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Title: The Impact of Digital Marketing Strategies on Organic Product Adoption among Bangladeshi Consumers: A Systematic Literature Review
[bookmark: _Toc231951316]1.0 Introduction/Background/Research Problem
[bookmark: _Toc231951317]1.1 Introduction
The global organic food market has been expanding over the past two decades, as consumers are keen to know about the organic food products, which promote health, sustainability, and enhance food safety. The market was estimated to be USD 220 billion in 2021 and could surge to USD 620 billion by 2030 with a CAGR of 12.2% (Grand View Research, 2022). This is indicative of a change in the attitudes of the consumers towards sustainable and health-oriented consumption (Rana and Paul, 2017; Hughner et al., 2007).
Bangladesh is a paradoxical country. In spite of having an agrarian economy, the conditions for the organic farming are good, having traditional cultivation methods and lower consumption of chemicals in certain parts of the country, however, the usage of organic farming is still not much in the mainstream market (Rahman and Noor, 2016; Islam et al., 2020). This poses a challenge and an opportunity to agriculture and health.
Bangladesh has also gone through the process of Digitalisation. By 2022, the number of Internet users has reached over 100 million, or 60% of the population, and the numbers of smartphone users have increased significantly in urban and semi-urban areas (Bangladesh Telecommunication Regulatory Commission, 2022). Communication changed due to this digital growth, and the opportunity to reach consumers emerged (Hossain et al., 2020; Akter et al., 2021).
Digital marketing encompasses social media marketing, search engine marketing (SEO), content marketing, email marketing, collaboration with influencers and marketing through ecommerce (Chaffey and Ellis-Chadwick, 2019). These are the strategies which provide cost-effectiveness, targeting, real-time engagement and measurable outcomes (Kannan and Li, 2017; Dwivedi et al., 2021). It can help minimize awareness gaps, enhance access, create trust and overcome information asymmetry for organic products (Kaur and Kaur, 2020; Tandon et al., 2020).
[bookmark: _Toc231951318]1.2 Background and Context
Currently, agriculture accounts for approximately 11.22% of the GDP and employs almost 40% of the population in Bangladesh (Bangladesh Bureau of Statistics, 2021). But intensive farming, over-application of pesticides and fertilizers have contributed to the concern of food safety, environment and health (Dasgupta et al., 2007; Rahman, 2018). Pesticide residues have been detected in vegetables, fruits and crops exceeding permissible limits as reported in various studies (Chowdhury et al., 2013; Alam et al., 2020).
The increased awareness of health, food safety awareness and the conditions of middle-class income support for the development of organic markets (Sarker and Itohara, 2008; Amin and Tarun, 2020). However, there is still not much production, and a limited certification system; there is also weak support of distribution and marketing (Scialabba, 2013; Khalil and Ardila, 2016). The awareness among consumers is low, particularly the consumers living in rural areas and many of them do not have trust in organic authenticity and organic certifications (Haque et al., 2015; Islam and Chandrasekaran, 2018).
Digital marketing can be a solution. Everyone owes to Facebook, Instagram and YouTube, which are common and Facebook has over 44 million Bangladeshi users in 2022 (Statista, 2022). This E-commerce platform like Daraz, Chaldal and specialised organic deliveries link the producer and consumer with minimised intermediaries (Bala and Hossain, 2021). Videos, influencers, blogs and targeted ads can provide education, develop credibility, convey value and guide consumers to make purchases (Shareef et al., 2019; Islam et al., 2021).
[bookmark: _Toc231951319]1.3 Research Problem
Organic adoption in Bangladesh is not as high as expected with digitalisation, health awareness and e-commerce. Digital marketing might be able to overcome the limitations like low awareness, weak access and distrust, but there is not enough knowledge about the impact of specific digital marketing strategies on the adoption behavior of Bangladeshis (Rahman et al., 2021).
Previous research studies focus on digital marketing in developed countries (Tuten and Solomon, 2017; Ryan, 2016) and attitudes toward organic products across the globe (Aertsens et al., 2009; Tandon et al., 2020). There are very few studies that link these aspects of socio-economic, cultural and technological aspects of Bangladesh (Islam et al., 2020; Amin and Tarun, 2020). There are uneven digital literacy and specific social media use, trust issues, price sensitivity and cultural communication preferences which can impact western strategies (Shareef et al., 2019).
While some of the organic businesses in Bangladesh gained profit from digital marketing, there is scarce systematic evidence which is focused on the practices, challenges and best practices among them (Bala and Hossain, 2021). This has an impact on producers, marketers, platforms and policy makers. This study asks the following questions: What is the impact of digital marketing on adoption of organic products among the Bangladesh consumers and which factors are intervening in this relationship in a developing country of South Asia with cultural backgrounds of Bangladeshi consumers?
[bookmark: _Toc231951320]2.0 Research Aim, Objectives and Questions
[bookmark: _Toc231951321]2.1 Research Aim
To critically review the effect of digital marketing strategies on consumers' decision making process in adopting organic products from a systematic secondary research in the study area of Bangladesh with the target of making evidence based suggestion to relevant stakeholders.
[bookmark: _Toc231951322]2.2 Research Objectives
Objective 1: To understand the existing digital practices of organic businesses in Bangladesh (strategies, platforms and tactics).
Objective 2: To identify Psychographic, Demographic and Behavioral Factors affecting the adoption of ORGANIC in Digital Market.
Objective 3: To assess how effective social media, e-commerce, content and influencer marketing is in the organic adoption.
Objective 4: To analyze barriers and enablers in relation to the digital marketing-organic adoption relationship in the socio-economic, cultural and technological context of Bangladesh.
Objective 5: To collate insights and make recommendations based on them and convert them into action.
[bookmark: _Toc231951323]2.3 Research Questions
RQ1: What are the digital marketing strategies currently adopted by the Organic product business in Bangladesh and how they are applied across platforms/channel.
RQ2: What are the consumer characteristics and behavioural factors that affect acceptance and adoption of organic products in digital marketplace in Bangladesh?
RQ3: How good and effective is social media, e-commerce, content marketing and influencer marketing as strategies for promoting the adoption?
RQ4: What are the challenges and opportunities for the digital marketing initiatives and organic adoption relationship in Bangladesh?
RQ5: What are the suggested solutions based on evidence that will support the speed of digital marketing adoption in Bangladesh in terms of organic marketing?
[bookmark: _Toc231951324]3.0 Preliminary Literature Search
[bookmark: _Toc231951325]3.1 Digital Marketing in Emerging Markets
The digital marketing revolution has changed communication and engagement, particularly in emerging markets where traditional communication and engagement systems are constrained (Kannan and Li, 2017; Dwivedi et al., 2021). Chaffey and Ellis-Chadwick (2019) define digital marketing as the process of using digital technologies and media to achieve marketing objectives, with search marketing, social media, content, email marketing and mobile marketing being among the many forms of digital marketing.
It offers reduced barriers to entry, enhanced targeting, feedback and cost-efficiency in developing economies in comparison to traditional media (Ryan, 2016; Kingsnorth, 2019). Shareef et al. (2019) determined that social media marketing is relevant in south Asian region due to the fact that Facebook facilitate interaction of communities.
Digital strategies, however, need to be flexible to context. The effectiveness is impacted by digital literacy, use of devices, connectivity, payments and cultural communication (Chaffey and Smith, 2017; Akter et al., 2021).
[bookmark: _Toc231951326]3.2 Organic Product Consumer Behaviour
Health, taste and concern for the environment and food safety are highlighted in organic consumption literature as motivations for purchasing organic food (Hughner et al., 2007). Moreover, Aertsens et al. (2009) associate personal determinants, social factors and variables like price, availability and certification with organic consumption.
The attitude-behaviour gap, that is, consumers are pro-organic but do not purchase them regularly, has been highlighted in recent studies (Rana and Paul, 2017; Tandon et al., 2020). Premiums are more of a hurdle in developing markets where this gap is more pronounced (Pham et al., 2019). Another area where trust is essential is when consumers doubt the authenticity and certification of the product (Janssen and Hamm, 2012; Kaur and Kaur, 2020).
[bookmark: _Toc231951327]3.3 Digital Marketing for Organic Products
Digital channels are appropriate for organic promotion because businesses can provide information about production processes, certification, environmental and health values (Tuten and Solomon, 2017). Farm stories, transparency and farmer profiles can be used to establish trust on social media (Kaur and Kaur, 2020). The younger generation of digital consumers can be impacted by influencer marketing by health and wellness personalities (Tandon et al., 2020).
E-commerce platforms overcome distribution challenges by making more producers reach the urban consumers and by decreasing margins (Kumar and Rahman, 2015). Content marketing using blogs, videos, and educational resources can help address the awareness gaps and enhance understanding (Amin and Tarun, 2020).
[bookmark: _Toc231951328]3.4 The Bangladesh Context
There is limited research though growing on Bangladesh, related to its context. Sarker and Itohara (2008) discovered that market access and premium prices are the motivating factors for organic farmers. Haque et al. (2015) found that there are a number of unmet needs on certification and availability. Islam et al. (2020) revealed that health consciousness, environmental concern and trust facilitating the purchase intention while price and availability act as barriers. Rahman et al. (2021) mentioned the e-commerce potential, but logistics, quality assurance and trust problems were discussed.
Bangladeshi digital marketing research also indicates uneven capacity improvements, but on an increasing scale based on a wider window to the industry. Hossain et al. (2020) reported that SMEs utilize Facebook, with a lack of strategy and measurement. Bala and Hossain (2021) found that there was a rise in the adoption of e-commerce at a fast pace and increased comfort with online purchases during COVID-19.
[bookmark: _Toc231951329]3.5 Identified Research Gaps
Five gaps emerge. First, there has been limited research on the use of digital strategies by organic businesses in Bangladesh. Secondly, there is limited awareness of the role of culture, trust, price sensitivity and digital literacy on adoption. Third, the evidence from social media, e-commerce, influencer and content marketing is weak. Fourthly, infrastructure, regulation, certification and logistics are contextual barriers that need to be further investigated. Fifth, evidence-based recommendations that address specific needs of Bangladeshi producers, marketers, platforms, and the policymakers are still limited.
[bookmark: _Toc231951330]4.0 Research Methodology
[bookmark: _Toc231951331]4.1 Research Approach and Design
This research uses a systematic literature review which provides a transparent, rigorous and replicable synthesis of secondary evidence (Tranfield et al., 2003; Denyer and Tranfield, 2009). It is fitting since the study is not gathering primary data, but rather consolidating knowledge, detecting patterns and formulating recommendations (Petticrew and Roberts, 2006).
The review is systematic, based on explicit search, criteria, quality assessment and data extraction (Kitchenham and Charters, 2007). This will enhance the transparency and minimise bias over narrative reviews (Booth et al., 2016). The study is interpretivist due to the fact that digital marketing and consumer behaviour are influenced by the social meanings, contexts and interpretations (Saunders et al., 2019).
[bookmark: _Toc231951332]4.2 There is no universal approach to search strategy.
Academic and grey literature will be searched for. Google Scholar, Scopus, Web of Science, EBSCO Business Source Complete, Emerald Insight, Science Direct and ProQuest are all academic sources. Grey literature would include any publications by the Ministry of Agriculture, BTRC reports, NGO publications from Proshika and UBINIG, industry reports from Nielsen, Euromonitor and Grand View Research, conference reports and platform reports.
Search queries are the result of combining three domains. Digital marketing terms will include – “Digital marketing”, “Social media marketing”, “Ecommerce”, “Online marketing”, “Influencer marketing”, “Content marketing”, “Facebook marketing” and “Instagram marketing”, “Digital advertising”. Organic product terms will be: “organic food”, “organic products”, “organic agriculture”, “sustainable food”, “organic consumption” and “organic adoption”. Geographical terms will comprise “Bangladesh”, “developing country”, “emerging market” and “South Asia”.
[bookmark: _Toc231951333]4.3 Inclusion and Exclusion Criteria
Included sources are published between the years 2013 and 2024 and are related to digital marketing, organic consumption or the integration of both and are empirical studies or reviews, frameworks or substantial industry reports. English sources relevant to the development of the markets, particularly South Asia/Bangladesh, will be given top priority.
Excluded sources are publications prior to 2013 (unless seminal), non-English publications (unless translated), opinion pieces, editorials, non-peer reviewed blogs, developed market-only studies (excluding where applicable emerging markets relevance), and irrelevant topics like organic chemistry, or non-food organic products.
[bookmark: _Toc231951334]4.4 Quality Assessment
Adapted CASP criteria will be used in the studies (CASP, 2018). Requirements will include objectives, methodology, sample size, validity and reliability, analytical rigor, conclusions, limitations and relevance. Studies will be assigned a high, medium or low rating and this will be used for weighting in the synthesis.
[bookmark: _Toc231951335]4.5 Data Extraction and Analysis
Extraction will log bibliographic information, goals, context, sample, methodology, findings, restrictions and rating. Thematic synthesis (Thomas and Harden, 2008) will be used for analysis. First, findings will be line coded. Secondly, codes will be grouped by descriptive theme. Finally, analytical themes will give insights. This is the perspective of going beyond summary to new understanding (Braun and Clarke, 2006). Analysis will provide each question and be flexible with new ideas.
[bookmark: _Toc231951336]4.6 Ethical Considerations
This study does not involve the participants since only secondary data is used and hence no formal ethics approval is required (Saunders et al., 2019). But, ethics come into play. All sources will be properly cited in Harvard style. A protocol for review, search strategy, criteria and analysis procedures will be documented for transparency and reproducibility (Booth et al., 2016). The findings will be presented in an objective way, covering contradictions and limitations (Petticrew and Roberts, 2006). Large scale reproduction will be done with permission (UKRIO, 2019), and intellectual property will be respected.
[bookmark: _Toc231951337]5.0 Risks and Mitigation Strategies 
[bookmark: _Toc231951338]5.1 Literature Availability Risk
Risk: Limited research in Bangladesh may limit insights.
Likelihood: Medium
Impact: Medium
Mitigation: Comparable South Asian and emerging-market studies and grey literature, government and NGO reports and general research on digital marketing and organic-consumption with careful interpretation for the Bangladesh context will be included in the search.
[bookmark: _Toc231951339]5.2 Publication Bias Risk
Risk: Successful initiatives may be over-represented in published evidence.
Likelihood: Medium-High
Impact: Medium
Mitigation: Grey literature and industry claims will be searched, industry claims will be subject to critical assessment, literature search will include acknowledgement of publication bias, and academic, policy and industry literature will be triangulated.
[bookmark: _Toc231951340]5.3 Evolving context risk - rapid evolution
Risk: The older the studies, the less current they are on digital platforms and behaviour change.
Likelihood: High
Impact: Medium
Mitigation: Given the recentness of the years 2020-2024, sources from this time period shall be selected first, followed by industry sources and seminal sources. The review will be on mechanism not the quick and easy tactics.
[bookmark: _Toc231951341]5.4 Language and access barriers
Risk: Bengali studies or paywalled publications may not be available.
Likelihood: Medium
Impact: Low-Medium
Mitigation: Access to institutional, Google Scholar, open repositories and author contact will be utilized. Limited language will be recognized.
[bookmark: _Toc231951342]5.5 Time Constraint Risk
Risk: The time for searching, screening and synthesis may be extended.
Likelihood: Medium
Impact: Medium
Mitigation: A realistic buffered schedule will be adhered to, core databases will be prioritised, stopping criteria will control scope and efficiency will be supported by Mendeley or Zotero.
[bookmark: _Toc231951343]6. Timeline (Gantt Chart)
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