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[bookmark: _bookmark0]INTRODUCTION

[bookmark: _bookmark1]BACKGROUNDOFTHESTUDY
Socialcommerceblendssocialinteractionwithin-platformshoppingonFacebook,Instagram, and TikTok, where creator content, peer cues, and real-time messaging can accelerate affect- driven decisions (Zhao et al., 2022). Online impulse buying is typically fast, unplanned, and shapedbyinternalemotionalstates—especiallyarousalandpleasure—afterexposuretodigital stimuli; this pattern is widely reported across online settings (Redine et al., 2021; Zhao et al., 2022).
Globally, social commerce has scaled quickly, with an estimated US$1.16 trillion in 2024 (Grand View Research, 2025). Bangladesh, an emerging South Asian economy, saw sharp e- commerce acceleration during COVID-19—online sales rose markedly in 2020—and the market remains on a steady growth path from a relatively low base. In practice, Bangladeshi buyers and sellers heavily use social platforms for discovery and engagement, yet often treat dedicated websites as more credible for structured checkout and secure payment. Many firms thereforeadoptadualapproach:engageonsocialmedia,then“close”onwebsitestobuildtrust (Rahman et al., 2025). Local evidence also points to impulse-relevant patterns: both hedonic and utilitarian browsing can lead to impulse purchases, with hedonic browsing showing the strongereffect;socialrecommendations,attractivedisplays,paymentoptions,andpromotions shape these outcomes (Akter & Niloy, 2024).
[bookmark: _bookmark2]PROBLEMSTATEMENT
Despite strong seller activity on social platforms in Bangladesh, the specific mechanisms that convert core social-commerce features into impulse buying remain under-tested locally. Observed trust gaps at the payment stage suggest that platform features may work through emotional states before purchase (Rahman et al., 2025). International research shows that digital stimuli—interactivity, personalization, and social cues—often drive impulses through arousal and pleasure (e.g., Ngo et al., 2024; Zhao et al., 2022), but Bangladesh-specific tests that jointly examine interactivity, personalization, trust, and social influence via emotional engagement are scarce. This study addresses that gap.
[bookmark: _bookmark3]RESEARCHAIM
Toanalysehowdifferentsocialcommercefeaturesinfluenceimpulsebuyingbehaviouramong online shoppers in Bangladesh, with emotional engagement as a mediating factor.
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[bookmark: _bookmark4]RESEARCHOBJECTIVES
· To examine the impact of Social Commerce Features (interactivity, personalization,trust, and social influence) on impulse buying behaviour.
· Toinvestigatethemediatingeffectofemotionalengagementontherelationship between social commerce features and impulse buying behaviour.
· Toidentifywhichsocialcommercedimensionshavethestrongestinfluenceon
consumers’unplannedpurchase decisions.
· To provide recommendations for online retailers and digital marketers to effectively utilize social commerce tools for customer engagement and sales growth.
[bookmark: _bookmark5]RESEARCHQUESTIONS
· HowdoSocialCommerceFeatures(interactivity,personalization,trust,andsocial influence) affect impulse buying behaviour among online shoppers in Bangladesh?
· Doesemotionalengagementmediatetherelationshipbetweensocialcommerce features and impulse buying behaviour?
· Whichsocialcommercefeaturecontributesmoststronglytoimpulse buying?
· Howcanbusinessesoptimizesocialcommercestrategiestoenhanceimpulsepurchases responsibly?

[bookmark: _bookmark6]LITERATUREREVIEW

[bookmark: _bookmark7]SOCIALCOMMERCEANDONLINEIMPULSEBUYING
Socialcommerceletspeoplediscover,discuss,andbuyinsidesocialplatformslikeFacebook, Instagram, and TikTok. It blends user-generated content, social interaction, and built-in shopping tools. Work on Instagram shows that personalised ads inside these feeds can drive unplannedpurchaseswhentheadfeelsrelevantandtheuseris“intheflow”ofbrowsing.Flow strengthens the move from ad value to impulse buying (Lina &Ahluwalia, 2021).
Onlineimpulsebuyingisfastandaffect-driven.Visuals,audio,timepressure,low-stockcues, and deals raise arousal and pleasure, which in turn push immediate purchases. Short-video shopping studies find that urgency, scarcity, rich media, and social cues elevate arousal and pleasure, and both emotions mediate the jump to impulse buying (Ngo et al., 2024). Ameta- analytic synthesis confirms that digital stimuli shape impulse buying mainly through affect, witharousalandpleasurecentraltothemechanismandwitheffectsvaryingbymarketcontext


(Zhaoetal.,2022;Redineetal.,2021).ThisvariationbycontextsupportstestingaBangladesh- specific model rather than assuming uniform effects across countries.
[bookmark: _bookmark8]KEYSOCIAL-COMMERCEFEATURESSHAPINGIMPULSEBUYING INTERACTIVITY AND SOCIAL INFLUENCE
Real-time exchanges, reviews, and creator or peer signals increase social presence and speed updecisions(Ngoetal.,2024).Theauthorstatesshortvideolivee-commerce,exploitcustomer vulnerabilities by social influence and rich media cues heighten arousal and pleasure, which thenpredictimpulsebuying(Ngoetal.,2024).Groupdynamicscanstrengthenorreshapethese effectsasXU(2025)showedthatpeermotivationandsocialcapital(tiestrength,sharednorms) canfurtheramplifytheseeffectsinsocialcommerce,strengtheningthemovefromsocialcues to the urge to buy
PERSONALIZATION

Personalised advertising raisesperceivedad value andencouragesimpulsebuying. The effect strengthenswhenusersexperience“flow”(deepinvolvementandenjoyment)duringbrowsing, showing how a positive platform state magnifies personalization’s impact on impulse action (Lina & Ahluwalia, 2021). This supports modelling personalization effecting emotional engagement to impulse buying, rather than treating personalization as a purely cognitive cue.
TRUST

rustisfoundationalinsocialcommerce,especiallyinemergingmarkets.ADhaka-basedstudy showssecurity,homedelivery,assortment,references/word-of-mouth,price,quality,andafter- sales shape purchasing and satisfaction on Facebook (Hoque et al., 2020). User-generated reviewsalsoraisetrustand,inturn,impulsebuying,indicatingacrediblepathwayfromsocial influence to trust to impulse in platform contexts (related social-commerce evidence). Bangladesh-specificqualitativeworkfindsbuyersandsellersusesocialmediaforengagement but often view dedicated websites as more credible for payment, implying that trust can gate fast purchases triggered on social platforms (Rahman et al., 2025).
EMOTIONALENGAGEMENTASMEDIATOR

Across studies, emotional engagement—operationalised as arousal and pleasure—bridges platform cues and behaviour. Short-video evidence shows visuals, sound, scarcity, and deals lift arousal; some cues also lift pleasure; both mediate the path to impulse buying (Ngo et al.,


2024). Therefore, emotional engagement can be treated as the core Organism state, measured via arousal and pleasure (PAD-style items), while acknowledging that “flow” is a closely related experiential state that can intensify these effects (Lina & Ahluwalia, 2021). Broader social-commerce research further shows that affective responses and consumer–brand identificationcanheightentheurgetobuyandevenspilloverintomorepersistenttendencies, underscoring the need for responsible design (Moghddam et al., 2024; Dang et al., 2025). Together, these findings justify social commerce features creates emotional engagement leadingimpulse buying in Bangladesh’s social-platform context.
THEORETICALPOSITIONING

Most studies follow the Stimulus–Organism–Response (S-O-R) model: social-commerce features are stimuli, emotional engagement (arousal, pleasure) is the organism state, and impulse buying is the response (Ngo et al., 2024; Zhao et al., 2022). To capture fast, social, affect-rich feeds, a complementary Cognitive–Affective–Behavioural (CAB) lens helps connectperceivedvalueandattentiontoenjoyment/flow,whichthendrivebehaviourinshort- video/livecontexts(Dangetal.,2025).Peermechanismsfromsocial-capitaltheoryalsomatter: structural,cognitive, andrelationalties can strengthenhow peer motivationtranslates intothe urgetobuy(Xu,2025).Thismulti-lenspositioningstrengthensthecaseforourmediationtests while keeping S-O-R as the spine.
[bookmark: _bookmark9]EVIDENCEANDGAPSINBANGLADESH
Bangladeshi consumers widely use social media for shopping. Dhaka-based evidence highlights how security, delivery, price, quality, and after-sales support shape Facebook purchases and satisfaction (Hoque et al., 2020).Another study showed strong engagement on social platforms but higher perceived credibility for websites at the payment stage, revealing trust gaps inside social-media commerce (Rahman et al., 2025). At the same time, most emotion-based tests of impulse buying come from other markets and are often platform- specific,soBangladeshlacksanintegratedtest of interactivity,personalization,trust,andsocial influence operating through emotional engagement. This study addresses that gap.
[bookmark: _bookmark10]CONCEPTUALFRAMEWORKANDHYPOTHESES
Figure 1 presents the conceptual framework for the study.The framework treats interactivity, personalisation, trust, and social influence as stimuli that increase emotional engagement (arousal,pleasure),whichthendrivesimpulse buying.Priorworksupportslinksfrom features


toemotionsandfrom emotionstoimpulsebuying(Ngoet al.,2024; Lina &Ahluwalia,2021; Zhao et al., 2022).
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FIGURE1:CONCEPTUALFRAMEWORK

Basedontheconceptualframeworkfollowinghypothesisare developedforthe study’

· H1:Interactivitypositivelyaffectsimpulsebuying behaviour.

· H2:Personalisationpositivelyaffectsimpulsebuyingbehaviour.

· H3:Trustinsellersorplatformspositivelyaffectsimpulsebuying behaviour.

· H4:Socialinfluencepositivelyaffectsimpulsebuying behaviour.

· H5:Emotionalengagementpositivelyaffectsimpulsebuying.

· H6: Emotionalengagement mediatestheeffectsof interactivity, personalisation, trust, and social influence on impulse buying.

[bookmark: _bookmark11]METHODOLOGY

[bookmark: _bookmark12]RESEARCHAPPROACHANDDESIGN
Thisstudyusesaquantitativeapproachwithacross-sectionalonlinesurvey.Theaimistotest clear relationships among defined variables and to estimate the size of these effects.Asurvey allows efficient data collection from a geographically dispersed group of social-commerce shoppers in Bangladesh at low cost and within the dissertation timeline. A cross-sectional design is appropriate because the research questions focus on current behaviours and perceptions rather than change over time. Quantitative data support statistical tests for direct andindirecteffectsandenablecomparisonsacrosssubgroups,forexamplebyplatformor



gender. The approach is feasible, replicable, and suitable for evidence-based managerial recommendations.
[bookmark: _bookmark13]POPULATIONANDSAMPLING
ThetargetpopulationisadultsinBangladeshwhopurchasedthroughFacebook,Instagram,or TikTok in the past twelve months. Non-probability convenience sampling will be used with screening questions to confirm eligibility.The planned sample size is 200, which is adequate formultipleregressionandbootstrappedmediationwithmediumeffects.Inclusioncriteriaare age18yearsorabove,residenceinBangladesh,andatleastonesocial-commercepurchasein the past year. B2B buyers will be excluded.
[bookmark: _bookmark14]INSTRUMENTANDMEASURES
The questionnaire will include demographics and five-point Likert items for all variables. Interactivity, personalisation, trust, and social influence will be measured as independent variables. Emotional engagement will bemeasuredas themediatingvariable.Impulse buying willbemeasuredasthedependentvariable.Itemswillbeadaptedfromestablishedstudiesand refined for clarity and local wording. Two attention-check items will be included.
[bookmark: _bookmark15]PILOTTESTANDDATACOLLECTION
Apilot with 20 to 30 respondents will test clarity, timing, and item performance. Minor edits willfollowifneeded.MaindatawillbecollectedonlineusingGoogleForms.Recruitmentwill take place through relevant social media groups and pages. Only one response per participant will be allowed.
[bookmark: _bookmark16]DATAPREPARATION
Data will be screened for completeness, failed attention checks, and patterned responses. Outliers will be examined with standardised scores and influence diagnostics. If missing data are low, listwise deletion will be used. Descriptive statistics will summarise the sample and constructs.
[bookmark: _bookmark17]RELIABILITYANDVALIDITY
Internal consistency will be assessed using Cronbach’s alpha with a minimum threshold of 0.70, which is widely accepted for exploratory and applied research (NunnallyandBernstein, 1994; Hair et al., 2019). Item-total correlations will support item retention. Convergent and discriminantvaliditywillbereviewedusinginter-constructcorrelations.Ifdatapermit,abrief confirmatory factor analysis will be reported in the dissertation.


[bookmark: _bookmark18]DATAANALYSIS
SPSSwillprovidedescriptives,correlations,andreliability.Multipleregressionwilltestdirect effects from interactivity, personalisation, trust, and social influence to impulse buying with controlsforage,gender,monthlyonlinespend,andprimaryplatform.Mediationwillbetested using Hayes PROCESS Model 4 with 5,000 bias-corrected bootstraps and 95 percent confidence intervals. Assumptions will be checked using variance inflation factors, normal probabilityplots,andresidualdiagnostics.Acombinedmodelwillcomparestandardisedbetas to identify the strongest predictor.
[bookmark: _bookmark19]ETHICSANDDATAMANAGEMENT
Participationisvoluntaryandanonymous.Theconsentpagewillexplainthepurpose,inclusion criteria, expected completion time, and the right to withdraw before submission. No direct identifierswillbecollected.Datawillbestoredonapassword-protecteddriveaccessibleonly to the researcher and deleted after the university assessment period.The study poses minimal risk.

[bookmark: _bookmark20]EXPECTEDFINDINGS
Thestudyaimstoexplainhowsocialcommercefeaturestranslateintoimpulsebuyingamong Bangladeshishoppers.Iexpectinteractivity,personalisation,trust,andsocialinfluencetoshow positive directeffectsonimpulsebuying.Emotionalengagement is likelytopartiallymediate theselinks,wherearousalandpleasurerisewithresponsivechats,tailoredoffers,crediblecues, and peer signals, then lead to unplanned purchases. Social influence may emerge as the strongest predictor because creator content, reviews, and peer cues are highly salient on Facebook, Instagram, and TikTok. Personalisation may be a close second since relevant recommendations reduce search effort and heighten interest. Interactivity should lift engagement through real-time exchanges, while trust should reduce perceived risk and make fast action acceptable. These findings would help managers prioritise live support, review credibility, and careful use of targeting. Results would also add evidence from an emerging market and show how emotional engagement links platform features to behaviour.
LIMITATIONS

The cross-sectional design limits causal claims. A non-probability online sample restricts generalisability beyond active social-commerce users. Self-reported measures can inflate associationsandintroducerecallordesirabilitybias.ThefocusonFacebook,Instagram,and


TikTok may not capture behaviour on smaller channels. Scale items are adapted rather than fully validated through confirmatory factor analysis at the proposal stage, which may reduce measurement precision. Nonresponse and coverage issues can affect sample composition. Cultural and platform effects may also shape responses in ways that are not fully controlled. Mitigation steps include clear screening, attention checks, transparent reporting of assumptions, inclusion ofdemographicand platformcontrols, reliability thresholdsof 0.70 or higher,anduseofbootstrappedconfidenceintervals.Futureworkcanaddlongitudinaldesigns, behavioural tracking, probability sampling, and multi-platform comparisons to strengthen inference and extend external validity.

[bookmark: _bookmark21]TIMEFRAME

	Task/ Phase
	W 1
	W 2
	W 3
	W 4
	W 5
	W 6
	W 7
	W 8
	W 9
	W 10
	W 11
	W 12
	W 13

	Integrate	supervisor feedbackfromproposal
	⬛
	⬛
	
	
	
	
	

	Ethicsapplicationand confirmation	(if
required)
	⬛
	⬛
	⬛
	
	
	
	

	Literature	review expansion; theory & hypotheses finalisation
	⬛
	⬛
	⬛
	⬛
	
	
	

	Instrument refinement (scales,	consent); questionnaire final
	
	⬛
	⬛
	
	
	
	

	Pilottest(20–30);revise items
	
	
	⬛
	
	
	
	

	Main	data	collection (Google Form)
	
	
	
	⬛
	⬛
	⬛
	

	Datacleaning,coding, and descriptives
	
	
	
	
	
	⬛
	⬛
	
	
	
	
	
	

	Reliability (α), validity checks; CFA where feasible
	
	
	
	
	
	
	⬛
	⬛
	
	
	
	
	

	Main	analysis: regression &mediation (PROCESS)
	
	
	
	
	
	
	
	⬛
	⬛
	
	
	
	

	Robustness / subgroup checks;	sensitivity analyses
	
	
	
	
	
	
	
	
	⬛
	⬛
	
	
	

	Chapter	writing: Methodology
	
	
	
	
	⬛
	⬛
	





	Chapter	writing: Results
	
	
	
	
	
	⬛
	⬛
	
	
	

	Chapter	writing: Discussion		&Implications
	
	
	
	
	
	
	⬛
	⬛
	
	

	Managerial recommendations;
limitations;	future research
	
	
	
	
	
	⬛
	

	Intro	&	Literature Review polish
	
	
	⬛
	⬛
	⬛
	
	

	Tables,	figures, references, appendices; formatting
	
	
	
	
	
	
	
	⬛
	⬛
	⬛

	Supervisor	review cycles; revisions
	
	
	
	
	
	⬛
	⬛

	Final	proof	and submission (due 3 Feb)
	
	
	
	
	
	
	⬛



[bookmark: _bookmark22]CONCLUSION
This proposal sets out a clear plan to test how interactivity, personalisation, trust, and social influence relate to impulse buying in Bangladeshi social commerce, and whether emotional engagementcarriestheseeffects.Thequantitativesurvey,definedsamplingandmeasures,and a transparent analysis plan are feasible within the available time and resources. Anticipated insights can help managers design responsive interactions, strengthen credible signals, and apply personalisation responsibly. The study also contributes academic value by bringing evidencefromanemergingmarketandbyclarifyinghowemotionalengagementlinksplatform features to rapid purchasing decisions. Ethical safeguards, clear screening, and reliability checkssupportresearchquality.Theprojectispractical,focused,andalignedwiththeresearch questions, and it sets a solid base for later analysis and discussion once data are collected.
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