The Role of Social Media Influencers in Shaping Brand Perception and Purchase Decisions in the Sustainable Fashion Industry: A case study of Bangladesh 
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Introduction:

[bookmark: _Toc196126611]1.1: Introduction and Background 
With the help of digital transformation, social media is now an emerging trend in the world. There are lots of social media platform and many individuals have come to focus point who are commonly knows as social media influencer (Şenyapar, 2024). Marketing strategy also been attracted by this opportunity to use Social Media Influencer in their marketing advertising or campaign. Various organizations are focusing this strategy to social media Influencer to take advantages of current trends. From small brand to giant brands, all are trying to get leverage from social media influencers through content (Uzunoglu, E., & Kip, S. M. 2014). Social media influencer sometimes comes from movie or drama sectors which give them prior popularity (Szymkowiak, Antoniak, 2024). This enables them to get quick access of huge follower group. However, some influencers have come from starch to giant which requires them to get in touch with follower every day though their lifestyle content. Through these time period influencers get a close emotional bonding with followers (Delbaere, M., Michael, B., & Philips, B. J. (2020). These connection help brand to get leverage to influencer his target audience by engaging that influencer to promote his products or services. Influencer also pose more authenticity and credibleness to its follower (Syahribulan, Elliyana, Rosmiati, 2025). Followers put trust on these influencers and so brand tries to engage influencer to influence consumer’s purchase decision and creating brand loyalty where influence demonstrate products attributes through post, storytelling or giving review (Agu et el., 2024). Young people see influencers as their representatives because influencers constantly talk about their interests, lifestyle, and problems. This gives brand a unique opportunity to influence millennials generation’s perception toward sustainable products (Jaitly, R. C., & Gautam, O., 2021).
This research is aim to find out the impact of social media influencer in consumer’s buying decision for sustainable products. All the influencers do not pose same influencing power and sometimes they cannot influencer all followers. Authenticity, engagement, content quality and loyal followers are some key factors that are needed to influence. Sometimes influencer need loyal follower to motivate their perception directly (Jun, & Yi, 2020).  Influencers are tended to play definite role in their own follower group (Liu, S. 2021). Content reliability and personal attributes of influencer plays vital role (Garg and Gopal, 2025). An influencer of men’s sports category is unlikely to influence women cloth brand. So, it is important it is important to understand key factors that motivates consumer’s perception and buying behavior. 

[bookmark: _Toc196126612]1.2: Rationale of the research 
Social media influencers are seen as key marketing partners to brand influence consumer’s purchase decision. In this process social media influencer play a crucial role to make a bridge between organization and customer. As social media influencer not only act as brand promoter trust builder and consumer’s educator. This research is aimed to understand how influencer driven marketing shapes perception and purchasing behavior in Bangladesh as millennials are rely on digital platform where influencer engagement, content quality, engagement and social value align with consumer’s value. Moreover, this research also aims to find out key factors that shape influencer effectiveness to promote sustainable fashion in Bangladesh.  This research aims to contribute to both academic literature and practical marketing applications by providing insights into the long-term effectiveness of influencer-driven marketing versus traditional marketing.

[bookmark: _Toc196126613]1.3: Research Aim
Research aim of this study is to examine the role of social media influencer in creating brand perception and purchase decision for sustainable fashion industry in Bangladesh.  This study also seeks to assess the effectiveness of influencer driven marketing compared to traditional marketing to shape consumer’s perception, trust, brand loyalty with a particular focus on key factors such as authenticity, engagement, and content quality.

[bookmark: _Toc196126614]1.4: Research Objectives
Research objectives are given below:
a) To analyze how social media influencers impact millennials’ perception of sustainable fashion brands.
b) To examine the effectiveness of influencer marketing in driving purchase decisions for sustainable fashion products in Bangladeshi Market.
c) To identify the key factors (authenticity, engagement, content quality) that contribute to an influencer’s credibility in promoting sustainable fashion in Bangladesh.
d) To explore the role of micro vs. macro influencers in influencing millennials' purchasing behavior.
e) To assess how influencer-driven marketing compares to traditional advertising in shaping brand loyalty for sustainable fashion brands in Bangladesh.

[bookmark: _Toc196126615]1.5: Research Questions:
This research is intendent to find out the effectiveness of using social media influencer and how influencer’s endorsement motivate customer’s buying intention toward sustainable textile in Bangladesh. For this regard, below questions have been developed for this study:
a. How social media influencer endorsement influence young generation toward sustainable fashion?
b. What is the effectiveness of using Influencer as marketing promotion to influence customer’s buying decision?
c. What are the key factors that are derived from social media influencer marketing for sustainable fashion?
d. Are Social media influencer marketing give significant advantages over traditional marketing in term of cost, reach? 

[bookmark: _Toc196126616]1.6: Purpose of the research
Bangladeshi textile brand is using social media influencer marketing to promote their product. This research is intended to find out consumer’s perception for social media influencer and their impact on consumer’s purchase decision for sustainable fashion product in Bangladesh. This research will explore the key factors that are motivate customer’s perception. This research is expected to discover whether the effectiveness of social media influencer is more beneficiaries than traditional media for promoting sustainable fashion products in Bangladesh. Finding from this study is likely to draw recommendations which will help brands to take proper marketing plan for sustainable fashion in Bangladesh. 
[bookmark: _Toc195522696][bookmark: _Toc196126617]Literature Review:

[bookmark: _Toc195522697][bookmark: _Toc196126618] 2.1 Introduction
Social Media Influencer driven marketing is new concept in modern world where technology has reached every corner. It fits quite well in marketing strategy to get competitive advantage by attaching various social spokesperson in spectacular way (Zafar, Q. U., & Rafique, M. (2012). Social media influencer has emerged as new marketing approach where influencers work as third-party personnel that uses Facebook, Instagram, or any other social media platform to influence their audience opinion (Freberg et al., 2011). Basically, social media influencers work independently. Social media influencer marketing is seen as digital marketing approach that influencer consumer’s perception toward a brand through sharing photo, post, videos or quiz on social media platform (Saima and Khan, 2020). Researchers have identified Social Media Influencer as strong branding strategy to promote product and service through social media influencer. (Shan et el. 2019).
Hanaysha (2022) has stated that it is important for brand to choose the right influencer for their brand in order to get brand consistency. Many researchers have given emphasized on the source of influencer’s credibility. Credibility, content and attractiveness of the influencer can play together to identify features of audiences that are associate with influencer (Guruge, 2018). A study from Balaban & Racz (2020) has found that many brands do not promote their own brand instead they use influencer to promote their brand. This statement may need further study to validate that statement. Interactivity and awareness play dynamic role in consumer’s purchase decision (Wilson, Johnson and Brown, 2024).
Relationship between Social Media influencers and follower are the prosocial dimension that attract followers to seek information about product or services that influencer endorsed (Liu, 2021). Social media influencer marketing is found to be one of the best strategies that enhance brand awareness (Booth and Matic, 2011). Retail fashion point receive more crowded when social media influencer engage themselves in the retail point to demonstrate product or give review (Akash and Hamid, 2024). Study from Andreani et al. (2021) identified social media marketing as “essential brand variable” highlights the significant role in influencing consumer’s perception and brand positioning through brand awareness and brand equity in competitive market.

[bookmark: _Toc195522698][bookmark: _Toc196126619]2.2: Social Media platform in Bangladesh
Social media use in Bangladesh is increasing rapidly. As per reports from The Daily Star (2024), the use of social media has increased 22.3% in 2024. In Bangladesh, basically “facebook”, “instragram”, “youtube” and “tiktok” are the common platform where social media influencer exercises their activities. Facebook is seen as leading social media platform in Bangladesh having 52.9 million users representing whopping 30.4% of total population (Datareportal.com, 2024). Other’s platform “tiktok” has user of 37.36 million and the number is increasing significanly in Bangladesh (Datareportal.com, 2024). Instragram has follower of 6.5 million, linkedin has 8 million, and X has user of 1.69 million (Datareporter.com, 2024). Youtube who has 33.60 million but has lost 800k user in 2024 (thedailystart.net, 2024).

[bookmark: _Toc196126620]2.3: Social Media Influencer in Bangladesh:
In Bangladesh actress and model are the main player for social media influencer. It is seen that most of the celebrities has substantial numbers of followers compare than general influencer. Top rated influencers are Mehezabein Chowdhury who has 5.5 million of follower, Bidya Sinha Shaha Mim, 3.8 Millions, Sabila Noor and Purnima have 3.3 million, Tawsif Mahbub has 2.8 Million followers, Cricket Player Sakib Al Hasan has 2.6 million followers. Most of the follower has followers in facebook and Instagram pages. They have tiktok account but they don’t create content more frequently for tiktok as they do for facebook or Instagram. Top tiktok account in Bangladesh are Apurba (Tick tock account name @misschocolate67) who has 8.3 million followers, Anamika Oyshe (Tick tock account name- @anamikaoyshe0008) has 7.6 million followers, Raisa Jahan (Tick tock account name- @raisajahan.oficial) has 5.3 million followers (heepsy.com, 2025). By engaging content derived from entertainment and fashion portraying lifestyle and education, these influencers have built a strong follower group.

[bookmark: _Toc196126621]2.4: Social media influencer for Sustainable cloth in Bangladesh
Although the using of social media influencer is not using in Bangladesh in extensive level, several textile brands in Bangladesh have taken initiatives to embrace social media influencer marketing. GetGoosebumps has been inspired from street style fashion which is utilizing by Salman Muqtadir who has almost 600k follower in facebook (facebook.com). Colors.Dhaka is founded by influencer Anusha Alamgir which promotes upcycled and economy shopping. Dhaka vintage is Instagram based shop which highlight vintage products focusing economy principles was founded by Fatiha Tamanna. AF is a good example of influencer practice where this brand integrates influencer collaboration by storytelling of eco-friendly exercise of the brand. Reach Community BD emphasized on sustainable textile by incorporated fashion and social business. It was founded by Sinayat Ahmed (tbsnews.net, 2022).

[bookmark: _Toc195522699][bookmark: _Toc196126622]2.5: How social media influencers impact millennials’ perception of sustainable fashion brands.
Bangladeshi millennials are very much engaged with digital devices and social media (Yazdani Showrav, 2023). This generation often influenced by various influencer with their activities and brand take this opportunity to use this marketing strategy (Gautan, O. 2021). Social media Influencer influence millennial’s perception of sustainable textile brand though their choice and experience of fashion trend (Apostol et el. 2024). It is seen that young generation are often seek for authenticity, brand’s transparency and ethical issues (Argyris, Y. A., Wang, Z., Kim, Y., & Yin, Z. (2020). It is a good opportunity for brand to engage influencer motivated content in order to influencer their view toward sustainable textile (Andreani, F., Gunawan, L., & Haryono, S. 2021). Traditional media uses one way communication method which is often senses as impersonal. Influencer can take this chance to make relatable content by showing real life example or demonstration, or giving review for sustainable product and expressing the environmental consequence of sustainable fashion (Glucksman, M. 2017). 
Young generation may feel interested in sustainable textile but they may not make their purchase decision because of product’s cost, authentic or disbelief from brand claims (Laurinda, Pangaribuan, Thaib, 2024). Influencer can play a vital role to make bridge in the intention-behavior gap by validating the sustainability efforts through their intervention (Nguyen and Nguyen, 2020). They can showcase their experience, personal example, insight and sourcing of ethical issue to strengthening brand credibility toward millennials. Influencer can also make community engagement through discussion live action about fashion choice, greenwashing, or consumer awareness toward sustainable textile. Influencer can incorporate sustainable product in their daily live making it available to social media and by viewing this consumer adopt this as normalized process which will strengthens the sustainability concept that sustainable product can be stylish, aspirational and easy to access.
Social media Influencer marketing may face challenge to gain millennials’ perception. Millennials are tended to seen more skeptical and want to see genuine advocacy not commercial endorsement (Hagerborn, Ivarsson, Linde, 2024). They may conceive negative view toward influencer if they are not aligning with ethical value. It is important for influencer to support long0term behavioral shift toward sustainable textile by endorsing brand that are truly committed to ethical value toward society and environment.

[bookmark: _Toc195522700][bookmark: _Toc196126623]2.6: Essential Key Factors in Social Media Influencer Marketing 
Social media influencer marketing derived from several key factors that drive effective engagement for sustainable textile in Bangladesh:
Authentic connection with followers is the prime demand for effective influencer marketing. Consumer is becoming aware of skeptical issue like greenwashing which requires authenticity from brand ethical ground toward sustainable textile (Isac, Javed, Radulescu, Cismasu, Yousaf, Serbu, 2024). Influencer must pose credibility and followers need to response to influencer when they will exhibit their authentic opinion. It is also important to align with the brands that they promote though sharing their true value for sustainability (Wänke, M., Herrmann, A., & Schaffner, D. 2007). 
Audience participation through comment, like, share indicates the engagement and interaction of influencer’s impression (Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. 2014). Influencer can increase audience engagement by interactive content, live streaming, gift giveaways and Q&A session. Sustainable brand can engage actress or model in Bangladesh but their effectiveness can be measured by further research.
Content quality and creativity includes appealing of the visualize, information of the content, reliability of the content. Influencer may engage followers by posting, storytelling or video animation in their respective platform (Argyris, Y. A., Wang, Z., Kim, Y., & Yin, Z, 2020). Content quality will play crucial role to gain audience attention and making that campaign effectively. Consumer’s education and knowledge toward influencer, environmental impact, social responsibility and sustainable textile. These will ensure better understanding from audience and will help to connect with content quality.
Micro and macro influencer also important key factors in influencer marketing. Micro-influencer may have less follower but will give the chance of high engagement where macro-influencer may give broad followers but may give less engagement (Masuda, H., Han, S. H., & Lee, J. 2022). It is important to brand to keep balancing between reach and engagement.
In Bangladesh, each social platform has its unique demographics. Facebook is good platform for discussion and brand collaboration and it has large follower in Bangladesh. Instagram is used for fashion visual. Tiktok is using for showcasing everyday’ lifestyle video (Vladimirova et el. 2023). For in-dept product demonstration and review YouTube is good for sustainable textile. Brand need to collaborate influencer with platform. They need to decision which influencer they will use for which content. 
Trust and transparency are necessary in social influencer marketing. Influencer can disclose their paid partnership with the brand and can give honest review to build credibility (Mbonigaba Celestin, 2024). It is seen that showing the insight of sourcing and production process of eco-friendly textile create more positive response to audience.

[bookmark: _Toc196126624]2.7: Influencer marketing impact on sustainable fashion in Bangladeshi Market:
Influencer marketing is becoming highly effective tool to influence consumer behavior to sustainable textile in Bangladesh. Research has shown that often consumer’s behavior is derived by engagement. trust, and authenticity from influencers (Hanaysha, J. R. 2022). Consumers often influenced to buy products that are endorsed by influencer if that influencer is perceived as credible to consumer. When an influencer actually uses a product and then advocate for that product that will emerge as authentic source to audience (Jimenez-Castillo, D., & Sanchez-Fernandez, R. (2019). Consumer get confidence when they see others using that product. When influencers create content of sustainable cloth product demonstration and product review, it influences consumer’s buying decision toward sustainable cloth.
Social media influencer marketing basically uses emotional approach to draw audience attention. They trend to create content which is connect the audience socially and emotionally (Nurhandayani, A., Syarief, R., & Najib, M. 2019). For sustainable textile, influencer create content leveraging their life style which derives from social and environmental value that portrait as post, video, or storytelling. Highlighting key factors in influencer’s content also drive customer’s purchase decision. Influencers can influence consumer’s buying decision and brand perception through social influence, authenticity and alignment of the brand toward sustainability (Hermanda, A., Sumarwan, U., & Tinaprillia, N. 2019). It is important to understand cultural and social influence in Bangladesh in order to create sustainable fashion. Influencers knows what their followers want, what is the level of their understanding and how to co-op with their demand. 

[bookmark: _Toc196126625]2.8: Influencer-driven marketing versus traditional marketing: 
As social media influencer marketing and traditional marketing both are used by brands to promote their product or services. These strategies are used to create brand loyalty to bolster sustainable fashion industries in Bangladesh.  
Traditional media needs polished and reinforcing creativity and established media channel to support it credibility. Where in influencer marketing strategies, social media influencers make personal endorsement and make the brand relatable to create trust (Balaban, D. C., & Racz, G. R. 2020). Influencer marketing can work with only specific niche market or audience where brand can get high engaging. Influencer marketing also cost-effective compare to traditional media which may requires high budget for its media (R. Sama et al. 2019). Traditional media can create mass exposure of the brand awareness but it may struggle to create proper trust, and engagement in sustainable textile where it crucial to get authenticity and transparency (Sivaram, M. H., & Ali, H. 2019). On the other hand, social media may not get mass exposure but can create trustworthy engagement by deploying proper content.
Traditional advertising strategy uses television media, radio media, print media, poster or billboard to create brand awareness. Traditional media is one way communication as there is no way to interact with consumers. Influencer marketing stands on influencer’s personality, interaction. With relatable content influencer may engage directly with their followers which will create more trustable sense (Sheth, J. N. 2018). Influencer can easily demonstrate real life product usage, giving honest review. Their interaction with audience will generate credible and emotional connection with the brand (Doe, J. (2023). Due to authenticity concern, a customer may hesitate to purchase sustainable product though s/he has purchase intention (Lim, X. J., Radzol, A. M., Cheah, J., & Wong, M. W. (2017). In this intention-behavior gap, influencer can motivate consumer by making personalized engagement.
Influencer marketing is very effective against greenwashing. Sometimes brand is criticized for their sustainability claim and their endorsement may granted as purely commercial instead of genuine stance. Traditional marketing media focuses on mass awareness through one way communication and they cannot give a proper stance for brand’s intention for sustainability. Social media Influencer marketing can play a crucial role here. By leveraging social resilient they can create community engagement through making interactive and storytelling content which will create brand loyalty and interactive relationship between brand and customers (Hudson, S., Huang, L., Roth, M. S., & Madden, T. J. 2014).

[bookmark: _Toc196126626]2.9: Micro and macro influencer:
There is no specific definition for micro and macro influencer. We can define macro influencer who has followers of 10k-100k and for macros influencer followers could be more than 100k+ (Chen, Zhang, Cai, Liu, 2024).
Micro influencer can give advantages of higher engagement as lower audience gives more time to interact with followers to get higher engagement rate (Rachidatou Alassani, 2019). Although their follower may be less that macro but still, they can pose higher authenticity and trust. Using micro influencer also cost effectives and brand can engage multiple influencers at a time.
On the other hand, macro influencer gives wider reach as they have massive followers. This opportunity will give brand to create awareness campaign (Zhao et el. 2024). As macro influencer has huge followers so people may find trust on them. Macro influencer may cost higher than micro influencer but their cost per influence will be less and brand may not need multiple influencers because single influencer might cover a major area. (Walter, Föhl and Zagermann, 2024) have state that influencer characteristic can determine the success both micro and macro influencer.

[bookmark: _Toc196126627]2.10: Challenges of using social media Influencer
[bookmark: _Hlk196087821]Sometimes brand may lack control over influencer that how may product or service will be presented (Rosário, Morais, 2023). This may create misrepresentation and hampered brand’s marketing strategy. This may happen when the celebrity got too much influencer power or brand may fail to control his/her action. Lack of product knowledge may force influencer to create misleading content (Balaban, Mucundorfeanu, Naderer, 2022). This may occur when that influencer is too focused on their personal performance rather than gathering proper knowledge about that product or services. Giving misinformation may also lead misrepresentation for that product. Unrealistic expectation occurs when an influencer presents an idealized lifestyle. Sometimes influencers are engaged in creating harmful product content (Ekinci, Shubhankar, Buckle, 2025). Confused representation may occur when an influencer tries to present a product or services who has no previous work on a particular product or services or his/her identity does not go with that particular segment. It is like customer cannot match him/her with that product and got confused for his action. Again, engaging influencer in fast fashion for unsustainable business may create haphazard (McCann, 2024). 

[bookmark: _Toc195522702][bookmark: _Toc196126628][bookmark: _Toc195522709]2.11: Theoretical and Conceptual framework 
This research is supported by established consumer behavior and marketing theories to evaluate how social media influencer impact consumer’s brand perception and purchase decision for sustainable fashion in Bangladesh. As this study will focus on millennial’s behavior and purchase decision so Consumer Behavior theory will be used (Schiffman & Kanuk, 2010). This theory will help to explores the psychological and social factors influencing millennial’s perception, brand trust and purchase intent toward substantiable product in Bangladesh. It is important to identify how millennial learn from influencer’s practices and value that will supported by their personal traits and social norms. This will also identify how influencer’s recommendation and product demonstration will be evaluated by millennial to assess brand credibility and how millennial will make decision concerning sustainable fashion. 
[image: ]
Figure- 1: Consumer behavior Theory; Adopted from Schiffman & Kanuk (2010).
Social Cognitive theory from Bandura (1986) will be followed to identify how consumer’s behavior formed through observational learning. As influencer act as their role model and their spokesperson who show their life style, exchange their feelings and value through social media. These will discover social media influencer’s engagement, credibility in determining purchase decision. 
[image: Social cognitive theory (Bandura, 1986, 1988, 1992). | Download Scientific  Diagram]
Figure-2: Social Cognitive theory; Adopted from Bandura (1986)
Social media influencers need to be expertise authentic and trustworthy in order to promoting sustainable fashion. Source credibility theory (Hoyland et al., 1953) will how influencers establish trust with their audience by delivering authentic content, fostering consistent engagement, and maintaining transparent communication. Through expertise, sincerity, and reliability, social media influencers can motivate audience perceptions and strengthen brand connections.
The conceptual framework will give significant aspects on millennial’s purchase decision for substantiable fashion in Bangladesh. Influencer credibility consisted of their authenticity, content quality and engagement to show their commitment toward substantiable fashion to earn consumer’s trust and bolster purchase confidence (Szymkowiak, Antoniak, 2024). Clear and transparency message will support brand trust to make long term brand credibility that will avoid greenwashing issue. Assessment of micro and macro influencer gives brands to choose their best option by collaborating their brand demands, wheatear they need high engagement or boarder reach. Millennials are more responsive to influencer than traditional media, in this regard brand can engage more influencer to promote sustainable fashion in Bangladesh.  This research will be structured by this conceptual framework in order to assess the effectiveness engaging social media influencer to promote sustainable fashion and motivate their purchase decision.	


[bookmark: _Toc196126629]Research Methodology

[bookmark: _Toc196126630]3.1: Introduction:
To understand the impact of social media influencers on consumer behavior and brand perception in the Bangladeshi sustainable fashion industry, a methodological approach will help the researcher develop a structured framework for data collection and analysis, ensuring the study's consistency and relevance. The researcher will follow the Research Onion framework to incorporate philosophical foundations, research strategies, methodological choices, and data collection techniques, enabling a systematic investigation into the dynamics of influencer-driven consumer engagement. Research methodology ensure empirical consistency by cooperative the complexities of consumer behavior formed by social media engagement for this study. And each layer of the research Onion helps researchers to justify methodological excellence to draw research procedures.
[image: Guide to Understanding the Research Onion | 15 Writers]
Figure-3: Research Onion. Adopted from Abutabenjeh and Jaradat (2018).
[bookmark: _Toc195522710][bookmark: _Toc196126631]3.2: Philosophical stance
This research will adopt pragmatic philosophical stance in order to create balance between theoretical with applied applications. As this study will focus on consumer’s behavior influenced by influencer, this study will help to quantify consumer’s attitude and behavior through empirical data. To understand social influencer, ethical consideration for sustainable product, constructive perspective can be acknowledged. This study will also focus on ethical issue including transparency in production and marketing and greenwashing issue for business organization. Critical realism will apply to find out the gap between customer’s intended behavior and genuine purchasing behavior to explore product’s accessibility, affordability, consumer’s perception, social and environmental awareness.
[bookmark: _Toc195522711]
[bookmark: _Toc196126632]3.3: Research approach 
[bookmark: _Toc195522712]This research will try to find out key factors that influences consumer’s buying decision for sustainable textile in Bangladesh. For this reason, there are some key areas where this research will focus. First it is important to know consumer’s behavior toward social media influencer and sustainable textile. For this reason, deductive-inductive theory will be used to find out key factors that influence consumer’s behavior (Witkowsky and Bingham, 2021). It will help researcher to know about consumer’s knowledge and understanding about social media influencer and sustainable textile. Supported by “Consumer Behavior Theory” and “Social Cognitive Theory”, the research aims to explore how knowledge, trust, and engagement influence consumer behavior toward sustainable textiles in Bangladesh.
Quantitative approach will enable this research to make comparison between the key factors that drives consumer’s purchase intention toward sustainable textile. Quantitative approach will also give data-driven insight to examine how marketing activities, branding strategies, and industry efforts contribute to sustainability adoption in Bangladesh (Saunders, Lewis, & Thornhill, 2019). Quantitative approach will help researcher to collect more measurable data and statistical insight to analyses the social media influencer impact on consumer’s purchase decision toward sustainable textile (Waters, 2011). Using social research methodology, this research aims to expand knowledge on consumer’s attitude and purchasing behaviors (Bickman and Rog, 2009).
A survey questionnaire for both online and in-person interview will be conducted to get data. Online form will give participants with flexibility and in person interviews will allow interviewed deeper engagement. This study also acknowledges researcher bias which will derived from the subjective nature of data interpretation may influence findings (Smith and Noble, (2025), Saunders, Lewis, & Thornhill, (2009).
A mixed approach would have given this research more compressive understanding and contextual depth (Leavy, P. 2017). In dept interview would find out some finding from respondent which are not included in questionnaire through discussion. Consumer’s cognitive behavior and emotional attachment toward social media influencer also may revealed though in dept interview process (Leavy, 2020). To overcome this limitation this study will include more sophisticated literature and questionnaire structure to make better conclusion.  Due to the scope of the work and time constraints, the research could not be conducted using a mixed-method approach. However, it will pave the way for future research opportunities.

[bookmark: _Toc196126633]3.4: Data Collection and Analysis
This research will rely on both primary and secondary data. 
Primary data is crucial for getting contextual relevance as this study is intended to find out social media influencer’s impact on consumer’s behavior. Primary data will also explore the causes for consumer’s buying intention and real purchasing decision (Karunarathna et el. 2024). To get primary data, a survey questionnaire will be provided to respondent. Survey questionnaire will be use to get data on consumer’s demographic information, consumer’s perception toward social media influencer. It is assumed that from this survey questionnaire, social media influencer impact on consumer’s purchase decision on sustainable textile will be gain.
Secondary data is important to get ideal research process that will help this research to shape in rigorous and contextually informed manner (Martins et el., 2018). In-dept understanding of context and research validation will also gain from secondary data. Academic journals and research papers will work as good secondary data source. Google scholar, Bangladesh textile journal will give good source of data. To get social media analytic and reports, statista.com, Facebook, Instagram, and other social media page will provide followers related information. News article like Dhaka tribune, the daily star, the business standard and various blogs will give data on marketing trends. BGMEA (Bangladesh garments manufacturing and exporter association, and various trade publication will be looked for various activities for sustainable initiatives. And brand’s website will give information about their collaboration with social media influencer.

[bookmark: _Toc196126634]3.5: Sample Size:
[bookmark: _Toc195522715][bookmark: _Hlk195529092]This research in intent to take survey interview to 120 respondents. As this research is intend to consider demographic characteristic of a certain region, an attempt will be taken to give question to Bangladeshi people. This could be those Bangladeshi students who is studying in Britain.

[bookmark: _Toc196126635][bookmark: _Toc195522716]3.6: Question design and testing
This research is intended to use survey questionnaire for primary data collection. Most of the question will be predefined and only some information will be given for open ended. Researcher will use closed ended question form to get structural data which will be easy for respondent to answer and will enable researcher to collection data in more organized manner. Questionnaire will consist of respondent demographics information, their perception toward social media influencer and key attributes that social media influencer drives their intention for sustainable textile.

[bookmark: _Toc196126636]3.7: Planned Delivery: 
It is expected that this study will get proposed respondents. The next task after taking survey will be to collect data and organized for analysis. Researcher will use excel form to decorate data for analyzing. Graphical presentation will be given for easy to understood the findings. After closely analyzing the findings, some recommendation may draw based on analysis. It is assumed that some respondents may not give data properly. To avoid this situation, researcher will try to motivate the respondent by maintaining proper mannerism. If respondent does not provide information then that response will be declared void and another respondent will be search for substitute that response.
This research plan has been made considering University requirements that will guide this research a meaningful finding. Timeframe of each activity are designed considering detailed aspect of this research procedures.
[image: ]
[bookmark: _Toc195522717]Table-3: Gantt chart

[bookmark: _Toc196126637]

3.8: Ethical Consideration
[bookmark: _Toc195522718]To conduct this research on social media influencer impact on consumer decision making for sustainable product in Bangladesh requires carefully attention on ethical principles. This research will maintain carefully consideration of all ethical principles. Respondent will be fully informed about this study purpose, ensuring they understand the objectives and their role in this research. Respondent’s answer and personal data will not share with another respondent or third party. Participators will get full rights to withdraw themselves from this research without any consequences, reinforcing the voluntary nature of their involvement for this study.  While efforts will be made to minimize researcher’s personal bias, it is acknowledged that personal viewpoint may influence data interpretation. Secondary data will be collected from credible source and data will be crosschecked. This study is planned to respect local norm and perspective to maintain cultural sensitivity by ensuring that findings of this research will not misrepresent about consumer behavior or market dynamics. By following these ethical guidelines, it is assumed that this research will give a meaningful understanding on influence of social media influencer on consumer’s buying decision for sustainable textile in Bangladesh contributing valuable insight for both academic and business perspective.
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[bookmark: _Toc196126639]Appendix- Survey Questionnaire: 
	

	1. Age:

	· Under 18

	· 18–24

	· 25–34

	· 35–44

	· 45 and above

	

	2. Gender:

	· Male

	· Female

	· Non-binary/Prefer not to say

	

	3. Occupation:

	· Student

	· Employed

	· Business Owner

	· Freelancer

	· Unemployed

	

	4. Your Monthly income (BDT):

	· Below 20,000

	· 20,000–50,000

	· 50,000–100,000

	· Above 100,000

	

	5. Social Media Usage (Daily Time Spent):

	· Less than 1 hour

	· 1–3 hours

	· 3–5 hours

	· More than 5 hours

	6. How often do you follow fashion-related influencers on social media?

	· Never

	· Occasionally

	· Frequently

	· Always

	


	7. Which platform do you primarily use to engage with fashion influencers?

	· Facebook

	· Instagram

	· TikTok

	· YouTube

	· Other (Please specify)

	

	8. Have you ever purchased sustainable fashion products based on an influencer’s recommendation?

	· Yes

	· No

	

	9. How much do you trust influencers promoting sustainable fashion? (1 = Not at all, 5 = Very much)

	· 1

	· 2

	· 3

	· 4

	· 5

	

	



10. Do you believe influencers provide authentic information about sustainable fashion brands?

	· Strongly Disagree

	· Disagree

	· Neutral

	· Agree

	· Strongly Agree

	

	11.  How important is an influencer’s credibility when considering a purchase?

	· Not Important

	· Somewhat Important

	· Neutral

	· Important

	· Very Important

	

	12.  What factors influence your decision when purchasing sustainable fashion based on influencer marketing? (Select all that apply)

	· Transparency and ethical sourcing

	· Positive influencer reviews

	· Discounts and promotions

	· Brand reputation

	· Social responsibility initiatives

	

	13.  How likely are you to purchase a sustainable fashion item after seeing an influencer’s endorsement? (Likert Scale: 1 = Very Unlikely, 5 = Very Likely)

	· 1

	· 2

	· 3

	· 4

	· 5

	

	
14.  Does influencer marketing increase your awareness of sustainable fashion brands?

	· Strongly Disagree

	· Disagree

	· Neutral

	· Agree

	· Strongly Agree

	15.  Have you ever avoided a brand because an influencer exposed greenwashing or unethical practices?

	· Yes

	· No

	

	16.  What type of influencer do you trust more when it comes to sustainable fashion?

	· Micro-influencers (Smaller audience, high engagement)

	· Macro-influencers (Large audience, broad reach)

	· Celebrity endorsers

	

	17.  Would you recommend sustainable fashion brands promoted by influencers to others?

	· Yes

	· No

	

	18.  How do you perceive the effectiveness of influencer marketing in promoting sustainable fashion adoption?

	· Not Effective

	· Somewhat Effective

	· Neutral

	· Effective

	· Very Effective

	

	

19.  Do you believe sustainable fashion influencers help drive long-term consumer behavior change?

	· Strongly Disagree

	· Disagree

	· Neutral

	· Agree

	· Strongly Agree

	

	20.  In your opinion, what could improve influencer marketing’s impact on sustainable fashion adoption? (Open-ended response)


	
---------------------------------------------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------------------------------------------
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