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ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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The Implication of Social Media on Online Purchasing Behavior in 
Bangladesh: An Empirical Study Focusing University Students

Mahathy Hasan Jewel1*, Md. Al Amin2, Tamanna Akter3

ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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The Implication of Social Media on Online Purchasing Behavior in 
Bangladesh: An Empirical Study Focusing University Students

Mahathy Hasan Jewel1*, Md. Al Amin2, Tamanna Akter3

ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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The Implication of Social Media on Online Purchasing Behavior in 
Bangladesh: An Empirical Study Focusing University Students

Mahathy Hasan Jewel1*, Md. Al Amin2, Tamanna Akter3

ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a

* Corresponding Author
1.  Associate Professor, Department of Marketing, Faculty of Business Studies, Jagannath University, Dhaka, E-

mail: jewelbhola@yahoo.com
2.  Assistant Professor, Department of Marketing, Faculty of Business Studies, Jagannath University, Dhaka, E-

mail: alaminmkt06jnu@gmail.com
3.  Lecturer, Business Administration, Hamdard University Bangladesh, E-mail: tamannaakter021@yahoo.com

Copyright © 2024 The Author(s). Published by FBS, BUFT
This is an Open Access article distributed under the terms of the Creative Commons Attribution License 
(http://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution, and reproduction in 
any medium, provided the original author and source are credited

more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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Table 1.
Demographic Profile of Respondents

Source: Authors Developed

Gender

Age

Level of Education

Frequently used 
E-commerce Platform

Categories

Male
Female
Total

18-22 years
23-26 years
27-30 years

30 above
Total

Undergraduates
Graduates

Post Graduates
Total
Daraz
Evaly

Chaldal
Rokomari.

Total

Percent

58%
42%
100%
22%
61%
12%
5%

100%
52%
14%
34%
100%
60%
7%
6%
27%
100%

 

The Implication of Social Media on Online Purchasing Behavior in 
Bangladesh: An Empirical Study Focusing University Students
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ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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The Implication of Social Media on Online Purchasing Behavior in 
Bangladesh: An Empirical Study Focusing University Students
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ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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Table 2. 
Summary of Measurement Model
              Variables

Social Media 

Consumer Patronage 

Items

SM1
SM2
SM3
SM4
SM5
CP1
CP2
CP3
CP4
CP5

Loading score

0.735
0.833
0.776
0.687
0.744
0.733
0.779
0.788
0.749
0.551

CR

0.870

0.845

AVE

0.572

0.526

Cronbach's Alpha

0.812

0.775

0.739

0.751
0.695
0.627

0.628

0.735

0.833
0.776
0.687

0.744

0.742

0.841

0.712

SM 1

SM 2

SM 3

SM 4

SM 5

CP 1

CP 2

CP 3

CP 4

CP 5

CPI 1

CPI 2

CPI 3

CPI 4

CPI 5
DMP 1

DMP 2

DMP 3

DMP 4

DMP 5

Social Media

Decision Making Proc

Consumer Purchase Int

Consumer Patronage

0.733

0.779
0.788
0.749

0.551

0.807

0.823
0.772
0.858

0.779

0.507

0.707

0.551
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The Implication of Social Media on Online Purchasing Behavior in 
Bangladesh: An Empirical Study Focusing University Students
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ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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The Implication of Social Media on Online Purchasing Behavior in 
Bangladesh: An Empirical Study Focusing University Students
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ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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The Implication of Social Media on Online Purchasing Behavior in 
Bangladesh: An Empirical Study Focusing University Students

Mahathy Hasan Jewel1*, Md. Al Amin2, Tamanna Akter3

ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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The Implication of Social Media on Online Purchasing Behavior in 
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ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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The Implication of Social Media on Online Purchasing Behavior in 
Bangladesh: An Empirical Study Focusing University Students

Mahathy Hasan Jewel1*, Md. Al Amin2, Tamanna Akter3

ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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The Implication of Social Media on Online Purchasing Behavior in 
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ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.

References 

Manish, K. (2019). Factors influencing prepaid consumer behavior in mobile telecom industry of 
Bihar and Jharkhand (Doctoral dissertation). Retrieved from https://shodhganga.inflibnet.ac. 
in/handle/10603/293822

Alsubagh, H. (2015). The impact of social networks on consumers' behaviors. International Journal of 
Business and Social Science, 6(1), 209-216.

Alvarez-Milan, A., Felix, R., Rauschnabel, P.A. & Hinsch, C. (2018), Strategic customer engagement

marketing: a decision making framework, Journal of Business Research, 92, 61-70.

Ausat, A. M. A. (2023). The Role of Social Media in Shaping Public Opinion and Its Influence on 
Economic Decisions. Technology and Society Perspectives (TACIT), 1(1), 35-44.

Azzaakiyyah, H. K. (2023). The Impact of Social Media Use on Social Interaction in Contemporary 
Society. Technology and Society Perspectives (TACIT), 1(1), 1-9.

Bibi, A., Bukhari, S., Sami, A., Irfan, A., &Liaqaut, H. (2018). Effect of latest technology and social 
media on interpersonal communication on youth of Balochistan. Journal of Managerial 
Sciences, XI (3), 475-490.

Brida, J. G., Alvarez, E., Cayssials, G., & Mednik, M. (2024). How does population growth affect 
economic growth and vice versa? An empirical analysis. Review of Economics and Political 
Science, 9(3), 265-297. https://doi.org/10.1108/reps-11-2022-0093

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital Marketing. UK: Pearson Education.

Chowdhury, M. H., Absar, M. M. N., &Quader, S. M. (2020). Challenges and Developments in the 
Higher Education System of Bangladesh: Keys to Way Forward. In P. M. Sarangapani& R. 
Pappu (Eds.), Handbook of Education Systems in South Asia (pp. 1-32). Springer Singapore. 
https://doi.org/10.1007/978-981-13-3309-5_57-1

Cooil, B., Keiningham, T. L., Aksoy, L., & Hsu, M. (2007). A longitudinal analysis of customer 
satisfaction and share of wallet: Investigating the moderating effect of customer characteristics. 
Journal of marketing, 71(1), 67-83.

Chukwu, B. I., & Uzoma, I. C. (2014). Impact of social media networks on consumer patronage in 
Nigeria: A study of Jumia and Konga Nigeria Limited. European Journal of Business and 
Management, 6(30), 63-70.

Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests. Psychometrika, 16(3), 297-
334.

Dellarocas, C. (2003). The Digitization of Word of Mouth: Promise and challenges of online feedback 
mechanisms. Management Science, 49(10), 1407-1424. https://www.jstor.org/stable/4134013

De Mooij, M. (2019). Consumer behavior and culture: Consequences for global marketing and 
advertising. London, England: Sage.

Doshi, P., Nigam, P., & Rishi, B. (2023). Customer values and patronage intention in social media 
networks: mediating role of perceived usefulness. VINE Journal of Information and Knowledge 
Management Systems. https://doi.org/10.1108/vjikms-07-2022-0217

Ellison, N. B., Steinfield, C., & Lampe, C. (2007). The benefits of Facebook "friends:" Social capital 
and college students' use of online social network sites. Journal of Computer-Mediated 
Communication, 12(4), 1143-1168.

Ekwueme, A., & Akagwu, A. N. (2017). The influence of online marketing of jumia and konga on 
consumer purchasing behaviour among Kogi State Residents of Nigeria. Global Journal of 
Human-Social Science: A Arts & Humanities-Psychology, 17(6), 25-32.

Farzin, M., Ghaffari, R., & Fattahi, M. (2022). The influence of social network characteristics on the 
purchase intention. Business Perspectives and Research, 10(2), 267-285.

Ferine, K. F., Gadzali, S. S., Ausat, A. M. A., Marleni, M., & Sari, D. M. (2023). THE IMPACT OF 
SOCIAL MEDIA ON CONSUMER BEHAVIOR. Community Development Journal: Jurnal 
Pengabdian Masyarakat, 4(1), 843-847.

Ferrao, A. M., & Alturas, B. (2018, June). The online purchasing decision process and consumer 
loyalty of fashion industry products: Influence of social media and "opinion makers". In 2018 
13th Iberian Conference on Information Systems and Technologies (CISTI) (pp. 1-6). IEEE.

Fu, J. R., Lu, I. W., Chen, J. H., & Farn, C. K. (2020). Investigating consumers' online social shopping 
intention: An information processing perspective. International Journal of Information 
Management, 54, 102189.

Armstrong, G. (2009). Marketing: an Introduction (11th Editi). USA: Pearson.

Gilchrist, A. (2016). Introducing Industry 4.0. In: Industry 4.0. Apress, Berkeley: CA. https://doi.org/ 
10.1007/978-1-4842-2047-4_13

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, R. (2016). Social 
media marketing efforts of luxury brands: Influence on brand equity and consumer behavior. 
Journal of Business Research, 69(12), 5833-5841.

Hair, Joe F., Christian M. Ringle, and Marko Sarstedt. (2014), PLS-SEM: Indeed a Silver Bullet. 
Journal of Marketing Theory and Practice.19(2): 139-152. https://doi.org/10.2753/ MTP1069-
6679190202

Hafez, M. (2021). The impact of social media marketing activities on brand equity in the banking 
sector in Bangladesh: the mediating role of brand love and brand trust. International Journal of 
Bank Marketing, 39(7), 1353-1376.

Ha, H. Y. (2012). The effects of online shopping attributes on satisfaction-purchase intention link: A 
longitudinal study. International Journal of Consumer Studies, 36(3), 327-334.

Hosany, A. S., & Hamilton, R. W. (2023). Family responses to resource scarcity. Journal of the 
Academy of Marketing Science, 51(6), 1351-1381.

Irfan, A., Rasli, A., Sulaiman, Z., Sami, A., & Qureshi, M. I. (2018). Use of social media sites by 
Malaysian universities and its impact on university ranking. International Journal of 
Engineering and Technology, 7(4), 67-71.

Jepsen, A. L. (2007). Factors affecting consumer use of the Internet for information search. Journal of 
Interactive Marketing, 21(3), 21-34.

Juju, U., Arizal, N., & Waldelmi, I. (2023). Changes and determinants of consumer shopping behavior 
in E-commerce and social media product Muslimah. Journal of Retailing and Consumer 
Services, 70, 103146.

Karimi, S. (2013). A purchase decision-making process model of online consumers and its influential 
factor a cross sector analysis (Doctoral Dissertation). Retrieved from https://www.escholar. 
manchester.ac.uk/uk-ac-man-scw:189583

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of 
Social Media. Business Horizons, 53(1), 59-68.

Khrais, L. T., & Gabbori, D. (2023). The effects of social media digital channels on marketing and 
expanding the industry of e-commerce within digital world. Periodicals of Engineering and 
Natural Sciences, 11(5), 64-75.

Kohli, C., Suri, R., & Kapoor, A. (2015). Will social media kill branding? Business Horizons, 58(1), 
35-44.

 Kotler, P. (2012). Kotler on marketing. Simon and Schuster: UK.
Kotler, P., & Armstrong, G. M. (2015). Principles of Marketing. India: Pearson Education.
Kian, T. P., Boon, G. H., Lian Fong, S. W., & Jian Ai, Y. (2017). Factors that influence the consumer 

purchase intention in social media websites. International Journal of Supply Chain Management, 
6(4), 208-214.

Keller, H. (2013). You really like me: Dialogic social media use in organizational communication. 
Gonzaga University. Retrieved from https://www.proquest.com/openview/83963e3e456816 
cc2efca1b0eb3ce709/1?pq-origsite=gscholar&cbl=18750

Lee, E. (2013). Impacts of social media on consumer behavior: decision making process.Retrieved 
from https://www.theseus.fi/handle/10024/62367

Lin, Y. (2022). Social media for collaborative planning: A typology of support functions and 
challenges. Cities, 125, 103641. https://doi.org/10.1016/j.cities.2022.103641

Liu, J., Wang, C., Zhang, T., & Qiao, H. (2023). Delineating the effects of social media marketing 
activities on Generation Z travel behaviors. Journal of Travel Research, 62(5), 1140-1158.

Lee, S., & Cude, B. J. (2012). Consumer complaint channel choice in online and offline purchases. 
International Journal of Consumer Studies, 36(1), 90-96.

Mason, A., Narcum, J., Mason, K., 2020. Changes in consumer decision-making resulting from the 
COVID-19 pandemic. J. Customer Behav. 19(4), 299-321.

Maia, C., Lunardi, G., Longaray, A., & Munhoz, P. (2018). Factors and characteristics that influence 
consumers' participation in social commerce. Revista de Gestão. 25(2), 194-211.

Nandi, B., & Rakiv, M. (2020). Antecedents of and Their Impact on Purchase Intention of Customers 
Purchasing Through Social Media: an Empirical Research on Facebook in Bangladesh. 
International Journal of Applied Business, 4(2), 63-78.

Neviana, G., & Ratnasari, A. (2021). HubunganKarakteristik Brand Ambassador dengan Loyalitas 
Anggota Komunitas K-Poperspada Merek Mie Sedaap. Prosiding Manajemen Komunikasi, 
7(1), 120-123.

Ola, H. N., & Reem, B. Z. (2018). Social media and its impression on consumers behavior during their 
decision-making process. American Scientific Research Journal for Engineering, Technology, 
and Sciences (ASRJETS), 41(1), 76-84.

Oprescu, P. G. (2019). Influence of New Technologies in E-Commerce. Economy Informatics, 19(1). 
23-33.

Ozioma, C. D. (2023). How Does Social Media Marketing Impact the Consumer Decision-marketing 
in Nigeria (Master's thesis, University of Florida). Retrieved from https://lnu.diva-
portal.org/smash/get/diva2:1769767/FULLTEXT01.pdf.

Peter, J. P. (1979). Reliability: A review of psychometric basics and recent marketing practices. Journal 
of marketing research, 16(1), 6-17.

Peterson, R. A. (1994). A meta-analysis of Cronbach's coefficient alpha. Journal of Consumer 
Research, 21(2), 381-391.

Pervin, M. T., & Khan, M. R. (2024). The Impact of Social Media Marketing on Consumers' Buying 
Decisions in the Restaurant Industry: Mediating Role of Trustworthiness. Jindal Journal of 
Business Research, 0(0), 22786821241235741.

Qader, I. K., & Zainuddin, Y. (2011). The Impact of Media Exposure on Intention to Purchase Green 
Electronic Products amongst Lecturers. International Journal of Business and Management, 6. 
https://doi.org/10.5539/ijbm.v6n3p240

Qiu, J., Lin, Z. & Li, Y. (2014). Predicting customer purchase behavior in the e-commerce context. 
Electronic commerce research, 15(4), 427-452.

Rahman, M. M., Hasan, M. J., Deb, B. C., Rahman, M. S., & Kabir, A. S. (2023). The effect of social 
media entrepreneurship on sustainable development: Evidence from online clothing shops in 
Bangladesh. Heliyon, 9(9), e19397. https://doi.org/10.1016/j.heliyon.2023.e19397

Raorane, A., & Kulkarni, R., V. (2011, September 6). Data Mining Techniques: a source for consumer 
behavior analysis. Retrieved from https://arxiv.org/abs/1109.1202

Renu, B. S. (2018). The Impact of Social Media on Small Enterprises in India. Journal of Emerging 
Technologies and Innovative Research, 5(7), 196-200.

Romadhoni, B., Akhmad, A., Naldah, N., & Rossanty, N. P. E. (2023). Purchasing Decisions Effect of 
Social Media Marketing, Electronic Word of Mouth (eWOM), Purchase Intention. Journal of 
Accounting and Finance Management, 4(1), 74-86.

Rubel, M. R. B., Rimi, N. N., & Walters, T. (2017). Roles of Emerging HRM and Employee 
Commitment: Evidence from the Banking Industry of Bangladesh. Global Business Review, 
18(4), 876-894. https://doi.org/10.1177/0972150917692223

Salhab, H., Al-Amarneh, A., Aljabaly, S., Zoubi, M., & Othman, M. (2023). The impact of social 
media marketing on purchase intention: The mediating role of brand trust and image. 
International Journal of Data and Network Science, 7(2), 591-600.

Saha, S. (2015, March 7). The future of shopping is online. The Daily Star. Retrieved from 
https://www.thedailystar.net.

Schivinski, B., & Dabrowski, D. (2016). The effect of social media communication on consumer 
perceptions of brands. Journal of Marketing Communications, 22(2), 189-214.

Stouthuysen, K., Teunis, I., Reusen, E., & Slabbinck, H. (2018). Initial trust and intentions to buy: The 
effect of vendor-specific guarantees, customer reviews and the role of online shopping 
experience. Electronic Commerce Research and Applications, 27, 23-38.

Sunitha, C. K., & Gnanadhas, E. (2014). Online shopping-an overview. B-DIGEST, 6, 16-22.

Sumarliah, E., Khan, S. U., & Khan, I. U. (2021). Online hijab purchase intention: the influence of the 
Coronavirus outbreak. Journal of Islamic Marketing, 12(3), 598-621.

Desk, S. D. (2021, April 26). 90 lakh Bangladeshis joined social media between 2020 and 2021: report. 
The Daily Star. Retrieved from https://www.thedailystar.net

Turban. E., King. D., Lee. J. K., & Liang, T. P. (2015). Electronic commerce: A managerial and social 
networks perspective (8th ed.). New York: Springer.

Trattner, C., & Kappe, F. (2013). Social stream marketing on Facebook: a case study. International 
Journal of Social and Humanistic Computing, 2(1/2), 86. 
https://doi.org/10.1504/ijshc.2013.053268

Uzodinma, C. D. (2021). The Influence of Social Media on Buying Behaviour of Consumers in Lagos 
State, Nigeria (Doctoral dissertation, Dublin, National College of Ireland).

Varghese, S., & Agrawal, M. M. (2021). Impact of social media on Consumer Buying Behavior. Saudi 
Journal of Business and Management Studies, 6(3), 51-55.

Venkatesh, V., Thong, J. Y., & Xu, X. (2016). Unified theory of acceptance and use of technology: A 
synthesis and the road ahead. Journal of the association for Information Systems, 17(5), 328-
376.

Vinzi, V. E., Chin, W. W., Henseler, J., & Wang, H. (2010). Handbook of partial least squares, 201. 
Berlin: Springer. Retrieved from https://link.springer.com/book/10.1007/978-3-540-32827-8

Voramontri, D., & Klieb, L. (2019). Impact of social media on consumer behaviour. International 
Journal of Information and Decision Sciences, 11(3), 209-233.

Wallace, Elaine, Buil, Isabel, & Chernatony, Leslie de. (2017). Consumers' self-congruence with a 
"Liked" brand: Cognitive network influence and brand outcomes. European Journal of 
Marketing, 51(2), 367-390. doi: doi:10.1108/EJM-07-2015- 0442 

Wang, F., & Hariandja, E. S. (2016, March). The influence of brand ambassador on brand image and 
consumer purchasing decision: A case of tous les jours in Indonesia. In International 
Conference on Entrepreneurship (IConEnt-2016) (Vol. 493497).

Weerasinghe, S., & Hindagolla, M. C. B. (2018). Technology acceptance model and social network 
sites (SNS): a selected review of literature. Global Knowledge, Memory and Communication, 
67(3), 142-153.

Wells, J. D., Valacich, J. S., & Hess, T. J. (2011). What signal are you sending? How website quality 
influences perceptions of product quality and purchase intentions. MIS quarterly, 35(2), 373-
396.

Xie, S., & Madni, G. R. (2023). Impact of social media on young generation's green consumption 
behavior through subjective norms and perceived green value. Sustainability, 15(4), 3739.

Yeo, S. F., Tan, C. L., Kumar, A., Tan, K. H., & Wong, J. K. (2022). Investigating the impact of AI-
powered technologies on Instagrammers' purchase decisions in digitalization era-A study of the 
fashion and apparel industry. Technological Forecasting and Social Change, 177, 121551.

Yahaya Nasidi, Q., Hassan, I., & Fazil Ahmad, M. (2021). Mediating role of social media in the 
relationship between reliability, perceived usefulness on online shopping behaviour: building a 
conceptual framework. International Journal of Academic Research in Business and Social 
Sciences.Sciences, 11(2), doi: 10.6007/ijarbss/v11-i2/8834.

Yunita, D., & Ali, H. (2017). Model of Purchasing Decision (Renting) of Generator Set: Analysis of 
Product Quality, Price an Service at PT. HartekprimaListrindo. Economics, Business and 
Management, 4(11), 833-841.

Zarrella, D. (2009). The social media marketing book. O'Reilly Media, Inc. The Social Media Marketing 
Book. Retrieved from https://www.oreilly.com/library/view/the-social-media/9780596806576/

Zhang, K. Z., Zhao, S. J., Cheung, C. M., & Lee, M. K. (2014). Examining the influence of online 
reviews on consumers' decision-making: A heuristic-systematic model. Decision Support 
Systems, 67, 78-89.

Zikmund, W., Babin, B. J., Carr, J. C., & Griffin, M. (2012). Business Research Methods (8th Edition). 
Thomson/South-Western. Retrieved from https://www.biblio.com/business-research-methods-
by-zikmund-william-g-babin/work/411751



BUFT Journal of Business & Economics (BJBE), ISSN 2664-9942 (Print) Vol. 5 315

 

The Implication of Social Media on Online Purchasing Behavior in 
Bangladesh: An Empirical Study Focusing University Students

Mahathy Hasan Jewel1*, Md. Al Amin2, Tamanna Akter3

ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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The Implication of Social Media on Online Purchasing Behavior in 
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ABSTRACT
Purpose: The study aimed to investigate the implication of social media 
networks on online purchasing behavior, specifically focusing on consumer 
patronage, decision-making processes, and purchase intentions. 
Methodology: This study utilized convenience sampling as a form of non-
probability sampling. This investigation utilized a quantitative research design 
and gathered data from 200 University students using a structured questionnaire. 
Structural Equation Modeling (SEM) techniques with SMART PLS-4.0 were 
used to test hypotheses. 
Findings: According to the research, social media networks significantly impact 
the purchasing habits of internet users, influencing the decision-making process, 
purchase inclinations and store brand patronage. Consumers, as a result, take 
into consideration social media platforms like Facebook and Twitter etc. while 
making purchases from online retailers.
Practical Implications: This study's findings will streamline the e-commerce 
industry by attracting more e-commerce customers, especially the young 
generation. This study will assist internet marketing practitioners in creating 
campaigns that take into account social media networks and customer 
purchasing behavior. 
Originality/Value: This study examined online purchasing behavior in three 
contexts: customer patronage, decision-making process, and purchase intentions, 
to provide a comprehensive understanding of the online buying landscape inside 
the realm of social media. 
Limitations: This survey focused solely on university students in Dhaka city, 
implying that students from other cities may hold divergent opinions. This study 
employed convenience sampling, which is less accurate than probability 
sampling in order to prevent sample biases.

1. Introduction
These days, technology plays an integral role in almost every aspect of human life (De Mooij, 2019). 
Every element of people's lives has been impacted by the tremendous changes brought about by 
technology (Sami & Irfan, 2018). One of the critical components of technology is the internet. As 
stated by Ellis-Chadwick and Chaffey (2019), the internet serves as a medium for communication 
between individuals and companies and a means for companies to promote their products and get a
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more significant portion of the market. Users utilize it for various purposes, including gathering 
information about online transactions (Kaplan & Haenlein, 2010). In the past few years, the rise of 
social media (SM) has changed many parts of how people interact and buy things (Zarrella, 2009). As 
technology changes, more and more people depend on social media sites not only for entertainment 
and conversation but also to get information about products they want to buy (Nandi & Rakiv, 2020). 
Social media (SM) acts as a tool for giving customers a voice. Companies are reaching a wider 
audience through their channels, driving traffic to other marketing platforms, interacting with current 
clients, and improving brand awareness (Lee, E. 2013). Companies realize how social media affects 
consumer choices, intents, and loyalty. Companies increasingly understand that using SM wisely can 
give them a competitive advantage (Nandi & Rakiv, 2020). It is possible to find practical ways to 
increase consumer engagement in online shopping by the influence of social media on online 
purchasing decisions (Varghese, Sony, Agrawal, Mansi, 2021).

Experts predict a significant increase, nevertheless, since customers are now at ease buying 
purchases online and think that the time they save will also change how they communicate (Gilchrist, 
2016). The study of consumer behavior involves analyzing the decisions made by individuals, 
organizations, or groups about the acquisition, use, disposal, and retention of goods, experiences, and 
ideas (Raorane & Kulkarni, 2011). Predicting client behavior is crucial because it helps understand 
customer loyalty, which enhances customer relations management (CRM). How customers behave 
helps them build their model and assess the return on their CRM investment. Additionally, it will 
support higher rates of client acquisition success, profitability growth, and competitiveness 
establishment (Qiu et al., 2014). Repeat business results from consumer loyalty, a combination of 
behavior and attitude. Behavioral loyalty in industrial and service marketing refers to brand retention 
and repeat business, as defined by Abhishek (2019). 

The impact of SM on online purchase behavior is of great importance in Bangladesh (Pervin & 
Khan, 2024), a country experiencing rapid economic growth and a growing young population (Brida et 
al., 2024). Given the many university students in the population (Chowdhury et al., 2020), it is essential 
to study this demographic to understand how e-commerce influences consumer preferences in the 
country. Therefore, investigating the relationship between the use of social media and the behavior of 
Bangladeshi university students making online purchases is an exciting and vital field of research.

The gap in the study came from Buyer's black box model, which stated that previous studies 
had not shown how social media affected customers' purchasing decisions. Nonetheless, this research 
aims to show how social media influences customer behavior, buying intention, and decision-making 
process. This suggests that social media impacts the way consumers spend their money. The primary 
aim of this research paper is to ascertain the impact of social media on the online buying behaviors of 
customers in Bangladesh.  

2. Justification of the Study 
Azzaakiyyah (2023) observed that customers increasingly utilize social media, resulting in heightened 
engagement in online activities such as messaging, gaming, blogging, and communication. In 
contemporary times, particularly in developed countries, marketing firms can engage with clients 
through expanding social media platforms (Ola & Reem, 2018). Individuals can communicate their 
thoughts, emotions, and viewpoints with others using contemporary social media platforms, which has 
a significant impact on e-commerce (Hafez, 2021). Due to the availability of information and advanced 
communication technology, buyers now might purchase online using various social media platforms 
and websites (Ekwueme & Akagwu, 2017). Businesses globally have extensively embraced social 
media platforms like Facebook, Twitter, YouTube, Google+, and others to establish connections and 
cultivate client relationships. According to Trattner and Kappe (2012), Facebook and Twitter are the 
only platforms that have successfully established authentic relationships with their users by becoming 
integral parts of the most rapidly expanding networks. In the present era, businesses can connect with 

consumers through social media platforms, which have become the widely accepted standard for 
influencing brand equity (Alvarez-Milan et al., 2018; Wallace et al., 2017).

Various perspectives have been explored and assessed regarding the behavior of online 
consumers. These include the consumer's perspective, as studied by Lee and Cude (2012), and the 
examination of consumer satisfaction and future purchase intentions by Ha (2012). Additionally, 
extensive studies have been conducted on e-commerce and social media. As Chukwu and Uzoma 
(2021) reported, around 50% of active Facebook users log in daily and collectively spend over 500 
billion minutes on the platform monthly. Social media allows clients to regain power in the commercial 
sector. Businesses need to comprehend the impact of SM on customers' purchasing behaviors (Ola & 
Reem, 2018). The utilization of SM varies according to distinct demographic groups. For instance, Liu 
et al. (2023) examined the influence SM on the travel behaviors of Generation Z and discovered a 
favorable association. Given the widespread perception of internet purchases as extremely convenient 
(Sunitha & Gnanadhas, 2014), it is essential to assess the implication of SM on online behavior among 
various demographic groups, such as university students. 

Over the past few years, Bangladesh has experienced a significant increase in internet usage, 
backed by the widespread growth of social media platforms (Rahman et al., 2023). Saha (2014) stated 
that the Bangladesh Telecommunication Regulatory Commission reported 3.9 crore internet customers, 
with 1.5 crore frequent users. According to Oprescu, P. G. (2019), internet infrastructure and 
technology improvements have led to a rise in e-commerce. The digital revolution has profoundly 
impacted consumer behavior, specifically among young people, including college students. Particularly 
among youth, social media sites like Facebook and Twitter have been prevalent (Daily Star, 2021). 
Khrais and Gabbori (2023) argued that SM platforms like Facebook and Twitter have revolutionized 
how people engage with brands, obtain product details, and make buying choices. Nevertheless, despite 
the increasing importance of social media in influencing online buying choices, there is a noticeable 
lack of comprehension of its consequences in the context of Bangladesh and university students' 
perspectives. This study seeks to fill this void by examining the influence of SM on the online buying 
habits of university students in Bangladesh. 

3. Literature Review & Hypotheses Development
3.1 Social Media and Consumer Buying Behavior
Ferine et al. (2023) defined social media as a digital platform and application that enables users to 
generate, distribute, and engage with online content. Azzaakiyyah (2023) further added that it is a 
communication and social interaction method that uses information technology and the internet. Social 
media enables individuals, groups, or organizations to connect, communicate, share information, and 
engage in online activities interactively and collaboratively (Lin, 2022). Consumers can now acquire 
product and service information through different social media trends (Voramontri & Klieb, 2019). 
Consumers can interact with brands on social media and have regular conversations about them. 
Exchanges of opinions, ideas, and experiences between consumers are now easily possible (Alsubagh, 
2015). Digital contact between people and the rest of the world has become more accessible thanks to 
SM marketing, according to Dellarocas (2002). 

According to the study by Gary et al. in 2012, a purchase decision refers to customers deciding 
whether or not they want to buy a particular item. This research focuses on online purchasing behavior, 
however, consumers have the option to buy either online or offline because pandemics have an impact 
on customer preferences, purchasing habits, internet shopping behavior, and even the level of 
satisfaction with their purchases (Juju et al., 2023; Mason et al., 2020). By examining consumer 
attributes, demographics, lifestyles, and behavioral elements, including commitment, brand support, 
and the ability to recommend others, official consumer behavior research seeks to comprehend 
individual needs and consumption (Abhishek, 2019). Customer purchase decisions are directly 
impacted by online reviews. Community members can provide feedback on a product, issue, or 

community by sharing their experiences through reviews (Zhang et al., 2014).
Various writers have found distinct factors of social media that exert an influence on online 

purchasing behavior. The level of trust in SM significantly influences the decision to make online 
purchases (Stouthuysen et al., 2018). Furthermore, Maia et al. (2018) identified trust and perceived 
benefits of social media as essential factors influencing online purchasing behavior. Perceived quality, 
environmental attributes, corporate social responsibility, product quality, price, service, brand 
ambassadors, and social media loyalty all influence consumer buying behavior (Yeo et al., 2022; 
Sumarliah et al., 2021; Neviana & Ratnasari, 2021; Yunita & Ali, 2017; Wang & Hariandja, 2016; 
Ferrao & Alturas,2018).

Kotler's model of consumer buying behavior has been considered the standard marketing model 
because it captures the entire consumer behavior process: customers are first stimulated by marketing 
and other variables, and then they enter the buyer's "black box" and respond (Kotler & Armstrong, 
2015). Customers consider their past experiences, beliefs, aspirations, and ambitions while purchasing. 
The buyer's "black box" consists of their subjective thoughts and preferences regarding the value 
generation process and the alignment of the product with the market.

Figure 1.
Model of Buyer Behavior 
Source: (Adapted from Kotler & Armstrong, 2015)

A major flaw in Buyer's black box model is that it fails to account for social media's effect on 
how people shop. Researching the relationship between social networking and customers' online 
purchasing habits might fill this knowledge vacuum.

 

Figure 2.
The Influence of Social Media on Online Buying Behavior 
Source: Developed by authors

3.2 Relationship between Social Media Networks and Consumer Patronage
The qualities, features, price, and other aspects of an item or service can affect a customer's decision to 
purchase it (Yunita & Ali, 2017). It has been noted that a customer's experience sticks in their memory 
for as long as possible, regardless of the outcomes of their past purchases (Keller, 2013). The internet 
has enabled anyone to access their social media (SM) accounts from anywhere. As social media users 
continue to rise, businesses are beginning to see these platforms as potential channels for 
communicating with their target audiences (Renu, 2018). Online retailers have a strategic advantage 
over brick-and-mortar stores thanks to their effective use of social media, according to Turban et al. 
(2015).

Social networks and internet applications facilitate various tasks and are therefore highly 
valued by users for their efficiency (Doshi et al., 2023). The study conducted by Yahaya Nasidi et al. 
(2021) revealed a strong and positive correlation between the perceived usefulness of social media and 
consumer patronage of products. Furthermore, the effect of social media networks on consumer 
patronage was examined by Chukwu and Uzoma (2014). They concluded that social media sites like 
Facebook, Twitter, YouTube, and Google Stores influence consumer patronage positively. 
Alternatively, small business owners must strive to offer their clients an exceptional experience. 
Owners of small businesses should be receptive to feedback from customers who use their products 
(Ozioma, 2023). Various researchers have identified perceived patronage as a crucial result of the 
perceived usefulness of SM, as demonstrated by Venkatesh et al. (2016) and Weerasinghe and 
Hindagolla (2018). Patronage intention measures the likelihood that current consumers will continue to 
use or revisit a particular product or service (Doshi et al., 2023). Therefore, it is essential to know the 
impact of SM on store or product patronage. 
H1 : Social media has positive impact on online consumer patronage.

3.3 Relationship between Social Media Networks and Consumer Purchase Intention 
Some forms of social media make it easy for users to meet new people, share content, sign up for 
accounts, and generally engage in social networking (Kaplan & Haenlein, 2010). Consumers typically 
develop purchase intentions during the decision-making process when they are confident in moving 
forward with a specific brand or product, as they study marketing, advertising, and selling (Wells et al., 
2011). This purchase intention is an essential indicator for analyzing consumer behavior since it 
quantifies the likelihood that a client will purchase. When consumers intend to buy something, their 
willingness to buy it grows. According to a research model developed by Kian et al. (2017), customer 
purchase intention on social media platforms can be influenced by perceived utility, considered ease of 
use, social influences, enjoyment, and trust. Farzin et al. (2022) found that in virtual environments, the 
properties of social networking sites, such as decreased perceived risk and increased consumer trust, 
impacted purchase intention.

Furthermore, as per the research carried out by Salhab et al. (2023), SM marketing has a 
substantial influence on brand image and trust, ultimately impacting purchase intentions. However, 
Schivinski and Dabrowski (2016) discovered that content generated by both the corporation and the 
user did not significantly influence the desire to make a purchase on Facebook. In their study, Godey et 
al. (2016) found that marketing activities on SM platforms have a positive impact on customers' 
inclination to make a purchase. 

The objective of this research is to examine the factors that influence users' inclination to make 
purchases on social networking platforms, focusing on a particular demographic group (University 
students). Previous research mostly focuses on e-commerce platforms and social media networks, often 
failing to consider specific demographic variables. 
H2 : Social media has positive impact on online purchase intention.

3.4 Relationship between Social Media Networks and Online Decision Making Process 
Consumer behavior patterns when purchasing goods or services are called buyer decision-making 
(Voramontri & Klieb, 2019). Alternatively, Economic decisions involve allocating limited resources, 
such as money, time, labor, and other production factors, to meet specific needs and goals (Hosany & 
Hamilton, 2023). Purchasing commodities and services is a crucial component of economic decision-
making. Ausat (2023) asserted that social media is crucial in forming public opinion and impacting 
economic decision-making.  Furthermore, Voramontri and Klieb (2019) assert that complicated 
purchases have a higher risk, which is why obtaining information is more crucial. In addition to 
engaging in increasingly complex transactions, consumers spend more time reading articles on social 
media before making a decision (Fu et al., 2020). Through new social media platforms, online decision 

services, and advisory structures, the media has increased the impact of social media on decision-
making at various levels and continues to support intelligence analysis (Karimi, 2013).

Xie and Madni (2023) proposed a favorable correlation between the information published on 
social media and the adoption of environmentally friendly purchasing practices among the younger 
population in China. However, they did not address whether this information also influences decision-
making processes. Romadhoni et al. (2023) found that social media marketing and electronic word-of-
mouth communication have a positive influence on purchase decisions. This influence is mediated by 
buying intention. Previous studies mostly focused on the correlation between social media (SM) and 
purchasing choices, overlooking the exploration of the thoughts and actions of college students about 
SM and the decision-making procedure.. Therefore, it is imperative to understand the perception of 
social media among university students when it comes to making online purchasing decisions, as they 
constitute the primary user base of SM platforms (Ellison et al., 2007). 
H3 : Social media has positive impact on online buying decision making process.

3.5 The Study Construct and Research Framework 
A study framework is developed to illustrate the impact of SM on the purchasing behaviors of 
Bangladeshi consumers, drawing on the previously published research mentioned above. Measures 
ranging from a list of beliefs about social media's positive and negative effects to an assessment of 
"overall favorability or unfavorability" have been used to quantify the idea. 

Figure 3.
Conceptual Aramework Proposed by Authors
Source: Authors developed

4. Methodology 
4.1 Research Design
A quantitative research methodology was employed to assess university students' perceptions regarding 
the impact of SM on customer patronage, buying intention, and decision-making process. The 
researchers utilized the judgmental sampling technique, a non-probability sampling method, to gain 
insight into the perception of university students.

4.2 Research Instrument
A cross-sectional survey was undertaken at a particular moment in time using three public university 
student groups that were easily accessible in order to evaluate the hypothesis.The cross-sectional 
survey was conducted between January and March of 2024. The study utilized a structured 
questionnaire as a research tool to gather information on the online buying habits of customers in 
Bangladesh, as well as the factors that affect these behaviors. The survey consisted of a cover page, a 
5-point Likert scale questions, and demographic information. The study's sample consisted of 
university students in Bangladesh, who were selected based on their regular engagement in online 
shopping and substantial use of social media.

4.3 Population, Sample Frame, Sample Size and Data Collection
The study includes all students currently enrolled at both private and public universities. Three public 
universities, namely Dhaka University, Jagannath University, and Jahangirnagar University, were 
chosen as the sample frame due to their large enrollments of students. The drop-off and pick-up 
(DOPU) method of conducting surveys to collect data was the main focus. Previous research has 
demonstrated that the DOPU technique helps participants' complete tasks with less prejudice and 
within the allotted time range (Qader & Zainuddin, 2011; Rubel et al., 2017). 225 responses were 
gathered in total. After eliminating outliers and records with missing values, 200 responses were 
remaining.

4.4 Demographic Profile of Participants

4.5 Validity and Reliability of the Measures 
Validity tests assess the extent to which the measuring scales employed in a study effectively measure 
the underlying variable under investigation (Zikmund et al., 2012). A preliminary survey was 
conducted among 30 Jagannath University students to assess the questionnaire's validity. Initially, 
Cronbach's alpha was used to evaluate the data's dependability. Cronbach's alpha values for all 
variables were more significant than 0.70, demonstrating the items' reliability (Cronbach, 1951). 
Cronbach (1951) and Peter (1979) defined dependability as the degree to which measurements are 
error-free and produce reliable results. The reliability test results indicate that the survey data was 
collected reliably and is suitable for further investigation.

4.6 Data Analysis Technique
The data was evaluated using SMART PLS 4.0, which employed structural equation modeling (SEM). 
The study utilized this methodology to measure participant responses and assess the data collected 
regarding the impact of SM on consumer buying behavior. This study employed both descriptive and 

inferential approaches of data analysis. Descriptive statistics were used to clarify the characteristics of 
the data and demonstrate differences in response and perception. The study employed SMART PLS for 
doing inferential analysis.

5. Data Analysis
5.1 Output of the Measurement Model

Figure 4. 
Measurement Model 
Source: Authors Developed

Using confirmatory factor analysis, validity and reliability were assessed. The results of the 
inquiry into convergent validity are shown in Table 2. The composite reliability (CR) and average 
variance extracted (AVE) metrics were applied in this investigation. According to Vinzi (2010), the 
research concept's loading indicators are 0.50 or higher. Remove any indicators with values less than 
0.50. A significant result was obtained from the statistical analysis of Average Variance Extracted 
(AVE) and Composite Reliability (CR) (Vinzi et al., 2010). Convergent validity exists in the model.

The computed discriminant validity is shown in Table 3. Using the Fornell-Larcker criterion, 
the discriminant validity was evaluated. Therefore, the latent components' off-diagonal correlations 
have to be smaller than AVE squared. Because of this, the value of each item was the same and met the 
required requirement.

Social media is a one-dimensional concept and is considered endogenous. Online consumer 
purchasing behavior is multi-dimensional and viewed as an exogenous structure. The study found that 
SM strongly impact customer buying behavior, specifically consumer patronage, purchase intention, 
and decision-making process. When examining the impact of SM on online purchasing behavior, a 
positive relationship has been shown between SM and consumer patronage, SM and consumer 
purchase intention, and SM and the decision-making process. The VIF was computed and compared to 
the threshold range of 1.47-3.00 to assess collinearity statistics. According to Hair et al. (2014), the R2 
values derived from the client buying behavior analysis are 0.551, 0.707, and 0.507. The numbers fall 
within an acceptable range for enhancing the analysis.

6. Findings & Discussion
This study evaluated how social media influences online consumer purchase behavior. The results 
showed significant positive relationships between social media, consumer patronage, purchase 
intention, and decision-making. The outcome makes substantial contributions that bolster the findings 
of the prior research. Online purchasing intention is closely linked to social media networks. Because 
online shoppers often interact with social media networks like Facebook, Twitter, and YouTube, these 
platforms considerably influence online shopping behavior and purchase decisions. Consumers that 
heavily rely on SM are often influenced by it to make purchases, especially when it comes to online 
shops like f-commerce and e-commerce. Furthermore, the survey revealed that university students 
depend significantly on social media to collect information about items and services before purchasing 
online. Customer reviews, ratings, and recommendations from friends and social media influencers are 
examples of user-generated material that consumers consider essential information sources that 
influence their purchasing decisions. One significant factor leading to this result is that university 
students depend heavily on social media in their online interactions. Because social media and online 
consumer purchase behaviors are strongly correlated, prominent data analysts and content marketers 
spend much of their marketing budget on SM.

Moreover, as perceived financial risk significantly impacts customer purchase decisions, online 
retailers and e-commerce businesses need to priorities protecting online customers' funds and bank 
details. Customers should receive clear information from online retailers and e-commerce companies 
regarding the quality and accessibility of their items. For this reason, all online shoppers want accurate 
product descriptions, reliable photos, well-designed websites, and secure payment methods. When they 
shop online, Bangladeshi consumers are concerned about the security and privacy of their personal 
information. Online retailers and e-commerce companies must maintain the confidentiality of 
consumer information to avoid customers being discouraged from making purchases online due to 
concerns about fraud. The government should establish an infrastructure to facilitate the success of 
entrepreneurs globally. Specifically, there should be an encouragement for individuals in Bangladesh to 
utilize online resources for purchasing locally-produced items and services.

7. Conclusion & Research Implication
Using the e-commerce sites Daraz, Evaly, Chaldal, and Rokomari, the study looked at how social 
media affects consumer purchasing behavior in Bangladesh from the students' viewpoint. The study 
utilized a survey research design and disseminated online and offline questionnaires to achieve its 
goals. Social media networks significantly influence customer patronage, consumer decision-making, 
purchase intentions, and purchasing behavior in Bangladesh, as indicated by empirical research. 
Customers are interested in social media activities that influence their online shopping behavior. 
Increased social media advertising activities by firms lead to higher client purchase intentions and 
online patronage for the brands. The study concludes that to favorably affect their customers' 
purchasing behavior, e-commerce companies should be aware of and take action on aspects like 
enhancing content in Facebook that produce great experiences on their social media sites.

7.1 Implication in Management Practices
The investigation of social media and consumer purchasing behaviors has improved and updated the 
work done by management practitioners. Influencing consumer purchase behavior, decision-making, 
customer purchasing intention, and market patronage would benefit human resource management. 
Both academics and practicing managers should consider the implications of this work.

7.2 Implication to the Industry
The study's findings compel the sector and its management to create an atmosphere that benefits online 
purchases and increases customer confidence. Further, the industry needs to simplify the process of 
attracting more e-commerce customer assistance.

7.3 Implication to the Society
The study results indicate that society will advance if consumers are taught to believe that the 
businesses that offer them goods act in their best interests. There will not be any uneasiness, concerns, 
or actions that lead to disputes with online retailers over what people purchase. This will sustain the 
advancement of civilization on a broader level.

7.4 Limitation and Future Research Direction
This study has drawbacks. Thus, future research should expand on and improve the relationships and 
variables studied here. Two exciting directions for further research are suggested in this work. One 
suggestion for future research is to perform comparable surveys and expand the current study to 
include other Bangladeshi internet users in different locations, as the current research was limited to 
the Dhaka region. The area may also be investigated to ascertain whether there are any differences in 
the effect of SM on consumer online purchase behavior. The second theory holds that sampling biases 
may have occurred since a convenience sample was used to collect the data in a classroom. The 
generalization of the findings is restricted when employing student participants. Future research should 
explore populations beyond students to replicate the model created in this study, enhancing its external 
validity. 

Hence, the tool used to measure the study was modified from prior research. Additionally, the 
variables utilized in the investigation may need to be increased. Additional significant cues were not 
included in the current investigation. Social media platforms like Instagram, Twitter, and Facebook 
influence Bangladeshi consumers' purchase decisions. Subsequent research needs to address this 
empirically. Utilizing a specific set of e-commerce businesses, conduct a study on the perceived risk 
associated with online purchases in Dhaka, Bangladesh.
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