consumer satisfaction through digital marketing of mango in Bangladesh
	Quantitative: 298 mango buyers through digital platforms; satisfaction measurement
	Digital direct-to-consumer sales improved farmer margins by 28%; product freshness (satisfaction score: 4.2/5) and delivery speed (4.0/5) key satisfaction drivers; traceability information enhanced trust
	Provides agricultural product e-commerce evidence from Bangladesh; demonstrates direct farmer-to-consumer model applicability for fresh organic products

	ACM COMPASS study (2025) https://doi.org/10.1145/3715335.3735495
	To explore how social media and websites shape e-commerce future in Bangladesh from buyers' and sellers' perspectives
	Qualitative: 45 interviews (25 buyers, 20 sellers); thematic analysis
	Social media (especially Facebook) primary discovery channel (83% buyers); website professionalism signals credibility; hybrid model (social media discovery + website transaction) emerging as preferred; mobile optimization critical
	Identifies practical digital marketing pathway for Bangladesh: social media for awareness, website for credibility and transaction; directly applicable to organic product marketing strategy


Table 4.3: E-commerce Trust, Adoption & Digital Infrastructure in Bangladesh
	Author(s) & Link
	Aims and Objectives
	Methodology
	Main Findings and Contribution
	Relevance to Study

	Rana & Paul (2017) https://doi.org/10.1016/j.jretconser.2017.06.004
	To review consumer behavior and purchase intention for organic food and develop research agenda
	Systematic literature review of 135 studies (2000-2016); thematic synthesis
	Health consciousness, environmental concern, and food safety most consistent motivators; price, availability, and skepticism main barriers; attitude-behavior gap persistent across contexts; TPB most used theoretical framework
	Provides comprehensive theoretical foundation; identifies key determinants and barriers applicable across contexts including Bangladesh

	Dangi et al. (2020) https://doi.org/10.1108/MEQ-01-2020-0014
	To develop conceptual framework of consumer buying behavior and purchase intention for organic food
	Conceptual framework synthesis from literature review
	Proposed integrated framework: antecedents (health, environment, safety, trust) → attitudes → intention → behavior; moderators: price sensitivity, availability, knowledge; highlighted research gaps in emerging markets
	Offers theoretical framework integrating multiple antecedents; supports conceptual model development for this study

	Wang et al. (2020) https://doi.org/10.3390/ijerph17030850
	To test moderated mediation model of environmental consciousness, perceived quality, price sensitivity and organic food purchase intention
	Quantitative: 612 consumers in China; moderated mediation analysis
	Environmental consciousness → perceived food quality (β=0.51) → purchase intention (β=0.46); price sensitivity moderates quality-intention link (β=-0.27); education strengthens environmental consciousness effect
	Demonstrates mediation pathways; shows price sensitivity as key moderator in emerging market; applicable to understanding Bangladesh consumer decision-making

	Nguyen-Viet (2022) https://doi.org/10.3390/su14010242
	To explore antecedents of organic food purchase intention through extended theory of planned behavior
	Quantitative: 438 consumers in Vietnam; SEM testing extended TPB
	Attitude (β=0.34), subjective norms (β=0.29), PBC (β=0.24), trust (β=0.31), and health consciousness (β=0.38) predict intention; model explains 67% variance; trust addition significantly improves TPB explanatory power
	Validates extended TPB in Asian emerging market; confirms trust as critical additional construct; directly comparable to Bangladesh context

	Gundala & Singh (2021) https://doi.org/10.1371/journal.pone.0257288
	To identify what motivates consumers to buy organic foods in United States
	Empirical study: 1,082 organic consumers; factor analysis and regression
	Five motivation factors: health benefits (mean=4.6/5), environmental protection (4.1/5), food safety (4.4/5), superior taste (3.8/5), animal welfare (3.6/5); health and safety statistically most significant predictors
	Provides developed market comparison; confirms health and safety as universal primary motivators; useful benchmark for Bangladesh context

	Bazhan et al. (2024) https://doi.org/10.1002/fsn3.4015
	To examine factors affecting organic food purchase intention in developing nation (Iran)
	Quantitative: 384 consumers; extended TPB framework; PLS-SEM
	Health consciousness (β=0.41), environmental concern (β=0.28), food safety concern (β=0.36), and trust (β=0.33) positively predict intention; price (β=-0.29) and skepticism (β=-0.24) negatively predict; trust moderates skepticism effect
	Developing nation evidence confirms similar motivators and barriers as Bangladesh; validates trust as moderator; supports integrated framework approach

	Elhaty et al. (2022) https://doi.org/10.3390/su14105868
	To examine factors affecting consumers' purchase intention of organic food in developing country (Egypt)
	Quantitative: 526 consumers; SEM with TPB and additional constructs
	Perceived health benefits (β=0.48) strongest predictor; environmental awareness (β=0.22), subjective norms (β=0.26), and organic knowledge (β=0.31) significant; price barrier (β=-0.34) strongest inhibitor
	Confirms health dominance in developing countries; highlights knowledge as enabler and price as barrier; contextually relevant comparison for Bangladesh

	Mai et al. (2023) https://doi.org/10.3389/fsufs.2023.1180612
	To identify determinants of organic food purchasing intention among local consumers in Da Nang, Vietnam
	Quantitative: 402 consumers; extended TPB; SmartPLS analysis
	Attitude (β=0.31), subjective norms (β=0.24), PBC (β=0.19), health consciousness (β=0.37), and food safety concern (β=0.34) predict intention (R²=0.63); collectivist culture amplifies subjective norms effect
	Southeast Asian cultural context similar to Bangladesh; demonstrates importance of social influence in collectivist societies; validates cultural considerations

	Boobalan et al. (2021) https://doi.org/10.3390/su13116023
	To investigate influence of altruistic motives on organic food purchase using theory of planned behavior
	Quantitative: 312 Indian consumers; TPB + altruism; SEM
	Altruistic environmental concern (β=0.28) and social welfare concern (β=0.22) significantly influence attitudes; effect stronger among educated, higher-income segments; altruism complements egoistic health motivations
	Introduces altruistic dimension; shows dual motivation pathways (egoistic + altruistic); relevant for segmentation and messaging strategies in Bangladesh

	Kamboj et al. (2023) https://doi.org/10.1016/j.clrc.2023.100121
	To examine consumer purchase intention towards organic food in India
	Empirical study: 487 consumers; PLS-SEM
	Health benefits (β=0.44), perceived quality (β=0.36), and environmental benefits (β=0.27) positively influence; price premium (β=-0.38) and lack of availability (β=-0.31) negatively influence; trust in certification moderates relationships
	South Asian context directly comparable; confirms price and availability barriers; highlights certification trust importance

	MDPI Portugal study (2023) https://www.mdpi.com/2071-1050/15/12/9670
	To analyze antecedents of consumers' intention and behavior to purchase organic food in Portugal
	Quantitative: 511 consumers; TPB extended with personal and social norms; PLS-SEM
	Attitude (β=0.39), personal norms (β=0.31), social norms (β=0.24), and PBC (β=0.28) predict intention; intention-behavior gap exists (42% intenders don't purchase); availability and price main conversion barriers
	Highlights intention-behavior gap requiring investigation; confirms need to examine barriers preventing intention conversion to actual purchase

	Britwum et al. (2022) https://www.sciencedirect.com/science/article/abs/pii/S0950329322000842
	To identify determinants and moderators of organic food purchase intention
	Meta-analysis of 156 studies; moderator analysis
	Health consciousness (effect size r=0.48), environmental concern (r=0.36), and perceived quality (r=0.42) strongest determinants; effects moderated by product category, country development level, and consumer demographics; price sensitivity stronger moderator in developing countries
	Provides meta-analytical validation of key determinants; confirms contextual differences between developed/developing countries; supports prioritization of health messaging in Bangladesh


Table 4.4: Consumer Behaviour Toward Organic Products – Global and Comparative Studies
	Author(s) & Link
	Aims and Objectives
	Methodology
	Main Findings and Contribution
	Relevance to Study

	Kabir & Islam (2022) https://doi.org/10.1108/BFJ-05-2021-0472
	To understand behavioral intention to purchase organic food among Bangladeshi consumers
	Quantitative: 384 urban consumers in Dhaka; extended TPB; PLS-SEM
	Health consciousness (β=0.42) strongest predictor; environmental awareness (β=0.26), subjective norms (β=0.23), and trust (β=0.31) significant; perceived high price (β=-0.36) and limited availability (β=-0.28) main barriers; model explains 61% variance
	Core Bangladesh empirical evidence; validates health and trust as primary drivers; confirms price and availability barriers; directly addresses research context

	Sohel & Sifullah (2025) https://doi.org/10.1186/s12889-025-23724-x
	To explain organic food continuance intention in Bangladesh from sustainable consumption perspective
	Quantitative: 456 organic consumers; expectation-confirmation model + sustainability values
	Satisfaction (β=0.47), confirmation (β=0.38), perceived value (β=0.34), and sustainability orientation (β=0.29) predict continuance intention; health benefits confirmation most critical; 58% continuance rate among first-time buyers
	Addresses post-adoption behavior; highlights importance of meeting health expectations for retention; relevant for understanding repeat purchase behavior

	Zheng et al. (2021) https://doi.org/10.3390/foods10102278
	To examine organic food purchase behavior among Generation Y in Bangladesh with trust and price consciousness as moderators
	Quantitative: 312 Gen Y consumers; moderation analysis
	Health concern (β=0.39), food safety concern (β=0.36), environmental concern (β=0.24) positively influence purchase; trust strengthens relationships (moderation β=0.18); price consciousness weakens relationships (moderation β=-0.22); Gen Y more environmentally motivated than older segments
	Provides generational insights; confirms trust as positive moderator and price consciousness as negative moderator; supports segmentation approach

	ResearchGate Bangladesh study (2021) https://www.researchgate.net/publication/352222167
	To analyze factors affecting organic food purchasing behavior in Bangladesh
	Empirical study: 250 consumers across three cities; multiple regression
	Quality perception (β=0.41), health benefits (β=0.38), and availability (β=0.32) positively affect purchase; price (β=-0.44) negatively affects; income and education significant demographic predictors
	Confirms key drivers and barriers; establishes demographic profiles of organic consumers; relevant for targeting strategies

	PMC Bangladesh study (2023) https://pmc.ncbi.nlm.nih.gov/articles/PMC10225783/
	To examine green consumers' behavioral intention and loyalty to use mobile organic food delivery apps in Bangladesh, considering social supports, sustainability perceptions, and religious consciousness
	Quantitative: 417 mobile app users; SEM
	App service quality (β=0.36), sustainability perception (β=0.32), social support (β=0.28), and religious consciousness (β=0.23) predict intention and loyalty; mobile convenience reduces availability barrier; religious purity values enhance organic appeal
	Demonstrates digital channel effectiveness for organic products; highlights cultural factor (religious consciousness) unique to Bangladesh; validates mobile-first approach

	ScienceDirect organic tea study (2022) https://www.sciencedirect.com/science/article/pii/S2199853122002797
	To identify factors affecting buying intention of organic tea consumers in Bangladesh
	Quantitative: 298 tea consumers; TPB framework; SEM
	Health consciousness (β=0.46), product quality (β=0.38), and brand trust (β=0.35) significantly influence intention; certification awareness enhances trust; premium pricing acceptable when health benefits clearly communicated
	Product-specific evidence (tea) transferable to other organic categories; demonstrates willingness to pay premium when value proposition clear

	Prince et al. (2024) https://jracr.com/index.php/jracr/article/view/468
	To examine consumption value and organic food purchasing intention in context of online organic food buying in Bangladesh
	Quantitative: 385 online organic food buyers; consumption value theory; PLS-SEM
	Functional value (β=0.39), emotional value (β=0.31), social value (β=0.26), and epistemic value (β=0.22) predict online organic purchase intention; convenience and product information accessibility key online advantages
	Specifically addresses online purchasing; identifies value dimensions driving digital organic purchases; directly relevant to digital marketing effectiveness research

	Science Publishing Group Bangladesh study (2013) https://pubs.sciepub.com/jbms/1/5/5/index.html
	To identify factors affecting consumers' perceptions and prevalence of organic preference in Bangladesh
	Mixed methods: survey (n=220) and focus groups (n=6 groups); descriptive and thematic analysis
	Awareness level low (32% familiar with organic concept); health concern primary motivator among aware consumers; lack of information, high price, and distrust in labels main barriers; demand potential high if barriers addressed
	Early baseline study; documents low awareness requiring educational interventions; highlights information gap digital marketing can address

	Indian Journal of Marketing Bangladesh study (2023) https://www.indianjournaloffinance.co.in/index.php/ijom/article/view/174688
	To examine consumers' organic food purchase behavior in Bangladesh through extended theory of planned behavior
	Quantitative: 342 consumers in Dhaka and Chittagong; extended TPB; AMOS analysis
	Attitude (β=0.33), subjective norms (β=0.27), PBC (β=0.21), moral norms (β=0.25), and health consciousness (β=0.37) predict intention; moral norms addition improves model (R² increase from 0.52 to 0.58)
	Validates TPB extension with moral norms; confirms multi-dimensional influences on organic purchase; supports integrated theoretical framework

	Ashraf et al. (2019) https://doi.org/10.1108/BFJ-02-2018-0072
	To analyze consumers' anti-consumption behavior toward organic food purchase in Bangladesh using SEM
	Quantitative: 423 consumers; anti-consumption behavior framework; SEM
	Skepticism (β=0.41), price resistance (β=0.38), and tradition-orientation (β=0.26) predict organic avoidance; lack of tangible differentiation from conventional products fuels skepticism; transparency and third-party certification reduce skepticism
	Unique focus on non-purchasers; identifies reasons for organic rejection; informs strategies to overcome resistance through transparency and credible certification

	IJFMR Bangladesh study (2024) https://www.ijfmr.com/research-paper.php?id=75854
	To examine factors influencing consumer purchase intention towards organic food in Bangladesh
	Quantitative: 300 consumers; regression analysis
	Health consciousness (β=0.43), food safety concern (β=0.39), quality perception (β=0.35), and environmental awareness (β=0.28) positively influence; price sensitivity (β=-0.41) and lack of trust (β=-0.33) negatively influence
	Recent confirmation of consistent determinant patterns; validates ongoing relevance of health and trust factors; supports research focus


Table 4.5: Organic Consumer Behaviour in Bangladesh and South Asia
	Author(s) & Link
	Aims and Objectives
	Methodology
	Main Findings and Contribution
	Relevance to Study

	Momtaz & Khan (2024) https://doi.org/10.3390/foods13111780
	To analyze chlorpyrifos pesticide residue in locally grown cauliflower, cabbage, and eggplant in Bangladesh using GC-MS
	Laboratory analysis: 150 vegetable samples from Dhaka markets; GC-MS quantification
	Chlorpyrifos detected in 68% of samples; 38% exceeded MRL (ranging 2-5× safe limits); eggplant most contaminated (mean: 0.18 mg/kg vs. MRL 0.05 mg/kg); health risk quotient >1 for children
	Provides recent, specific evidence of pesticide contamination; validates food safety concern as organic purchase motivator; creates urgency for organic alternatives

	Paul et al. (2025) https://doi.org/10.1080/19393210.2024.2404924
	To assess pesticide contamination in widely consumed vegetables in Bangladesh and associated health risks
	Systematic sampling: 240 vegetable samples across 6 divisions; multi-residue analysis; health risk assessment
	Multiple pesticides detected in 76% samples; 43% exceeded MRLs; organophosphates (52%), carbamates (31%), pyrethroids (17%) most frequent; chronic dietary exposure exceeds acceptable daily intake for 23% population
	Comprehensive national-level evidence; quantifies health risk magnitude; strengthens case for organic consumption as health protective measure

	Heliyon systematic review (2023) https://doi.org/10.1016/j.heliyon.2023.e18744
	To systematically review pesticide contamination levels and health risks in Bangladeshi vegetable production over past decade
	Systematic literature review: 42 studies (2013-2023); meta-analysis of contamination data
	Systematic contamination documented across all regions; contamination trend increasing (2013: 34% samples exceeded MRL → 2022: 47%); farmer awareness of pesticide risks low (28%); regulatory enforcement weak
	Establishes contamination as persistent, worsening problem; highlights regulatory gaps creating opportunity for certified organic products; supports urgency of consumer awareness campaigns

	Islam et al. (2021) https://doi.org/10.3390/agronomy11091804
	To quantify pesticide residues in fresh vegetables available in local markets for human consumption and assess associated health risks
	Market sampling: 180 samples from Dhaka markets; GC-MS/LC-MS analysis; health risk assessment
	19 pesticide types detected; 52% samples contained residues, 27% exceeded MRLs; hazard quotient >1 for children consuming contaminated vegetables daily; cancer risk elevated for long-term exposure
	Quantifies specific health risks to children; provides scientific basis for health-focused organic marketing messages; validates parental concern as key motivator

	Alam (2024) https://doi.org/10.3329/ralf.v11i1.72975
	To assess consumer awareness and perceptions of pesticide residues in vegetables in Bangladesh
	Survey: 420 consumers in Dhaka and Chittagong; awareness and perception measurement
	73% concerned about pesticide residues; 58% unaware of MRL concept; 44% willing to pay premium for pesticide-free vegetables; awareness positively correlates with organic purchase intention (r=0.52)
	Links pesticide awareness to organic demand; quantifies willingness to pay; validates consumer education as strategic digital marketing approach


Table 4.6: Pesticide Residues and Food Safety Concerns in Bangladesh
The practical examples also illustrate that while it's important to consider digital marketing based on visibility, it's even more important to consider it based on outcomes. Kazi Farms Kitchen shows the power of Facebook communication that brings education, social proof and responsiveness together, while the difference between the informal-seller and the product-price posts demonstrates the power boundaries when the credibility of the product is low. Chaldal also reveals that e-commerce can break down barriers to availability, but the high cost and limited organic product availability limit the growth of the category. The influencer evidence gives the additional criterion of credibility – the fit, the promoter-product-audience. These cases, then, provide support for a conditional understanding of “Digital effectiveness”. Digital channels have the potential to boost awareness, trust, and purchase intent, yet the real rate of adoption will hinge on the certification, affordability, ability to fulfill and consumer confidence in the market.
4.2 Findings Related to Research Question 1: Digital Marketing Strategies and Platforms
RQ1: What are the adopted digital marketing strategies, platforms and channels of organic product business in Bangladesh?
Five key strategies were identified: social media marketing, content marketing, e-commerce integration, influencer marketing, integrated multi-channel approaches.
4.2.1 Social Media Marketing: Dominant Channel with Trust Dependencies
Social media proves to be the leading medium, especially Facebook. Social platforms offer unprecedented reach to the target audience, with 44 million Facebook users in Bangladesh, as well as 95% of the population having mobile internet access (Statista, 2022). Eti et al. (2021) found that Facebook marketing, Twitter marketing and Instagram marketing had a highly significant effect on purchase intention of the consumers during COVID-19 in Bangladesh. Likewise, in a recent study, it was shown that social media is a key determinant of online shopping intentions and that 'entertainment value', ‘interactivity' and ‘trendiness' of social media content are all significant dimensions in capturing consumer interest (Cogent study, 2025).
But a careful scrutiny of the situation shows that the moderation of trust is needed. Islam et al. (2021) also discovered that the impact of Facebook marketing is significantly moderated by brand trust, and that the mere exposure is not enough without having to have brand trust. This is the reason some businesses may have a lot of engagement but not conversions.
For example, Kazi Farms Kitchen (Bangladesh) used Facebook to promote their organic eggs by using product information, along with teaching customers about organic farming, posting farm photos and having a responsive customer service. All the social proof, integration of information and transparency brought in trust and high follower count helped in reach. This is in line with theoretical principles of social learning theory (Bandura, 1977) which suggest that observational learning via peer endorsement affects behaviour.
For Small sellers, however, who have not engaged in education or are just posting product-price without educational content on Facebook Marketplace, they get limited conversions. In a recent study by Science Publishing Group (2025), it has been identified that high-quality video content and authentic influencer recommendations are the key drivers of engagement, while plain text posts are the least effective for engagement.
Overall, the findings suggest that being effective isn't about reaching people; it's about establishing relationships, delivering education, being transparent, and enabling peer influence, thus overcoming the barriers of trust and knowledge (Kabir and Islam, 2022). The social media marketing is different from traditional marketing, which means that it can be used for conversation and trust-building, which are crucial for credence goods such as organic products.
4.2.2 Content Marketing: Addressing Knowledge Gaps
Content marketing is significant in the presence of significant knowledge gaps as revealed in a study of Science Publishing Group Bangladesh (2013) that revealed that only 32% were familiar with the organic concept and Amin and Tarun (2020) found that the inability to identify the authentic product was one of the major barriers. Information asymmetry issue is mitigated in case of the organics, which is a credence good, by educational content (Kaur and Kaur, 2020).
Production-process videos (building transparency), certification explanations (filling knowledge gaps), content about health benefits (lending on health consciousness as a consumer motivation) and recipe-oriented content (consumption actionable) are all good examples of content types.Some of the best examples of content types include production process videos, certification explanations, health benefit information, and practical recipe content.
Successful example is Shajgoj (Bangladeshi wellness platform) where they bring in organic food into the bigger health ecosystem, making the consumption of organic food a part of the health-conscious lifestyle. This takes advantage of the health consciousness that has already been documented as the main motivator and adds context relevance which boosts perceived value. The credibility that the platform enjoys in the wellness industry translates to recommendations of organic products as well, according to value co-creation in digital marketing as explained by Kannan and Li (2017).
In contrast, for example if the content is intended to be transparent, but technical in agriculture jargon that is not understood by the general consumer, it does not make it. Shareef et al. (2019) pointed out digital literacy differences – content needs to be appealing to a variety of audiences. Another common error is posting frequencies that aren't consistent, such as posting a lot initially and then going silent for months, which would lead to a loss of credibility and not help feed the consistent engagement that's needed in building a trustworthy relationship over the long term.
Combined, the evidence suggests that content marketing can be used to influence the informational component of attitude-behaviour gap, creating more informed positive attitudes, which are more likely to lead to actual purchases than general attitudes, but are incapable of doing so without removing the price/availability barrier. This is consistent with Elaboration Likelihood Model (ELM) (Petty and Cacioppo, 1986) which suggests that good informational content makes it easier to process centrally, thus increasing the likelihood of a more lasting attitude change than would peripheral processing.
4.2.3 E-commerce Integration: Access with Trust Requirements
E-commerce solves availability issues in situations where organic retailing networks are negligible (Islam et al., 2020). COVID-19 has prompted the pace of adoption (Bala and Hossain, 2021), bringing new opportunities. Importantly, Islam et al. (2023) determined the perceived usefulness, ease of use and trust as strong predictors of intention to shop online. This confirms the validity of the Technology Acceptance Model (TAM) and also accentuates the need of an extension that includes trust in the context of Bangladesh.
E-commerce benefits: The Geography problem, product availability enhances product availability, which has a significant impact on purchase decision (ResearchGate Bangladesh study, 2021). E-commerce also provides information in detail, which is a functional value that is strongly predictive of the intention to buy online (Prince et al., 2024), is conducive to direct producer-consumer connections (ScienceDirect mango study, 2025) and is one element of subscription models in which convenience is the driver of customer loyalty (PMC Bangladesh study, 2023).
However, there are barriers to trust that are essential: UJ study 2024: Most important factor is product authenticity verification. Rahman et al. (2021) found that all four of the aforementioned factors have an effect on satisfaction.All four of these factors – trust in certification, sellers, payment, and delivery – had an impact on satisfaction, according to Rahman et al. (2021). These are multi dimensional trust needs, described above as process-based trust, characteristic-based trust, and institutional-based trust, by Zucker (1986).
Successful example: Chaldal.com gives detailed descriptions, customer reviews, secure payment, reliable delivery and offers prompt service, which builds trust. But the organic range is still a small portion and high-priced, with the successful e-commerce platforms still facing difficulties in organic product range expansion, which is bound by a combination of supply-side constraints and price sensitivity.
In contrast, Facebook Marketplace for informal sale does not have any institutional trust signals. UJ study (2024) showed that verified seller credentials are a key—informal methods will not scale. Some emerging delivery systems of organics suffered from growth problems due to lack of reliability in delivery services, which had a negative word of mouth effect especially in collectivist cultures with the strong influence of social norms (Islam et al, 2020: subjective norms β=0.23 significant).
The overall picture is that e-commerce performance is tied to the elements of trust infrastructure (payment security, return policies and guarantees), information architecture (certification verification and transparency), and operational reliability (consistency of delivery and quality). The channel is open but it takes trust – perceived risk reduction is key to technology adoption (Davis, 1989).
4.2.4 Influencer Marketing and Integrated Strategies
With institutional trust low and personal trust high, influencer marketing benefits from the trust of individuals to endorse products and services (Shareef et al., 2019). The study by Babu et al. (2025) revealed that all three were found as significant and positive contributors to the purchase intention in Bangladesh. In particular, micro-influencers (those with 10K-100K followers) were found to be even more trusted than mega-influencers, which indicates that authenticity and relatability is more valuable than the number of followers.
Successful example is that the nutritionists from Bangladesh with Instagram followers (10K-50K) will collaborate with the organic sellers, providing the nutrition benefits of the product and highlighting the products in meal plans on their social media. This is a blend of professional credibility and demonstration. When food bloggers are used to promote products in realistic settings – as they are in recipes – it helps keep the authenticity of the food while also giving customers exposure to the product in a real-world setting.
Influencers without any organic/health content who all of a sudden start recommending organic products in obviously sponsored content, however, don't have any credibility: Followers are aware of the incongruence between what they are used to seeing and what they are now seeing, and they think of a commercialization instead of a real recommendation.
4.3 Findings Related to Research Question 2: Consumer Determinants and Behaviours
RQ2: What are the salient consumer attributes and behaviors that affect the acceptance of the organic products in digital markets in Bangladesh? 
4.3.1 Health Consciousness: Dominant Motivator
Health awareness is the most prominent and prevalent motivator in various studies in Bangladesh (Kabir and Islam, 2022; Zheng et al., 2021; IJFMR BANG study, 2024). Such health-related motivations significantly outnumber concerns about the environment, especially so in situations with a heavy load of known food safety issues. Comparative analysis shows that health motivations are more prominent in Bangladesh than developed markets where the environmental motivations are increasingly coming into parity with health, Gundala and Singh (2021) found health and environmental motivations to be co-equal in their study in U.S.
Contextual driver: Paul et al. (2025) reported 43% of vegetable samples were found to have health risk quotients >1 for children due to exceeding maximum residues. Momtaz and Khan (2024) detected 38% samples with chlorpyrifos concentration of 2-5x safe limits. The trend of increasing contamination was recorded in Heliyon systematic review (2023): 34% exceeded limits in 2013, to 47% in 2022 – there is an emergency health situation. Such documented contamination makes it clear that there are great health-based demands for certified alternatives. Health concerns were shown to be a valid concern as opposed to a preference; Alam (2024) found 73% to be concerned about pesticide residues.
For practice: this means that digital campaigns that focus on health, food safety, are in tune with primary consumer motivations and documented contextual realities. Yet claims need to be supported with evidence: Tandon et al. (2020) reported that trust is a moderator of the relationship between organic purchase and the claim, and that claims that are not supported with evidence will not build credibility. Given the health messaging of the tea study on ScienceDirect (2022), where the results were clearly communicated and based on credible information, it is possible that the premium price would be acceptable.
4.3.2 Persistent Attitude-Behaviour Gap
Despite the positive attitudes documented attitude-behaviour gap (Aertsens et al., 2009) is low. A study conducted by MDPI Portugal (2023) found that 42% of the population who had the intention to buy do not actually purchase the product, the primary conversion barriers being the availability of the product and its price. This disparity is evident in contexts, and especially in markets in emerging countries in which structural impediments are more significant.
Price barriers: Across a variety of contexts, perceived high price is the most prominent barrier to adoption, as seen in the studies in Bangladesh (Kabir and Islam, 2022), other emerging markets (ResearchGate study, 2021), and by the study of Elhaty et al. (2022)). Amin and Tarun (2020) pointed out that the price premium of organic products is between 30 to 100% which makes them luxury products. Moreover, Wang et al., (2020) pointed out the importance of price sensitivity in the link between perceived quality and intention; even if the digital marketing is successful in increasing the perceived quality of a product, high price sensitivity will prevent the final conversion.
Availability barriers: If consumer attitudes towards the product are very positive, but the physical availability of the product is limited, then purchasing behaviour is restricted. Researchers have found that convenience issues are overcome through digital access and this is one of the key factors of successful adoption (Kabir and Islam, 2022; ResearchGate study, 2021).
Consumer skepticism: Ashraf et al. (2019) concluded that consumer skepticism is a good indicator of the avoidance behavior of organic products. In addition to doubts on product authenticity, a lack of trust exists among certification bodies, even among those that are health-conscious (IJFMR study, 2024). Collectively, these pieces of evidence suggest that digital marketing can overcome attitudinal and informational barriers (awareness and education, perception) but not other barriers such as practical (affordability, physical availability) or institutional (low quality certification systems). Complementary investments in the supply chain, pricing, certification... can be necessary for effectiveness - without them, the isolated digital marketing investment will have limited results.
4.3.3 Trust as Central Mediating Mechanism
Trust has proven to be a key mediator across all finding domains, impacting digital engagement into behaviour. There are a number of levels of trust, which produce complicated demands:
Institutional trust is a very important factor of organic purchasing, as they were identified by Certification trust: Kabir and Islam (2022). The weaknesses of the certification systems in Bangladesh introduce doubts in the system that can be mitigated by transparent information to fill gaps in the system.
The security of the payment, reliability in delivery, and assurance of the authenticity of the product are all essential in order for people to adopt e-commerce on the platform (Kundu et al., 2024). For example, policies and speed of returns, and refunds are essential elements that engender consumer confidence (ResearchGate study 2024). Moreover, Hafez (2021) found that trust would be a critical mediator that is fundamental in converting the activities in social media marketing into real brand equity.
Exemplification of source credibility effects from communication theory is influencer trust, which Babu et al. (2025) found to be the strongest determinant of purchase intention from the influencers.
All of the evidence suggests that trust is not just another consumer attribute, but the key driver of digital marketing's impact on adoption. This study is a critical extension of the Technology Acceptance Model (TAM) as it shows that trust is an important third construct in addition to perceived usefulness and ease of use, especially in emerging markets with institutional trust deficits (Islam et al., 2023).
4.4 Findings Related to Research Question 3: Effectiveness of Digital Marketing Strategies
RQ3: How effective are the certain digital marketing tools in promoting “Organic products” adoption among consumers in Bangladesh?
4.4.1 Differential Effectiveness Across Consumer Decision Stages
An important comparison of evidence reveals that digital strategies are not equally effective throughout the consumers' decision journey, but have differential effectiveness which has implications for resource allocation.
Raising awareness: Very good on social media. Among the SMEs in Bangladesh, Mustaqeem and Sarder (2024) found that 52% of the brands were able to improve their brand awareness and 63% of their customers were reached with digital marketing. The results of this study by Eti et al. (2021) have been verified as the effects of awareness and engagement are significant. Facebook cost per impression is much lower than traditional media which is the best awareness platform for resource-light brands and businesses to leverage.
Content marketing is most effective during the information/evaluation stage. There is content that is educative to fill knowledge gaps (Science Publishing Group study, 2013 – 32% aware of the concept) and fosters informed attitudes. Kaur and Kaur (2020) also observed that educational messages played significant impact on the attitudes and intentions. Content that appeals to information-seeking consumers is more effective than promotional content, such as YouTube videos about the certification process and blog posts and infographics about health benefits.
Credibility/trust stage: Influencer marketing and social proof are very effective at this stage. As pointed out by Babu et al. (2025), consumers' response to an influencer is highly dependent on their credibility of an individual influencer as well as the platform they follow, with micro-influencers being more trusted than mega-influencers. Also, user reviews and testimonials give the endorsement of peers that is crucial in collectivist cultures (PMC Bangladesh study, 2023). This is in line with the results of the study by Science Publishing Group (2025) which found that trustworthy food categories are those that are influenced by genuine endorsements from influencers.
At the purchase stage, E-commerce with robust trust mechanisms is an enabler for conversion. The functional value, defined by providing detailed information on the products and facilitating checkout, is one of the major determinants of online organic purchase intention, as mentioned by Prince et al. (2024).
Post-purchase/loyalty stage: Delivery of quality and confirmation of expectations leads to continuance. Sohel and Sifullah (2025) found that the satisfaction of customers and confirmation of the customers' expectations of health benefits are high predictors of customer re-purchasing.
4.4.2 Integration Effects and Strategic Implications
The evidence shows that the costs and benefits of the multi-channel solutions are synergic; that is, they have an impact larger than the sum of the parts, but many companies are still working with single channels and aren't getting the synergy benefits.
Resource allocation implication: strategic sequencing may be the better approach rather than implementing too many channels at once: build a social media presence and build a foundation of content (awareness, information) then gradually add in influencers (credibility), then more traffic to e-commerce (conversion), then invest in post-purchase systems (loyalty). This staged approach is in line with diffusion of innovations (DIO) with organizational level (Rogers, 2003), which is the progressive adoption of integrated capabilities.
Effectiveness measurement: The data needed for each stage should be used to measure the success of the stage's objectives; Awareness should be measured by the reach and engagement of the content, Education by comprehension of the information and change in attitudes, Credibility by trust indicators, E-Commerce by conversion rates, Post-purchase by retention and advocacy. The Cogent study (2025) which shows social media marketing accounts for 58% variance in intention shows a significant impact, but it's not enough: there's not enough full funnel measurement of the process from awareness to repeat purchase.
4.5 Findings Related to Research Question 4: Contextual Factors in Bangladesh
RQ4: What are the contextual challenges and enablers to digital marketing and adoption of organic products in Bangladesh?
4.5.1 Paradox of High Opportunity and High Friction
The review of literature shows a highly paradoxical context for digital marketing in Bangladesh where there are enormous opportunities for digital marketing as well as severe structural constraints. The literature clearly presents the rapid digitalisation process and the internet penetration to mobile first infrastructure highlighting smartphone’s dependence in Bangladesh (Hossain et al., 2020; Bangladesh Telecommunication Regulatory Commission, 2022). This means that platforms such as Facebook have an unprecedented reach (Statista, 2022). A critical examination of literature, however, shows that a lot of the time this reach is confused with the effectiveness of marketing. Many studies have ignored the strong digital divides that divide the market despite recognizing the potential of social media to leverage the rising awareness and concern for health care among the middle-class population (Kabir and Islam, 2022). Most of the literature examines the urban and/or educated population, and there is, however, a gap in the knowledge on how digital strategies may be able to engage rural and/or less tech-savvy audiences (Tamirat, 2023).
Moreover, high price sensitivity (Amin and Tarun, 2020; Zheng et al., 2021) and poor certification systems (Ashraf et al., 2019) are two significant challenges that have been identified in previous studies; however, they have not taken into account how these issues deliberately affect the implementation of digital marketing. Digital campaigns, for example, can help to create brand awareness, but the skepticism of consumers due to weak national organic standards and high price premiums can stop this awareness from translating to sales (Wang et al., 2020). These barriers are usually overlooked as background factors in the current literature but in Bangladesh, barriers to e-commerce, such as trust issues (Kundu et al., 2024) and logistical difficulties like unreliable cold-chain delivery (Rahman et al., 2021) undermines the perceived value of e-commerce organic markets.
4.5.2 Moderating Effects of Context
There are specific contexts in which digital marketing is more or less effective, and the strategies need to be adapted:
Infrastructure moderation: With mobile-first infrastructure, mobile content is a must, but rich media is not always as effective when speed is limited—there will be a balance to be struck between visual appeal and speed. Hossain et al. (2020) reported the internet connectivity speed difference between urban and rural areas that impacts content delivery.
Collectivism increases social influence effects on individuals, resulting in the importance of peer recommendations, family-focused messaging and community-building. Moreover, religious values play a significant role in consumer behaviour in Bangladesh (PMC Bangladesh study, 2023) which indicates that the messages that resonate with the concepts of purity and wholesome consumption have a stronger effect on marketing effectiveness.
Economic moderation: if the price sensitivity is high, the ability of digital marketing to overcome the basic affordability barrier does not depend on the quality of communication. The price sensitivity moderates the quality-intention relationship greatly, as noted by Wang et al. (2020): even if digital strategies can raise the level of perceived quality of a product, the conversion will be prevented if the perceived price is too high for the consumer group.
Weak certification systems: Digital marketing needs to find its way to compensate for lack of institutional trust with transparency and verification systems. To replace lost institutional assurance, businesses need to invest in the development of their supply chain traceability, third party verification and communication transparency, thereby adding to marketing complexity and costs.
Opportunity-constraint interaction: Opportunities and barriers are interactive – opportunities for mobile infrastructure to provide reach, but constraints of digital literacy to make the sophisticated strategy effective; opportunities for social media engagement, but constraints of trust that prevent engagement; Opportunity of health concerns creating demand, but price constraints limiting actualization. You need to operate this intricate environment strategically in order to achieve success.
4.6 Findings Related to Research Question 5: Evidence-Based Recommendations
RQ5: What are the recommendations based on evidence for effective digital marketing to support the promotion of organic product adoption in Bangladesh?
4.7 Critical Analysis and Theoretical Linkages
The findings confirm, expand, and, in some instances, refute theoretical frameworks presented in Chapter 2, which illustrate universal patterns and contingencies of local context:
Theory of Planned Behaviour (Ajzen, 1991): Attitudes, subjective norms and perceived behavioural control accounted for intention in a number of studies conducted in Bangladesh (Kabir and Islam, 2022; Indian Journal study, 2023; Nguyen-Viet, 2022 in Vietnam) and this theory has been well validated. All three antecedents are influenced by digital marketing: Educational content can influence attitudes, Social media and influencer marketing can influence subjective norm, and e-commerce platform features can influence perceived behavioural control (ease of purchase). Beyond TPB constructs, however, there are other barriers that need to be addressed, as revealed by the study MDPI Portugal (2023): critical extension: persistent intention-behaviour gap (42% with intention don't purchase). Adding additional predictors such as extensions of trust (Nguyen-Viet, 2022), moral norms (Indian Journal study, 2023: R² increased from 0.52 to 0.58), and health consciousness (several studies) increases the explanatory power, highlighting that TPB alone is not sufficient for the organic purchase context.
The Technology Acceptance Model (Davis, 1989): It was validated in e-commerce setting (Islam et al., 2023: usefulness β=0.52, ease of use β=0.41 predict intention) and requires critical extension of trust (β=0.38) in Bangladesh context. This is an extension of simple TAM, which shows that when there are a lack of trust in institutions and credence goods attributes, trust needs to be explicitly added to usefulness and usability. In the context of emerging markets, finding is consistent with the finding of Gefen et al. (2003) on the extension of TAM in the context of e-commerce.
Trust theories (Zucker, 1986): Trust is not viewed in isolation but rather as a central mechanism of trust in action, which could be at different levels: institutional (certification systems), characteristic-based (seller attributes), and process-based (transaction reliability). Findings build upon Zucker's framework by showing that in situations where there is a trust deficit in the institutions (weak certification in Bangladesh as mentioned by Ashraf et al., 2019), characteristic-based trust (influencer credibility, transparency of sellers) and process-based trust (security of platform, reliability of delivery) must compensate. In environments where institutional trust is not prevalent (as is the case in emerging markets), digital marketing's main role is to foster these other means of trust.
Elaboration Likelihood Model (Petty and Cacioppo, 1986): Results suggest that high involvement purchases of organic products involve central route processing (elaborative processing of health claims, nutritional claims, production practices, etc.), while peripheral route processing takes place (heuristic processing, visual appeal, influencers, etc.). A good digital marketing uses both the educational approach (central processing) and the social proof and credibility approach (peripheral processing) and multiple information routes make multiple persuasion routes.
In the context of Diffusion of Innovations (DoI) theory (Rogers, 2003), the adoption of organic products in Bangladesh can be identified as an early adoption stage, where adopters are mostly the innovators and early adopters, who are more urban, educated and are of higher income (as per Kabir and Islam, 2022). Digital marketing can help to facilitate diffusion by appealing to relative advantage (the health benefits), compatibility (how it fits into health values), observability (enabling social media sharing, giving reviews), and complexity (educating people about what organic means, etc.). Food products are, however, more difficult to trialable and price premium is a barrier to diffusion beyond the early adopters. To mainstream, the challenge is to take care of structural barriers other than digital communication.
4.8 Synthesis and Implications
Overall, there are a number of common conclusions that can be drawn from the results of all the research questions:
Digital marketing as an ecosystem, not as a tactic: Success will come from a coordinated multi-channel ecosystem at various stages of the journey vs. individual tactics. Social media, content, influencers, and ecommerce all play a clear role in the pathway to awareness to loyalty, with the absence of one or more creating a potential bottlenecked path with reduced effectiveness when it comes to overall results.
Trust as universal mediator: All consumer segments across all strategies, in all contexts, is a mechanism that determines digital engagement to behaviour. This brings trust-building from an enhanced value to a strategical necessity.
Attitude-behaviour gap as key problem: Positive attitudes, significant intentions, and high level of digital engagement does not necessarily lead to purchase behaviour. The gap is bridged by price affordability, product availability, trust credibility and ease of purchase – digital marketing needs to tackle all of the aspects besides just the attitudinal one.
Health messaging in Bangladesh context: Bangladesh context requires to change the emphasis from environmental messages to health and food safety as in developed markets where the environmental messages are working, Bangladesh context has its documented health issues due to contamination.
Context conditionality: The effectiveness of strategies in developed markets needs to be adapted for emerging markets. Compensatory mechanisms for institutional trust deficits, optimising the infrastructure of mobility, positioning to premiums limited by price sensitivity, social strategies compounded by collectivism – contextual intelligence for effectiveness.
The structural development has to be integrated with digital marketing: Digital marketing enables but does not replace basic market development. The greatest impact when digital strategies supported by strengthening certification, developing supply chains, investing in infrastructure, and policy support, build an enabling ecosystem.
4.9 Conclusion
The systematic synthesis reveals that the process of digital marketing has led to the process of organic-products adoption in Bangladesh by interacting informational, psychological, social and transactional process. Finally, educational content, credibility signals, social media and influencers, and e-commerce enhance purchase convenience, filling gaps in knowledge, earning trust through credibility signals, and influencing attitudes. But it requires cultural alignment, infrastructure, consumer trust, channel integration, and interventions to overcome structural barriers to be effective. To succeed, a social media awareness, an educational communication, but also credible influencers, e-commerce accessibility and after sales engagement must be combined. Strategies need to be tailored to the context of a mobile-first country, concerns over food safety, collectivist values, price sensitivity, and institutional trust deficits, which do not exist in developed markets. While opportunities exist due to digital transformation and health awareness, trust, affordability, availability and digital divides are challenges. Overall, certification in conjunction with reliable supply chains, affordability, infrastructure and consumer engagement, is a great enabler for digital marketing.


CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS
5.1 Introduction
In this last chapter, the core of critical insights, theories, and industry evaluations that have been created during the course of this dissertation are combined to culminate a grand synthesis of the effect digital marketing strategies have on the acceptance of organic products in Bangladesh. The critical thematic analysis detailed in Chapter 4 and the systematic literature research (SLR) presented in chapter 2 and 3 is consolidated in this chapter, to form the overall story of the research. It systematically answers the five core research questions, drawing conclusions on consumer behavior, the lack of trust and daily life operations of small and medium-sized businesses (SMEs) in an emerging economy. Moreover, in this chapter, separate recommendations based on evidence are given that are geared towards both theoretical academic development and practical industry use. Lastly, it openly recognizes the methodological and scope restrictions of the present study and suggests thoroughly planned research trajectories for future empirical studies on the topic of digital marketing, sustainable consumption and new market dynamics.
5.2 Summary of Main Findings
This dissertation concludes that digital marketing is an effective enabler of organic products' adoption in Bangladesh but can't be a sole solution. When it comes to the market's “attitude-behaviour gap” (Aertsens et al., 2009), a mere deployment of digital advertisements and/or social media campaigns is not enough to close it. Rather, trust in digital marketing can only be mediated through both institutional and interpersonal trust (Zheng et al., 2021; Kabir and Islam, 2022).
A number of themes arose from the systematic review of the high quality academic sources. The first one is the dependence of Bangladesh's strategic space on social media which is used mostly in a mobile first direction, mainly Facebook (Bangladesh Telecommunication Regulatory Commission, 2022). But upon closer examination, it is found that many of the SMEs lack an understanding of the medium and are using it as a leaflet for promoting their product or service instead of a medium that can be used to build trust and transparency (Shareef et al., 2019). Secondly, there are some differences in the motivational factors for organic foods in Bangladesh compared to the western world. Well-recognised issues of pesticide residues in conventional farming (Paul et al., 2025; Momtaz and Khan, 2024) are the main drivers when Bangladeshi consumers make their choice of food, and these drivers are primarily for biological self-preservation, health and food safety rather than for the environment (Alam, 2024).
But despite the robust health motives, digital conversion is limited, as the cost of services is very sensitive and consumers have high doubts of digital services (Ashraf et al., 2019; Amin and Tarun, 2020). The organic claims are often not trusted by consumers because of poor national systems of certification. Therefore, digital marketing strategies that involve using "proof-of-process" marketing (content of long-forms, videos of supply chain transparency and credible micro-influencers) and breaking through the "perceived risk" facilitate the success of digital marketing (Babu et al., 2025). In conclusion, digital marketing can only be effective in Bangladesh if it is supported by quality assurance, communication and logistics that can be verified in the offline environment (Rahman et al., 2021).
5.3 Conclusion Based on the Research Questions
Five interrelated focus questions were used for guiding the research. These are outlined systematically below for each of the conclusions.
5.3.1 Conclusion for RQ1: Existing Digital Marketing Strategies and Platforms
The research found that the digital marketing environment of the organic SMEs in Bangladesh is multi-layered but biased towards social media platforms in reply to RQ1. F-commerce (Facebook) is a crucial low entry digital channel of market access, which works as a marketing tool as well as a channel for online transactions (Kabir, 2021; Kamal and Chowdhury, 2022). The function of content marketing is to educate consumers about credence goods which have attributes that are difficult to be verified before consumption, hence information and trust would be important to consumers' purchase decision (Zheng et al., 2021; Akter et al., 2023). Additionally, there is a strong push on e-commerce integration either through their own e-SME sites or through already existing grocery aggregators such as Chaldal. While it is a growing trend, influencer marketing has taken a definite turn for the better, moving away from celebrity endorsers who are looked down upon for their lack of authenticity and credibility, and toward more niche, very credible influencers, like a dietitian, pediatrician, or local chef. But, the results suggest a high level of uptake of these tools, but a low level of strategic maturity of use by independent agricultural SMEs, which results in a limited market impact.
5.3.2 Conclusion for RQ2: Consumer Behaviours and Market Acceptance
Comprising a delicate equilibrium between high levels of health and food safety messages from consumers and high levels of market scepticism, the study finds that consumer acceptance is regulated by this delicate equilibrium (Zheng et al., 2021; Akter et al., 2023). The research is based on the Theory of Planned behavior (TPB), which makes the attitudes, subjective norms (SN) and perceived behavioural control (PBC) key constructs to understand behaviour intention (BI) (Ajzen, 1991). Given the specific context of organic food in Bangladesh, health consciousness and food-safety consciousness are crucial factors that could be responsible for influencing the conversion of intention into behaviour, while price consciousness may only be a limiting factor (Zheng et al., 2021).
But crucially the study shows that a key moderator is trust. In Bangladesh, purchasing behaviour of the organic food of last mile consumers is significantly moderated by the trust (Zheng et al., 2021). The psychology of the Bangladeshi consumers towards digital marketing of organic food is skeptical. In the absence of any certifiable organic authenticity (as often there isn't any trusted national certification), consumers tend to rely on their conventional buying patterns and look at the produce first hand at local wet markets (Kacha Bazar). Thus the nature of the consumer behaviour in the digital organic market is highly active in digital engagement (likes/ shares/ inquiries) with low transactional conversion.
5.3.3 Conclusion for RQ3: Effectiveness of Strategies, Successes, and Failures
As to RQ3, the study clearly finds that the effectiveness of digital marketing is heavily dependent upon the consumer's readiness from awareness stage to credible trust stage. Trust and credible certification have been found to play a role in minimizing perceived uncertainty when it comes to organic-food consumption, according to research.Research on organic-food consumption indicates that trust and credible certification are important to minimize perceived uncertainty (Zheng et al., 2021; Akter et al., 2023). If you're trying to implement strategies that are educational and transparent, they will work. For instance, Facebook Live videos showing farm to table sourcing or even content marketing that candidly admits that a crop failed and the natural controls implemented to resolve the issue are effective, are good ways to create brand love and consumer loyalty. These strategies work to actively undermine consumer's perception of risk.
5.3.4 Conclusion for RQ4: Contextual Market Barriers and Enablers
The study suggests in the socio-economic and technological setting of Bangladesh, Digital marketing essentially changes its fundamental scenario. The dominant enabler is the wide-spread access and use of internet and smart phones that has facilitated the growth of ‘F-commerce' and digital transactions in Bangladesh (Kabir, 2021; Kamal and Chowdhury, 2022). In addition, social support is an important aspect of culture, and the decisions made by families are often based on this, creating an opportunity for digital campaigns to focus on community health and child safety.
5.3.5 Conclusion for RQ5: Strategic Recommendations
The final for RQ5 smoothly leads to the organized recommendations outlined in Section 5.4. The findings from literature and industry evaluations suggest that more than just promotional communication, a trust-based marketing approach backed by credible certification, production information transparency and reliable fulfillment is needed from the perspective of the stakeholders.The literature and industry evaluations indicate that stakeholders need more than just promotional communication and there is a need for a trust-based marketing approach with credible certification, transparent production information and reliable fulfilment (Zheng et al., 2021; Akter et al., 2023).
5.4 Recommendations (Practical and Theoretical)
The following recommendations are made on the basis of the thorough critical appraisal of the literature, industry successes and the problems the industry has identified. These are divided into industry practical recommendations for SMEs, marketers and policymakers and academic recommendations for further theory development.
5.4.1 Practical Recommendations for Industry and Policymakers
Make the shift to "Proof-of-Process" Content Marketing:
In Bangladesh, organic small and medium enterprises (SMEs) should completely overhaul their digital ads approach, which is aimed at aesthetics and has no relation to the brand. When there is no supporting evidence with a weak level of certification and traceability, consumers might be skeptical, and Bangladeshi studies show that authenticity and certification are important aspects of consumers' trust to organic products (Zheng et al., 2021; Akter et al., 2023). Rather, marketing tactics need to turn the corner to radical transparency. Brands should take advantage of video to highlight exactly how they farm, introduce their farmers by name and be open and honest about the problems of organic farming (lower yields or pest problems etc.). This is the openness and vulnerability that make the brand human, and create the strong interpersonal bond that's the basis of the price premium.
Repurpose and Reuse Content:
Brands have to steer clear of using the celebrity influencers who have a wide reach but are costly to the Bangladeshi market. Rather, marketing funds ought to be shifted to believable micro-influencers who have intrinsic authority and a voice in health and safety. Collaborating with reputable and relevant micro-influencers can give social proof, enhance perceived credibility and boost consumer reactions and purchase intentions as evidenced recently, in which influencer credibility and trustworthiness can positively influence consumers' reaction and purchase intention (Dema, Mutiarawati and Billy, 2025; Adaba, Frimpong and Mwainyekule, 2025).
Strategic E Commerce Aggregation of Independent Silos:
However, in the context of Bangladesh, the internet of things might be the relatively less challenging path for the small businesses to enter the market as F-commerce (Kabir, 2021; Kamal and Chowdhury, 2022) offers them the opportunity of developing their own digital infrastructure. Hence, small organic farmers are advised to enter into strategic collaborations with digital grocery and marketplace platforms (e.g. Chaldal and Daraz) that already have online ordering systems, marketplace access and delivery setup (Chaldal, Daraz, 2026). With an aggregator's platform, the SME immediately gains the trust of their consumers, TAM-compliant interfaces, and their strong delivery network, enabling them to concentrate only on their agricultural quality and brand story.
The government is implementing the policy of digital certification.
One of the main challenges found in the research is the lack of trust in the institutions stemming from issues of organic authenticity and certification and regulatory control (Zheng et al., 2021; Akter et al., 2023). Policy makers and ministry of agriculture must come into play in creating a strict and uniform digital certification system. This should include developing QR codes backed by the government and being put on organic packaging and incorporated into digital marketing material. The QR code should be linked to a government database when scanned by a consumer's smart phone, which should show lab test results (recent) for the absence of chlorpyrifos and heavy metals, and geographical origin of the farm. This policy and market integration would be digital and remove greenwashing and legitimate the sector on the spot.
Community-Centric F-Commerce Strategies: 
SMEs on Facebook need to move away from the idea of “broadcasting” and towards “community building” if they want to avoid algorithmic echo chambers which limit reach. Rather than businesses having just public business pages, brands should create their own private Facebook Group for safe food education, parenting and healthy living. Subjective norms (peer to peer recommendations) and costs for customer acquisition are reduced and customer engagement is high with these community groups.
5.4.2 Theoretical Recommendations for Academic Scholarship
1. Theories and Concepts;
2. Modification of the Technology Acceptance Model (TAM) to consider Offline Logistics:
3. Green Marketing" Motives redefined:
5.5 Limitations of Research
This dissertation has been pursued in a methodologically sound way, but certain limitations need to be clearly indicated so as to provide a context for the results and to guide future research.
5.6 Recommendation for Future Work
The need to overcome the limitations of the above and the importance of the findings of this dissertation have made several different directions of research highly desirable.
1. Primary Quantitative Testing of the Modified TPB/TAM Model:
2. Longitudinal studies of Post Pandemic Ecommerce Retention:
3. A comparative study of urban and rural areas.Comparative Urban vs. Rural Studies.
4. Algorithmic bias's influence on the survival of SMEs:
5.7 Concluding Remarks
Finally, the digital marketing and sustainable agriculture landscape in Bangladesh is a dynamic with promising opportunities and multiple issues of concern related to infrastructure, economy and psychology (Zheng et al., 2021; Akter et al., 2023). Digital marketing has the potential to be unmatched in its power to educate consumers, eliminate information asymmetry and offer small farmers direct access to a large health-conscious urban market. But this dissertation clearly establishes that there is more to digital visibility than meets the eye. For sustainable adoption of organic products, businesses need to go past conventional promotional strategies. These need to use digital tools to create radical transparency, establish unassailable institutional trust and flawlessly marry online promises with logistical reality in the offline world. To make digital marketing the mainstream of the Bangladesh organic sector for public health and sustainable consumption, the trust deficit needs to be addressed first.
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