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ABSTRACT

This study examines the impact of online advertising on the purchase intentions of youth
customers toward organic food products in Bangladesh. Theory of Planned Behavior (TPB)
was employed as the theoretical foundation, leading to the development of seven hypotheses
derived from existing literature. Primary data were collected through a self-structured
questionnaire using a non-probability simple random sampling method, with responses from
345 youth customers across Bangladesh. The dataset was analyzed using IBM SPSS Statistics
21 and Microsoft Excel LTSC Professional Plus 2021, applying descriptive statistics,
reliability testing and multiple regression analysis. The results indicate that customer
information, entertainment, rewards, advertisement value and credibility significantly
influence youth customers’ attitudes toward organic food products. Furthermore, attitude was
found to play a crucial role in shaping purchase intention. These findings highlight the
importance of well-designed online advertisements in promoting organic food consumption
among young consumers in Bangladesh. The study provides valuable implications for
marketers and policymakers in designing effective digital advertising strategies to foster
sustainable consumer behavior.

Keywords: Online advertisement; Youth customer, Organic food products; Bangladesh;
Purchase intention.

INTRODUCTION

The growing concern for environmental sustainability has encouraged people worldwide to
adopt more eco-friendly lifestyles (Leyva-Hernandez et al., 2025; Yadav et al., 2025).
Consumers are increasingly aware that polluted environments and contaminated food sources
pose serious risks to human health and future generations (Zhao et al., 2024). In response,
many are turning toward organic food products, which are produced through environmentally
friendly methods and free from synthetic fertilizers and pesticides (Aamir et al., 2025).
Despite their benefits, organic products often come at a higher price (Yusuf & Zulfitri, 2021).
In countries like Bangladesh, where the Human Development Index (HDI) score is 0.67,
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indicating a medium level of development, affordability can still be a challenge (Falcone,
2023; Uwaoma & Enkhtaivan, 2024). However, alongside these socioeconomic constraints,
Bangladesh has experienced remarkable digital growth (Sultana et al., 2024). As of July
2024, the country recorded 141.05 million internet users, creating a fertile ground for the
expansion of online markets, which are now valued at nearly US$7.9 billion (Sultana et al.,
2024; Varlamova et al., 2024). This rapid digital adoption has reshaped consumer habits (Y.
Wu & Lee, 2025). Online platforms have become central to purchasing decisions, and
advertisements play a vital role in this process (Abu Seman et al., 2025). Online advertising
not only provides consumers with detailed product information but also influences their
attitudes, builds trust and motivates purchase intentions (H. Y. Kim & Lee, 2020; Morosan et
al., 2025; Tirtayani et al., 2024). For products such as organic food, which require consumer
education and trust-building, digital marketing can be especially impactful (Ahmad et al.,
2025). Among the many consumer groups, young people are the most responsive to these
changes (Wang et al., 2025). Tech-savvy and adaptive, youth customers are less influenced
by traditional marketing strategies and more engaged with interactive innovative content
online (Supotthamjaree & Srinaruewan, 2021; Wallace et al., 2020). Social media platforms,
in particular, have emerged as powerful spaces where creative advertisements for organic
food products capture their attention (Tafolli et al., 2025). In recent years, promotional
campaigns highlighting health benefits and environmental sustainability have made organic
products increasingly appealing to young Bangladeshi consumers (Ferreira & Pereira, 2023).
To better understand these dynamics, this study applies the Theory of Planned Behavior
(TPB) (Doll & Orth, 1993). TPB explains how attitudes, subjective norms, and perceived
behavioral control shape behavioral intentions (Liao et al., 2007). By employing this
framework, the research investigates how online advertisements influence youth consumers’
attitudes and purchasing intentions toward organic food products in Bangladesh. Ultimately,
this study seeks to bridge the gap between the growing popularity of organic products and the
role of online marketing in shaping young consumers’ purchase decision-making. It
contributes to both academic discussions and practical strategies by offering insights for
businesses, policymakers and marketers aiming to promote sustainable consumption of
organic food products in Bangladesh as well as in developing economies.

PROBLEM STATEMENT

Even with global importance of online advertising in shaping the consumers behavior, its
pivotal effectiveness on purchasing decision of organic food products remain unexamined.
Most of the existing studies attributed to health consciousness, environmental consciousness,
food safety, price consciousness and trust that significantly affect the purchasing intention
while (Devi et al., 2023; Pahari et al., 2023; Wang et al., 2020; Zheng et al., 2021) ignoring
the significant impact of online advertisement towards customers intention to buy organic
food products. This gap in literature restricts the marketers to adopt robust digital marketing
resulting inefficient sustainable consumption of organic food products in Bangladesh. So, the
study bears paramount importance to facilitate the policy makers and marketers to
incorporate appropriate digital campaign for ensuring sustainable consumption and enlarging
the organic food market in Bangladesh.

RESEARCH OBJECTIVES
The study considers the following objectives:
1. To identify the impact of online advertisement attributes (customers information,
customer entertainment, customer rewards, advertising value, products customization
and credibility) in shaping consumers’ attitudes toward organic food products.



2. To determine the impact of youth customer’s attitude towards purchasing intention of
organic food products in Bangladesh.

3. To recommend managerial guidelines for marketers and policymakers on how online
advertising strategies can effectively promote organic food products and foster
sustainable consumption in Bangladesh.

LITERATURE REVIEW

Overview of organic food products in Bangladesh

In Bangladesh, public awareness of health and environmental issues has grown steadily in
recent years (Sultana et al., 2024). Consumers are increasingly concerned about the negative
health impacts of conventional food products which often contain residues from artificial
fertilizers and synthetic pesticides (Tafolli et al., 2025; Uwaoma & Enkhtaivan, 2024). These
contaminated foods pose significant risks to human well-being (Varlamova et al., 2024).
However, despite growing interest, limited availability and insufficient knowledge about
organic food products hinder their widespread adoption in daily diets (Ahmed et al., 2025).
Moreover, the absence of strong certification and distribution systems makes it difficult for
consumers to differentiate authentic organic products from conventional alternatives (Md
Abdur Razzak et al., 2019; Supotthamjaree & Srinaruewan, 2021).

Online advertisement

Usage of several advertisement materials, techniques and activities in online media through
internet is known as online advertisement (Kautish et al., 2023; Sagi et al., 2025). In online
advertisement banner, videos, photos, contents, artwork etc. can be displayed in front of
customers who uses online media to interact (Akter et al., 2023). Personalized advertisement
can directly impact on customers purchase intention rather than mass advertisement (Sun et
al., 2025). On the other hand, advertisement effectiveness depends on factors of
advertisement timing and content design (Sultana et al., 2024; Y. Wu & Lee, 2025).

Purchase intention to organic food

Purchase intention actually works as a bridge between customers attitude and final purchase
decision (Al-Haddad et al., 2022). Purchase intention can be motivated or influenced by
external factors such as attitude and other subjective norms and controllable variables
(Squalli & Gupta, 2025). On the other hand, positive customer response as well as
convenience credibility enhances the purchase intention of a customer (Abu Seman et al.,
2025; Alalwan, 2018; Y. Wu & Lee, 2025). Product customization and credibility of sources
also can enhance the intention to purchase organic food product from online market
especially the reviews available in the forum of online community(Shamsi & Abad, 2024).

Theoretical foundation — Theory of Planned Behavior (TPB)

This study is partially developed based on the model of Theory of Planned Behavior (TPB)
(Ajzen, 1991). Although TPB is the extended model of Theory of Reasoned Action (TRA).
TPB works with individuals’ attitudes, subjective norms, and perceived behavioral control
that admits individuals’ intention (Doll & Orth, 1993). As our study is about organic food
products that is related to health issue. Again, online purchase behavior also can be explained
by TPB by analyzing consumer behavior and attitude towards shopping (Squalli & Gupta,
2025).

Customer Information



Advertisement focusing on the USP of organic food products has positive and significant
impact on purchase intention of organic food products (Alalwan, 2018). Only for an organic
label or label contains authentic information of organic food product can also enhance the
intention of customer to purchase organic food products (Bazhan et al., 2024; Ho Nguyen et
al., 2022). Customer looks for the authentic and accurate information for the organic food
products before making any purchase decision because it is very sensitive and serious issue
which can hurt customer when the information of organic food products is insufficient on the
product tag (Sokolova & Kefi, 2020; Tirtayani et al., 2024) .

Customer Entertainment

Entertainment is a must need factor to influence customer in purchasing organic food
products while communicating through online advertisement (Alonso Gonzalez et al., 2025).
Eventually, delighted and amused customer by interacted with online advertisement often
makes purchase decision expensive for rare products (Smoluk-Sikorska et al., 2023).
Entertaining contents in online advertisements enhances the emotional attachment with
customers and made them take decision to make purchase intention to organic food products
(Fauzi et al., 2025; Roy et al., 2023). Online advertisement with high entertainment values
such as videos where the contents are more interactive to the audiences (Wallace et al., 2020).

Customer Reward

Saving money is a common nature of human being (Perera et al., 2023). Youth customers are
more likely to save money wherever they can (Alonso Gonzélez et al., 2025). Coupons,
incentives, discounts, combo offer, cash back etc. are the key concern of online customers
(Prisco et al., 2025; Smoluk-Sikorska et al., 2023). Customers are always trying to capture
the rewards that can be avail from online market that they came to know from online
advertisements (Jo & Jeon, 2021; M. Kim et al., 2025). Customers always purchase more
when they can avail any reward from purchase. Rewards not only increases customers
immediate intention to purchase from online but also helps to create long term relation
between seller and customer (Perera et al., 2023; Shenoy et al., 2024).

Advertisement Value

The effectiveness of an advertisement largely depends on the value it delivers to consumers
(Jermsittiparsert, 2019; Shamsi & Abad, 2024). For organic food products, advertisements
must provide relevant and reliable information; without it, the message holds little value for
the audience (Noviana et al., 2025). When advertisements are both informative and
entertaining, they are more likely to create positive impressions and influence purchase
decisions (Pereira et al., 2023). Furthermore, personalized advertisements add even greater
value, as consumers perceive such messages are tailored to their unique needs and
preferences (Shafnaz, 2021).

Product Customization

Product customization facility engages more customer for organic food products (Parashar et
al., 2023). Not all the customers require same amount of product or same size (Cavite, 2025).
So, product customization is needed in the market for organic food products (Seegebarth &
Sohn, 2025). Customers who can customize and order organic food products feels
empowered and shows positive impact on purchase intention (Sanny et al., 2021).
Customized product advertisement can be treated as high quality product and rare (Ismael et
al., 2025). Additionally, custom communication or direct communication is the key to build a
brand loyal customer and creates brand advocates (Nikbin et al., 2022).

Credibility

Brands that demonstrate authenticity and transparency in their messaging can quickly earn
customers’ trust during promotional activities (Cayaban et al., 2023; Daraboina et al., 2024).
Customers are suspicious of commercials they perceive as being untrustworthy which
emphasizes how important it is to maintain credibility while promoting organic foods (Sanne



& Wiese, 2018). In the case of organic food, when product authenticity is essential,
credibility which stems from correct and genuine information improves consumers’ faith in
the promoted product and increases their willingness to purchase it (Falcone, 2023; Leyva-
Hernéandez et al., 2025).

Attitude

Environmentally concern customers are more likely to purchase organic food products items
for use or consumption (SanMiguel et al., 2025). Individual factors influence attitudes, which
directly or indirectly impact purchase intentions made by individual customer (Ngoc Vo et
al., 2025). In the context of organic food, society and other mediator plays significant role in
enhancing purchase decision (Liu et al., 2025; Madureira et al., 2025). Customers who are
health conscious always show positive attitude towards organic food products in case of
thinking about or make purchase decision. External factors positively impact on attitudes and
helps to enhance purchase intentions for organic food products (Samiya Bint Halim, 2022).
The pervious literatures shows that there are several factors that has impact on the purchase
intention of customers for organic food products (Farzin et al., 2023; Sagi et al., 2025). Some
of these factors supported the model and framework, meanwhile some were rejected (Sadiq et
al., 2023).

Conceptual Framework & Hypothesis Development

The conceptual framework was developed to examine the impact of online advertisements
on customers’ purchase intentions toward organic food products in Bangladesh. The
framework (Figure 1) integrates multiple dimensions of online advertising that have been
identified as significant drivers of consumer behavior in prior studies. In this model,
Customer Information (CI) (Bazhan et al., 2024), Customer Entertainment (Sanny et al.,
2021) (CE), Customer Reward (CR) (Perera et al., 2023), Advertisement Value (AV)
(Carrion Bosquez et al., 2023), Product Customization (PC) (Seegebarth & Sohn, 2025) and
Credibility (CB) (Falcone, 2023) were the independent variables. Attitude (AT) toward
organic food products was positioned as a mediating variable, reflecting its critical role in
shaping behavioral responses. Finally, Purchase Intention (PI) toward organic food products
served as the dependent variable, capturing the ultimate outcome of interest in this study.
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Figure 1 shows the Conceptual Framework



Hypothesis Development

Hi: Customer information has a significantly positive relationship with youth customer’s
attitude towards organic food products.

Hz: Customer entertainment has a significantly positive relationship with youth customer’s
attitude towards organic food products.

H3: customer reward has a significantly positive relationship with youth customer’s attitude
towards organic food products.

Ha: advertising value has a significantly positive relationship with youth customer’s attitude
towards organic food products.

Hs: product customization has a significantly positive relationship with youth customer’s
attitude towards organic food products.

He: product credibility has a significantly positive relationship with youth customer’s attitude
towards organic food products.

H7: youth customer’s attitude towards organic food products has a significantly positive
relationship with youth customer’s purchase intention towards organic food products.

The conceptual framework identifies 6 major key factors such as customer information,
customer entertainment, customer reward, advertisement value, product customization and
credibility that motivates youth customers attitude ultimately leading enhancement on
consumers' purchase intention towards organic food products.

METHODOLOGY

Data for conducting this research have been collected from primary sources by using
structured questionaries and all the values are quantitative (Wallwey & Kajfez, 2023). On the
other hand, secondary data was used for conducting this study (Moser & Korstjens, 2018a).
Secondary dataset has been used for reviewing previous literature collected from journals,
webpage, magazines, website and other sources, which were mentioned in the references as
well as where it has been used (Daruhadi & Sopiati, 2024; Jo & Jeon, 2021). To amass
primary data from the respondents, 5-point Likert scale was casted (Groenland & Dana,
2019) because it is the technique where respondents can easily balance and measure the
attitude for its simplicity and clarity (Alabi & Jelili, 2023). Respondents were asked to mark
their opinion on the questionnaire on the degree of 5 points such as- 1. Strongly Disagree, 2.
Disagree, 3. Somewhat Agree, 4. Agree, and 5. Strongly Agree. Before distributing the
questionnaire for the respondents, a pilot study was performed on 25 respondents and it
showed significant result (Salmia, 2023). And then the final questionnaire was published for
the respondents. To collect the responses, a self-structured questionnaire was served among
the youth population of Bangladesh. The questionnaire was in 2 sections, Section A and B.
In section A, it contains demographic profile of the respondent and in the section B it
identifies 8 variables and its sub questions were attached which impacts online advertisement
on customers’ purchase intention towards organic food products of the youth customers in
Bangladesh. To amass primary data from primary sources, non-probability simple random
sampling method was applied due to cost efficiency (Slater & Hasson, 2025).To ensure the
effectiveness of this study, researchers collected more responses which is 345 samples across
Bangladesh. Researchers tried to cover whole Bangladesh’s administrative divisions, but two
of them were unreachable for some severe limitation. Some samples have been eliminated
because those respondents never used internet which was irrelevant to this study. Researchers
of this study used IBM SPSS Statistics 21 and Microsoft Excel LTSC Professional Plus 2021
to perform descriptive statistics analysis, reliability statistics analysis, and multiple regression
analysis to examine the relationships between variables.



ANALYSIS & FINDINGS
Demographic Profile of the Respondents

The demographic dataset of respondents showed that most of them are male (63.8%) and
female (36.2%) were less than male. Among them 24-28 years of respondents are larger in
frequency (46.4%) which indicated that they are youth and the larger respondents were
students (87.0%) by profession. Larger portion of respondents were using internet for more
than 10 years (31.9%). Among 345 respondents, 94.2% of them purchased anything from
internet and specifically 29.0% of them bought from online in last 6 months. Majority are
from Khulna division, unfortunately Sylhet and Barishal divisions response cannot be
collected due to limitations. The demographic profile of the respondents can be viewed in
Table 1.

Table 1 shows respondent’s demographic profile.

Variable Frequency Percentage Valid PCT. Cumulative. PCT.

Gender
Male 220 63.8 63.8 63.8
Female 125 36.2 36.2 100.0
Total 345 100.0 100.0

Age
18 and less than 18 Years 5 1.4 1.4 1.4
19-23 Years 150 43.5 43.5 44.9
24-28 Years 160 46.4 46.4 91.3
29-33 Years 20 5.8 5.8 97.1
34-38 Years 10 29 29 100.0
Total 345 100.0 100.0

Profession Type
Student 300 87.0 87.0 87.0
Service 30 8.7 8.7 95.7
Business 5 1.4 1.4 97.1
Homemaker 10 29 29 100.0
Total 345 100.0 100.0

Education
HSC 40 11.6 11.6 11.6
Graduation 225 65.2 65.2 76.8
Post-Graduation 75 21.7 21.7 98.6
More 5 1.4 1.4 100.0
Total 345 100.0 100.0

Family Monthly Income (BDT)
Less than 10000 50 14.5 14.5 14.5
10001-20000 70 20.3 20.3 34.8
20001-30000 50 14.5 14.5 49.3
30001-40000 60 17.4 17.4 66.7
40001-50000 35 10.1 10.1 76.8
Above 50000 80 232 232 100.0
Total 345 100.0 100.0

| Do you use internet?

Yes 345 100.0 100.0 100.0
No 0 0 0 100.0
Total 345 100.0 100.0

How long you have been actively using the Internet?
1-3 Years 40 11.6 11.6 11.6
4-6 Years 100 29.0 29.0 40.6
7-9 Years 95 275 27.5 68.1
10 Years or above 110 319 31.9 100.0
Total 345 100.0 100.0

| Are you familiar with online shopping?

Yes 320 92.8 92.8 92.8
No 25 72 7.2 100.0
Total 345 100.0 100.0

Have you purchased anything from online?
Yes 325 94.2 94.2 94.2



No 20 5.8 5.8 100.0
Total 345 100.0 100.0

How many times have you bought things over online shop (during the past six months)?
1-2 times 100 29.0 29.0 29.0
3-5 times 90 26.1 26.1 55.1
6-10 times 50 14.5 14.5 69.6
11-20 times 55 15.9 159 85.5
Never 50 14.5 14.5 100.0
Total 345 100.0 100.0

Administrative division
Dhaka 120 34.8 34.8 34.8
Rajshahi 45 13.0 13.0 47.8
Rangpur 15 43 43 522
Khulna 135 39.1 39.1 91.3
Chattogram 25 72 7.2 98.6
Mymensingh 5 1.4 1.4 100.0
Total 345 100.0 100.0

Reliability and Validity Analysis

KMO measure of sampling adequacy and Bartlett’s Test of Sphericity are often used to
determine the appropriateness of given dataset (Costales et al., 2022). In our dataset the value
of KMO is 0.781 which is good and the Bartlett’s test of sphericity value for p or significance
is 0.00 that means the variables used were correlated, adequate for factor analysis and a
relationship present between the variables. (Refer to Table 2).

Table 2 shows the reliability and validity results

Kaiser—Meyer—Olkin (KMO) and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.781
Approx. Chi-Square 15325.775
Bartlett's Test of Sphericity df 741
Sig. .000

Measurement Model Assessment

The measurement model was assessed to examine the reliability and validity of the constructs
used in this study. Internal consistency reliability was evaluated using Cronbach’s Alpha,
with values ranging from 0.848 to 0.916 across all constructs. According to Moser &
Korstjens, (2018b) values above 0.70 indicated acceptable reliability, while values above
0.80 reflected good to excellent reliability. These results therefore confirmed that the items
used in this study consistently measure the intended constructs, providing strong evidence of
reliability.

In addition, Composite Reliability (CR) has been assessed for more accurate estimation of
internal consistency where all the value were above 0.70 except AV, which 0.675 and
acceptable in exploratory research. The Average Variance Extracted (AVE) has been
accessed to find out that indicators of a construct were well-explained by the underlying
factor. The AVE results were above 0.50 for 4 variables where 3 of them were having more
than 0.40. The AV contained lower value which was 0.295. If AVE was less than 0.50, but
composite reliability was greater than 0.60 it was still satisfactory (McQuitty, 2018). In this
case, Advertisement Value (AV) has met the criteria mentioned with the values of composite
reliability of 0.675 and AVE of 0.293. (Refer to Table 3)

Table 3 shows the measurement model or the constructs



First Order Constructs Items Cronbach’s Loadings | CR AVE
Alpha
CIl 0.782
CI2 0.835
Customer Information (CI) CI3 0.857 0.621 0.866 0.566
Cl4 0.794
CI5 0.711
CEl 0.736
CE2 0.681
Customer Entertainment (CE) | CE3 | 0.905 0.749 0.835 0.508
CE4 0.820
CE5 0.789
CR1 0.741
CR2 0.697
Customer Reward (CR) CR3 ]0.916 0.854 0.838 0.516
CR4 0.796
CR5 0.685
AV1 0.742
AV2 0.729
Advertisement Value (AV) AV3 | 0.900 0.787 0.675 0.295
AV4 0.817
AVS5 0.730
PC1 0.698
PC2 0.809
Product Customization (PC) | PC3 | 0.848 0.732 0.806 0.458
PC4 0.846
PC5 0.755
CBl1 0.693
CB2 0.846
Credibility (CB) CB3 | 0.906 0.823 0.834 0.507
CB4 0.764
CB5 0.790
ATI1 0.714
. AT2 0.761
Attitude (AT) AT3 0.900 0711 0.783 0.477
AT4 0.709
PI1 0.739
PI2 0.729
Purchase Intention (PI) P13 0.873 0.727 0.811 0.464
P14 0.699
PI5 0.817

Hypothesis Testing

The structural model was applied to test the hypothesized relationships between independent,
mediating, and dependent variables. Hypothesis testing evaluates whether sufficient statistical
evidence exists to support the proposed relationships. Hypothesis testing shows the
relationship between independent and dependent variables. This test was performed to
determine whether there was enough evidence to support a particular claim or hypothesis
about population or samples (Egan, 2020). The significance level or the p-value of a test have
to be sufficiently small to reject the null hypothesis. The level of significance (o) was set at



0.05, meaning that there was a 5% probability of rejecting the null hypothesis when it was
true (Kwak, 2023; Travers et al., 2017). Relationships with p-values below 0.05 were
considered statistically significant. (Refer to Table 4)

Table 4 shows Multiple regression analysis for hypothesis testing.

Unstandardized | Standardized
Coefficients Coefficients | t- .
Sig. | Results
. o Std. value

Hypothesis | Relationship | B Error Beta
H, CI->AT -0.194 | 0.042 -0.156 -4.579 | 0.000 | Supported
H> CE—AT 0.149 | 0.034 0.174 4.386 | 0.000 | Supported
H; CR—AT 0.090 | 0.041 0.091 2.216 | 0.027 | Supported
H4 AV—-AT 0.220 | 0.057 0.182 3.869 | 0.000 | Supported
H;s PC—AT 0.064 | 0.047 0.057 1.340 | 0.181 | Rejected
He CB—AT 0.573 ]0.041 0.568 13.954 | 0.000 | Supported
H7 AT—PI 0.727 | 0.032 0.773 22.563 | 0.000 | Supported

* CI, AT, CE, CR, AV, PC & CB are independent & AT is dependent variables (Hi-He).

** AT is independent & PI is dependent variable (H7).

Discussion on Findings

The results of this study provide clear evidence that several dimensions of online advertising
significantly shape youth customers’ attitudes toward organic food products in Bangladesh.
Specifically, customer information, entertainment, rewards, advertisement value, and
credibility were all found to positively significant in influencing attitudes, which in turn had a
strong and significant impact on purchase intention. Among these, credibility emerged as the
strongest predictor, highlighting that trust and reliability were crucial for shaping positive
perceptions of organic food products (R. Wu et al., 2019). Interestingly, product
customization was insignificant on attitudes. This suggested that Bangladeshi youth may not
place high value on personalized advertising in this context, possibly because organic food
products were perceived as general lifestyle or health-oriented goods rather than items
requiring personalization. This finding contrasts with studies in more developed markets,
where personalization often enhances engagement (Jiang et al., 2023). It highlights a unique
consumer behavior pattern in developing countries, where credibility and value outweigh
customization. The findings were consistent with the Theory of Planned Behavior (TPB),
which posits that attitudes were central mediators of behavioral intention (Ajzen, 1991). In
this study, positive advertising cues strengthened consumer attitudes, which then translated
into higher purchase intentions. This demonstrated that for youth in Bangladesh, online
advertising does not directly drive purchase intention but instead operates through shaping
attitudes toward organic food products. The demographic profile of respondents further
contextualizes these results. Most participants were students aged 19-28, often reliant on
family income. While organic food products were relatively expensive, youth customers were
still receptive to online advertising, particularly when it emphasized credibility, value, and
informative content. Reward-based promotions also played a role in overcoming financial
constraints by adding perceived value to their purchases. From a practical perspective, these
findings carry important implications for marketers, policymakers, and other stakeholders.
Online advertisers should prioritize credible and informative messaging, supported by
engaging and entertaining content, to foster positive attitudes among young consumers (K V
et al., 2021). Reward-based strategies, such as discounts or promotions, may further enhance




purchase intentions in a price-sensitive market like Bangladesh (Samiya Bint Halim, 2022).
Policymakers and government agencies can also play a role by supporting awareness
campaigns that highlight the health and environmental benefits of organic food, thereby
reinforcing positive consumer attitudes and encouraging sustainable consumption(Sultana et
al., 2024). Overall, this study underscores that while personalization may not yet resonate
with youth in Bangladesh, trust, credibility, and value were the key drivers that translate
online advertising into purchase intention for organic food products.

Recommendation

The findings of this study suggested that youth customers in Bangladesh were positively
influenced by online advertisements when making purchase decisions regarding organic food
products. Therefore, marketing managers, both from local and multinational companies
should prioritize this segment by designing advertisements that are informative, relevant and
easily accessible. By providing accurate and clear information on the health and
environmental benefits of organic food, advertisers can effectively shape youth customers’
attitudes and strengthen their purchase intentions (Rana et al., 2025). The study also revealed
that rewards play a crucial role in motivating customers. As youth were highly responsive to
incentives, marketers should integrate reward-based strategies into their campaigns, including
discounts, loyalty programs, cashback offers, or promotional bundles. Such incentives not
only encourage immediate purchases but also build long-term engagement and trust (Mustafi
& Hosain, 2020). Alongside rewards, entertainment has also proven to be influential.
Engaging content such as creative videos, memes or short interactive campaigns can capture
the attention of young audiences, especially when advertisements align with popular trends
and social issues that resonate with them (K V et al., 2021). Credibility and advertisement
value were found to be central in establishing positive attitudes toward organic food products.
Online businesses must therefore focus on ensuring transparent practices such as secure
payment systems, flexible return and refund policies and clear communication with
customers (Khan et al., 2023). Emphasizing ethical and reliable practices will strengthen
credibility which is critical in an online environment where trust is often a determining factor
in purchase decisions. Although product customization did not emerge as a significant factor
in this study, it remains an area of potential growth. Customers may not yet recognize its
importance in the context of organic food purchases, but marketers should highlight the
advantages of customization, such as personalized diet plans, subscription boxes, or tailored
organic food packages (Kautish et al., 2023). Educating customers on these benefits may help
them appreciate the added value in the future allowing this factor to contribute more
meaningfully to purchase intention (Jermsittiparsert, 2019). Overall, the recommendations of
this study emphasized the importance of combining information, rewards, entertainment,
credibility and education in online advertising strategies. By addressing these factors in a
holistic manner, marketers and policymakers can better engage youth consumers, enhance
their trust, and ultimately encourage greater adoption of organic food products in Bangladesh.

CONCLUSION

Bangladesh, as an agriculturally rich country with fertile land and abundant water resources,
holds immense potential for the development of the organic food sector (Thomas, 2020). This
makes the country well-suited for the growth of organic food products. Yet, the sector was
still lagging behind, mainly because both consumers and entrepreneurs lack proper
knowledge about the benefits and opportunities organic farming can bring. At the same time,
a new shift was happening young people are becoming more health-conscious, more aware
of what they consume and more curious about alternatives to conventional food (Roy et al.,
2023). With internet access expanding rapidly and digital literacy improving, youth
customers were spending more time online, where they were influenced by the information



and advertisements they encounter (Nasir et al., 2021). Social media, in particular, has
become a powerful space where ideas about health, environment and sustainable living were
spreading fast. For many young people, online advertisements are not just a source of product
information but also a trigger that shapes their attitude and motivates them to try organic
food. This creates a real opportunity for stakeholders in the organic food market. By using
clear, trustworthy and engaging online advertisements, marketers and entrepreneurs can
connect with youth customers in meaningful ways(Madureira et al., 2025). Online advertising
can build trust, spark interest and encourage healthier choices, while also supporting the
growth of a more sustainable organic food sector in Bangladesh.

REFERENCES

Aamir, S., Haider, S. W., Jahan, S., Hashmi, H. B. A., Issa, A., & Raza, A. (2025). Sustainable style:
Unleashing the power of slow fashion orientation in driving purchase intentions for ethical

apparel choices. [International Review on Public and Nonprofit Marketing.
https://doi.org/10.1007/s12208-025-00439-8

Abu Seman, N. A., Rashid, U. K., Mohamad, A., & Bin Sahlan, M. K. (2025). Enhancing Malaysian
Organic Food Retail Business Models Through Consumer Behaviour Analysis. Procedia
Computer Science, 253, 1352—1361. https://doi.org/10.1016/j.procs.2025.01.197

Ahmad, N., Fahad, Zaki, M., Alam, Z., & Khalid, M. (2025). Understanding consumer attitude and
purchase intention of organic food products. Spanish Journal of Marketing - ESIC.
https://doi.org/10.1108/SIME-04-2024-0110

Ahmed, J. N., Adalier, A., Ozgit, H., & Kamyabi, M. (2025). Do Social Media Platforms Control the
Sustainable Purchase Intentions of Younger People? Sustainability, 17(12), 5488.
https://doi.org/10.3390/sul 7125488

Ajzen, . (1991). The theory of planned behavior. Organizational Behavior and Human Decision

Akter, S., Ali, S., Fekete-Farkas, M., Fogarassy, C., & Lakner, Z. (2023). Why Organic Food?
Factors Influence the Organic Food Purchase Intension in an Emerging Country (Study from
Northern Part of Bangladesh).Resources, 12(1), 5. https://doi.org/10.3390/resources 12010005

Alabi, A. T., & Jelili, M. O. (2023). Clarifying likert scale misconceptions for improved application
in urban studies. Quality & Quantity, 57(2), 1337-1350. https://doi.org/10.1007/s11135-022-
01415-8

Alalwan, A. A. (2018). Investigating the impact of social media advertising features on customer
purchase intention. [International Journal of Information Management, 42, 65-77.
https://doi.org/10.1016/j.ijjinfomgt.2018.06.001



Al-Haddad, S., Ahmad Sharabati, A.-A., Harb, L., Husni, A., & Abdelfattah, M. (2022). E-WOM
and consumers’ purchase intention: An empirical study on Facebook. Innovative Marketing,
18(3), 149-158. https://doi.org/10.21511/im.18(3).2022.13

Alonso Gonzilez, P., Extremo Martin, C., Otero Enriquez, R., De La Cruz Modino, R., Arocha
Alonso, F. N., Rodriguez, S. G., & Parga Dans, E. (2025). Insights into Organic Food
Consumption in Tenerife (Spain): Examining Consumer Profiles and Preferences.
Sustainability, 17(5), 2123. https://doi.org/10.3390/sul7052123

Bazhan, M., Shafiei Sabet, F., & Borumandnia, N. (2024). Factors affecting purchase intention of
organic food products: Evidence from a developing nation context. Food Science &
Nutrition, 12(5), 3469-3482. https://doi.org/10.1002/fsn3.4015

Carrién Bosquez, N. G., Arias-Bolzmann, L. G., & Martinez Quiroz, A. K. (2023). The influence of
price and availability on university millennials’ organic food product purchase intention.
British Food Journal, 125(2), 536-550. https://doi.org/10.1108/BFJ-12-2021-1340

Cavite, H. J. M. (2025). Millennial Consumers’ Intention to Purchase Organic Food: Do
Environmental Concerns Matter? Business Strategy and the Environment, 34(4), 3940-3956.
https://doi.org/10.1002/bse.4162

Cayaban, C. J. G., Prasetyo, Y. T., Persada, S. F., Borres, R. D., Gumasing, Ma. J. J., & Nadlifatin,
R. (2023). The Influence of Social Media and Sustainability Advocacy on the Purchase
Intention of Filipino Consumers in Fast Fashion. Sustainability, 15(11), 8502.
https://doi.org/10.3390/su15118502

Costales, J., Catulay, J. J. J., Costales, J., & Bermudez, N. (2022). Kaiser-Meyer-Olkin Factor
Analysis: A Quantitative Approach on Mobile Gaming Addiction using Random Forest
Classifier. 2022 the 6th International Conference on Information System and Data Mining,
18-24. https://doi.org/10.1145/3546157.3546161

Daraboina, R., Cooper, O., & Amini, M. (2024). Segmentation of organic food consumers: A
revelation of purchase factors in organic food markets. Journal of Retailing and Consumer
Services, 78, 103710. https://doi.org/10.1016/].jretconser.2024.103710

Daruhadi, G., & Sopiati, P. (2024). RESEARCH DATA COLLECTION. International Journal of
Social Service and Research, 4(7). https://doi.org/10.46799/ijssr.v4i17.863

Devi, K., Singh, G., Roy, S. K., & Cug, J. (2023). Determinants of organic food purchase intention:
The moderating role of health consciousness. British Food Journal, 125(11), 4092—-4122.
https://doi.org/10.1108/BFJ-03-2023-0220



Doll, J., & Orth, B. (1993). The Fishbein and Ajzen Theory of Reasoned Action Applied to
Contraceptive Behavior: Model Variants and Meaningfulness'. Journal of Applied Social
Psychology, 23(5), 395-415. https://doi.org/10.1111/j.1559-1816.1993.tb01095.x

Egan, P. J. (2020). Identity as Dependent Variable: How Americans Shift Their Identities to Align
with Their Politics. American Journal of Political Science, 64(3), 699-716.
https://doi.org/10.1111/ajps.12496

Falcone, P. M. (2023). Sustainable Energy Policies in Developing Countries: A Review of
Challenges and Opportunities. Energies, 16(18), 6682. https://doi.org/10.3390/en16186682

Farzin, M., Shababi, H., Shirchi Sasi, G., Sadeghi, M., & Makvandi, R. (2023). The determinants of
eco-fashion purchase intention and willingness to pay. Spanish Journal of Marketing - ESIC,
27(3), 348-366. https://doi.org/10.1108/sjme-07-2022-0158

Fauzi, M. A., Hasan, M. N., Zulkepeli, L., & Karuppiah, K. (2025). Organic food consumption and
the theory of planned behaviour: Science mapping of present and future trends. British Food
Journal, 127(8), 2741-2758. https://doi.org/10.1108/BFJ-09-2024-0931

Ferreira, S., & Pereira, O. (2023). Antecedents of Consumers’ Intention and Behavior to Purchase
Organic Food in the Portuguese Context.  Sustainability, 15(12), 9670.
https://doi.org/10.3390/sul5129670

Groenland, E., & Dana, L.-P. (2019). Qualitative Methodologies and Data Collection Methods:
Toward Increased Rigour in Management Research (Vol. 01). WORLD SCIENTIFIC.
https://doi.org/10.1142/11449

Ho Nguyen, H., Nguyen-Viet, B., Hoang Nguyen, Y. T., & Hoang Le, T. (2022). Understanding
online purchase intention: The mediating role of attitude towards advertising. Cogent
Business & Management, 9(1). https://doi.org/10.1080/23311975.2022.2095950

Ismael, A. S., Amin, M. B., Ali, M. J., Hajdu, Z., & Péter, B. (2025). Relationship between social
media marketing and young customers’ purchase intention towards online shopping. Cogent
Social Sciences, 11(1). https://doi.org/10.1080/23311886.2025.2459881

Jermsittiparsert, K. (2019). Impact of Facebook Advertising on Purchase Intention. Proceedings of
the 2019 3rd International Conference on E-Business and Internet, 1-7.
https://doi.org/10.1145/3383902.3383903



Jiang, Y., Abdullah, S. I. N. W., Lim, B. H. J., Wang, R., & Phuah, K. T. (2023). The role of

marketing stimuli and attitude in determining post-COVID buying decisions toward organic food
products: Evidence from retail consumers in Beijing, China. Frontiers in Sustainable Food
Systems, 7, 1051696. https://doi.org/10.3389/fsufs.2023.1051696

Jo, H. I, & Jeon, J. Y. (2021). Compatibility of quantitative and qualitative data-collection protocols
for wurban soundscape evaluation. Sustainable Cities and Society, 74, 103259.
https://doi.org/10.1016/j.scs.2021.103259

KV, S., Kp, N., & Kamath, G. B. (2021). Social media advertisements and their influence on
consumer  purchase intention.  Cogent  Business &  Management,  8(1).
https://doi.org/10.1080/23311975.2021.2000697

Kautish, P., Khare, A., & Sharma, R. (2023). Terminal or instrumental? The impact of values on
consumers’ preference for organic food products. Journal of Foodservice Business Research,
26(6), 793—-822. https://doi.org/10.1080/15378020.2022.2051402

Khan, Y., Hameed, I., & Akram, U. (2023). What drives attitude, purchase intention and consumer
buying behavior toward organic food? A self-determination theory and theory of planned
behavior perspective. British Food Journal, 125(7), 2572-2587. https://doi.org/10.1108/BFJ-
07-2022-0564

Kim, H. Y., & Lee, Y. (2020). The Effect of Online Customization on Consumers’ Happiness and
Purchase Intention and the Mediating Roles of Autonomy, Competence, and Pride of
Authorship. [International Journal of Human—Computer Interaction, 36(5), 403-413.
https://doi.org/10.1080/10447318.2019.1658375

Kim, M., Kim, H. (Lina), Ma, Z., & Lee, S. (2025). What Makes Consumers Purchase Social Media
Influencers Endorsed Organic Food Products. Cornell Hospitality Quarterly, 66(2), 245-252.
https://doi.org/10.1177/19389655241256588

Kwak, S. (2023). Are Only p -Values Less Than 0.05 Significant? A p -Value Greater Than 0.05 Is
Also  Significant!  Journal  of  Lipid and  Atherosclerosis,  12(2),  89.
https://doi.org/10.12997/j1a.2023.12.2.89

Leyva-Hernandez, S. N., Toledo-Lépez, A., Hernandez-Lara, A. B., Arango-Ramirez, P. M., &
Avendano-Rito, M. D. C. (2025). Values, attitude, and desire in organic food purchase
intention in Mexico. Frontiers in Sustainable Food Systems, 8, 1516788.
https://doi.org/10.3389/fsufs.2024.1516788



Liao, C., Chen, J.-L., & Yen, D. C. (2007). Theory of planning behavior (TPB) and customer
satisfaction in the continued use of e-service: An integrated model. Computers in Human
Behavior, 23(6), 2804—2822. https://doi.org/10.1016/j.chb.2006.05.006

Liu, X., Kim, T.-H., & Lee, M.-J. (2025). The Impact of Green Perceived Value Through Green New
Products on Purchase Intention: Brand Attitudes, Brand Trust, and Digital Customer
Engagement. Sustainability, 17(9), 4106. https://doi.org/10.3390/sul 7094106

Madureira, T., Nunes, F., Veiga, J., Mata, F., Alexandraki, M., Dimitriou, L., Meleti, E., Manouras,
A., & Malissiova, E. (2025). Trends in Organic Food Choices and Consumption: Assessing
the Purchasing Behaviour of Consumers in Greece. Foods, 14(3), 362.
https://doi.org/10.3390/foods14030362

McQuitty, S. (2018). The Purposes of Multivariate Data Analysis Methods: An Applied
Commentary. Journal of African Business, 19(1), 124-142.
https://doi.org/10.1080/15228916.2017.1374816

Md Abdur Razzak, Md Serajul Islam, & Jinzhang Jiang. (2019). 4 Study of Bangladeshi Youth
Opportunity and Social Capital: A case of Facebook Use.
https://doi.org/10.5281/ZENODO.3402344

Morosan, E., Popovici, V., Popescu, 1. A., Daraban, A., Karampelas, O., Matac, L. M., Licu, M.,
Rusu, A., Chirigiu, L.-M.-E., Opritescu, S., lonita, E. 1., Saulean, A., & Nitescu, M. (2025).
Perception, Trust, and Motivation in Consumer Behavior for Organic Food Acquisition: An
Exploratory Study. Foods, 14(2), 293. https://doi.org/10.3390/foods14020293

Moser, A., & Korstjens, 1. (2018a). Series: Practical guidance to qualitative research. Part 3:
Sampling, data collection and analysis. European Journal of General Practice, 24(1), 9-18.
https://doi.org/10.1080/13814788.2017.1375091

Moser, A., & Korstjens, I. (2018b). Series: Practical guidance to qualitative research. Part 3:
Sampling, data collection and analysis. European Journal of General Practice, 24(1), 9-18.
https://doi.org/10.1080/13814788.2017.1375091

Mustafi, M. A. A., & Hosain, M. S. (2020). The role of online advertising on purchase intention of
smartphones: Mediating effects of flow experience and advertising value. Journal of
Contemporary Marketing Science, 3(3), 385—410. https://doi.org/10.1108/jcmars-05-2020-
0024

Nasir, V. A., Keserel, A. C., Surgit, O. E., & Nalbant, M. (2021). Segmenting consumers based on
social media advertising perceptions: How does purchase intention differ across segments?
Telematics and Informatics, 64, 101687. https://doi.org/10.1016/j.tele.2021.101687



Ngoc Vo, M. A., Thi Tran, V. A., Ung-Pham, T., Varela, P., & Nguyen, Q. C. (2025). Combining
text mining of social media data and conjoint approach to investigate consumer choices on
organic food. Food Quality and Preference, 124, 105369.
https://doi.org/10.1016/j.foodqual.2024.105369

Nikbin, D., Aramo, T., Iranmanesh, M., & Ghobakhloo, M. (2022). Impact of brands’ Facebook page
characteristics and followers’ comments on trust building and purchase intention: Alternative

attractiveness as moderator. Journal of Consumer Behaviour, 21(3), 494-508.
https://doi.org/10.1002/cb.2018

Noviana, R., Dewi, 1., & Fathin, S. (2025). Examining the Effects of Instagram Promotion and
Marketplace Trust on Women’s Fashion Product Online Purchase Behaviors. 2025 [EEE
International Conference on Interdisciplinary Approaches in Technology and Management

for Social Innovation (IATMSI), 1-6. https://doi.org/10.1109/iatmsi64286.2025.10984974

Pahari, S., Ghosal, I., Prasad, B., & Dildar, S. M. (2023). Which Determinants Impact Consumer
Purchase Behavior Toward Online Purchasing of Organic Food Products? Prabandhan:
Indian Journal of Management, 16(1), 25. https://doi.org/10.17010/pijom/2023/v16i1/172667

Parashar, S., Singh, S., & Sood, G. (2023). Examining the role of health consciousness,
environmental awareness and intention on purchase of organic food: A moderated model of
attitude. Journal of Cleaner Production, 386, 135553.
https://doi.org/10.1016/j.jclepro.2022.135553

Pereira, M. J. D. S., Cardoso, A., Canavarro, A., Figueiredo, J., & Garcia, J. E. (2023). Digital
Influencers’ Attributes and Perceived Characterizations and Their Impact on Purchase
Intentions. Sustainability, 15(17), 12750. https://doi.org/10.3390/su151712750

Perera, C. H., Nayak, R., & Nguyen, L. T. V. (2023). The impact of social media marketing and
brand credibility on higher education institutes’ brand equity in emerging countries. Journal
of Marketing Communications, 29(8), 770-795.
https://doi.org/10.1080/13527266.2022.2086284

Prisco, A., Ricciardi, 1., Percuoco, M., & Basile, V. (2025). Sustainability-driven fashion: Unpacking
generation Z’s second-hand clothing purchase intentions. Journal of Retailing and Consumer
Services, 85, 104306. https://doi.org/10.1016/].jretconser.2025.104306

Rana, Md. S., Sharmin, S., & Sm Nahidul Islam. (2025). Factors Influencing Purchase Intention in
Digital Marketing: A Thematic Analysis. International Journal of Management and Digital
Business, 4(1), 32—46. https://doi.org/10.54099/ijmdb.v411.1159



Roy, A., Ghosh, A., & Vashisht, D. (2023). The consumer perception and purchasing attitude
towards organic food: A critical review. Nutrition & Food Science, 53(3), 578-599.
https://doi.org/10.1108/NFS-04-2022-0130

Sadiq, M., Adil, M., & Paul, J. (2023). Organic food consumption and contextual factors: An
attitude—behavior—context perspective. Business Strategy and the Environment, 32(6), 3383—
3397. https://doi.org/10.1002/bse.3306

Sagi, J., Daragmeh, A., & Kuci, A. (2025). A Study of Consumers’ Purchase Intentions for Green
Clothing in Kosovo. Journal of FEast European Management Studies, 30(1).
https://doi.org/10.31083/jeems39412

Salmia, S., Sudarmin,. (2023). DEVELOPMENT OF QUALITY INSTRUMENTS AND DATA
COLLECTION TECHNIQUES. Jurnal Pendidikan Dan Pengajaran Guru Sekolah Dasar
(JPPGuseda), 6(1), 119-124. https://doi.org/10.55215/jppguseda.v6il.7527

Samiya Bint Halim. (2022). Social Media Marketing Efforts and Online Purchase Intention in
Bangladesh: Mediating Role of Brand Equity. https://doi.org/10.5281/ZENODO.7246812

SanMiguel, P., Sanchez-Blanco, C., Gonzéalez-Tosat, C., & Sanchez-Hualde, A. (2025). Click to
chic: Decoding the impact of fashion product page design on online purchase intention.
Journal of Global Fashion Marketing, 16(3), 322-348.
https://doi.org/10.1080/20932685.2025.2491327

Sanne, P. N. C., & Wiese, M. (2018). The theory of planned behaviour and user engagement applied
to Facebook advertising. SA Journal of Information Management, 20(1).
https://doi.org/10.4102/sajim.v2011.915

Sanny, L., Julianto, T. D., Savionus, S., & Kelena, B. W. B. Y. (2021). Purchase Intention in the
Fashion Industry on Local and International E-Commerce in Indonesia. International Journal
of Asian Business and Information Management, 13(2), 1-12.
https://doi.org/10.4018/ijabim.20220701.0a4

Seegebarth, B., & Sohn, S. (2025). The Effect of Private Self-Consciousness on Consumer
Preference For Organic Food. Psychology & Marketing, 42(9), 2275-2286.
https://doi.org/10.1002/mar.22229

Shafnaz, S. M. F. (2021). Factors Influencing Customer Purchase Intention: Reference to Social
Media  Advertising. Wayamba  Journal — of  Management, 12(2), 350.
https://doi.org/10.4038/wjm.v12i2.7544



Shamsi, M. S., & Abad, A. (2024). Understanding Consumers’ Willingness to Pay More and Choice
Behavior for Organic Food Products Considering the Influence of Skepticism. Sustainability,
16(14), 6053. https://doi.org/10.3390/sul 6146053

Shenoy, K. R., Ranjith, V. K., Nayak, S., & Anirvinna, C. (2024). Conceptualizing organic food
consumption: A consumer motive perspective. Cogent Social Sciences, 10(1), 2338864.
https://doi.org/10.1080/23311886.2024.2338864

Slater, P., & Hasson, F. (2025). Data Measurement, Instruments and Sampling. Journal of
Psychiatric and Mental Health Nursing, 32(3), 680—685. https://doi.org/10.1111/jpm.13142

Smoluk-Sikorska, J., Smiglak-Krajewska, M., Rojik, S., & Fulneckova, P. R. (2023). Prices of
Organic Food—The Gap between Willingness to Pay and Price Premiums in the Organic
Food Market in Poland. Agriculture, 14(1), 17. https://doi.org/10.3390/agriculture14010017

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should I buy?
How credibility and parasocial interaction influence purchase intentions. Journal of Retailing
and Consumer Services, 53, 101742. https://doi.org/10.1016/jjretconser.2019.01.011

Squalli, J., & Gupta, S. (2025). Organic food consumption and environmental awareness in the
United States. British Food Journal, 1-16. https://doi.org/10.1108/BFJ-03-2025-0270

Sultana, Most. S., Begum, F., Department of Marketing, University of Barishal, Barishal -8254,
Bangladesh., Khan, R., & Department of Marketing, University of Barishal, Barishal -8254,
Bangladesh. (2024). Factors influencing the young consumers purchase intention in social
media websites of Bangladesh. International Journal of Science and Business, 37(1), 68—83.
https://doi.org/10.58970/1jsb.2386

Sun, Y., Lee, H. K., & Yun, S. J. (2025). Exploring the dynamics of livestream shopping: The role of
IT affordances, co-experience, and Wanghong responsiveness in shaping consumer purchase
intentions. Journal of Global Fashion Marketing, 1-21.
https://doi.org/10.1080/20932685.2025.2510949

Supotthamjaree, W., & Srinaruewan, P. (2021). The impact of social media advertising on purchase
intention: The mediation role of consumer brand engagement. International Journal of
Internet Marketing and Advertising, 15(5/6), 498. https://doi.org/10.1504/ijima.2021.118264

Tafolli, F., Qema, E., & Hameli, K. (2025). The impact of electronic word-of-mouth on purchase
intention through brand image and brand trust in the fashion industry: Evidence from a
developing country. Research Journal of Textile and Apparel. https://doi.org/10.1108/rjta-07-
2024-0131



Thomas, K. A. (2020). The Problem with Solutions: Development Failures in Bangladesh and the
Interests They Obscure. Annals of the American Association of Geographers, 110(5), 1631—
1651. https://doi.org/10.1080/24694452.2019.1707641

Tirtayani, I. G. A., Wardana, . M., Setiawan, P. Y., & K, [. G. N. J. A. W. (2024). Determinants of
Purchase Intention in Social Media Advertising. Revista de Gestdo Social e Ambiental, 18(6),
€04793. https://doi.org/10.24857/rgsa.v18n6-016

Travers, J. C., Cook, B. G., & Cook, L. (2017). Null Hypothesis Significance Testing and p Values.
Learning Disabilities Research & Practice, 32(4), 208-215.
https://doi.org/10.1111/ldrp.12147

Uwaoma, C., & Enkhtaivan, A. (2024). The Affordability of Cybersecurity Costs in Developing
Countries: A Systematic Review. 2024 IEEE International Conference on Cyber Security and
Resilience (CSR), 545-550. https://doi.org/10.1109/CSR61664.2024.10679506

Varlamova, M., Kvasnytska, O., & Romanets, T. (2024). Multinational e-commerce enterprises
development. Galician Economic Journal, 91(6), 204-213.
https://doi.org/10.33108/galicianvisnyk tntu2024.06.204

Wallace, E., Buil, L., & Catalan, S. (2020). Facebook and luxury fashion brands: Self-congruent posts
and purchase intentions. Journal of Fashion Marketing and Management: An International
Journal, 24(4), 571-588. https://doi.org/10.1108/jfmm-09-2019-0215

Wallwey, C., & Kajfez, R. L. (2023). Quantitative research artifacts as qualitative data collection
techniques in a mixed methods research study. Methods in Psychology, 8, 100115.
https://doi.org/10.1016/j.metip.2023.100115

Wang, J., Ma, Y., Min, L., Geng, J., & Xiao, Y. (2025). The impact of social media fashion
influencers’ relatability on purchase intention: The mediating role of perceived emotional
value and moderating role of consumer expertise. Acta Psychologica, 258, 105174.
https://doi.org/10.1016/j.actpsy.2025.105174

Wang, J., Pham, T. L., & Dang, V. T. (2020). Environmental Consciousness and Organic Food
Purchase Intention: A Moderated Mediation Model of Perceived Food Quality and Price
Sensitivity. International Journal of Environmental Research and Public Health, 17(3), 850.
https://doi.org/10.3390/ijerph17030850

Wu, R., Wang, G., & Yan, L. (2019). The effects of online store informativeness and entertainment
on consumers’ approach behaviors: Empirical evidence from China. Asia Pacific Journal of
Marketing and Logistics, 32(6), 1327—1342. https://doi.org/10.1108/APJML-03-2019-0182



Wu, Y., & Lee, Y.-S. (2025). A Study on the Impact of the Consumption Value of Sustainable
Fashion Products on Purchase Intention Based on the Theory of Planned Behavior.
Sustainability, 17(10), 4278. https://doi.org/10.3390/sul 7104278

Yadav, M., Pandey, D., Kakkar, A., & Farhan, Mohd. (2025). Linking brand trust and attitude with
purchase intention of indian organic food customers: An S—O-R Model based analysis.
Organic Agriculture, 15(1), 11-27. https://doi.org/10.1007/s13165-024-00480-7

Yusuf, D. M., & Zulfitri, . (2021). Effect of Attitude Mediating Subjective Norm, Perceived
Behaviour Control, and Perceived Ease of Use on Online Purchase Intention Fashion Product

Category. European Journal of Business and Management Research, 6(6), 266-270.
https://doi.org/10.24018/ejbmr.2021.6.6.1135

Zhao, J., Huo, H., Wei, S., Han, C., Yang, M., Gupta, B. B., & Arya, V. (2024). Research on the
matching effect between advertising appeal and product type on the purchase intention of
organic food. British Food Journal, 126(13), 162—181. https://doi.org/10.1108/BFJ-11-2023-
1016

Zheng, G.-W., Akter, N., Siddik, A. B., & Masukujjaman, M. (2021). Organic Foods Purchase
Behavior among Generation Y of Bangladesh: The Moderation Effect of Trust and Price
Consciousness. Foods, 10(10), 2278. https://doi.org/10.3390/foods10102278



