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Abstract: This research examines the overall performance achievement of social media marketing
(SMM) in Bangladesh by determining whether social media is successful in creating brand
consciousness (i.e., brand preference, brand attachment, brand association, and brand loyalty)
toward online consumers, which in turn may lead to buying commitment. In total, 564 Bangladeshi
consumers were surveyed to monitor their responsiveness toward social media-aided motivations.
We selected the online buying environment in Bangladesh, which is an emerging market established
less than one decade ago. We specifically choose the entire local fashion industry as our target market,
excluding the websites of international fashion brands operated overseas. We used the holistic
concept of the five aspects of SMM, namely, interaction, entertainment, customization, electronic
word of mouth (eWOM), and trendiness. Moreover, we statistically calculated the performance of
social media through the consequences of five measures, namely, brand loyalty, brand preference,
brand attachment, brand association, and buying commitment. We used regular linear multiple
regression, correlation, and descriptive statistics to obtain statistical results. The study found strong
evidence that SMM efforts (SMMEs) of the local Bangladeshi fashion industry are successful in
establishing consumer attachment and preference. However, they fail to secure committed buyers
when the measurement scale is below 50%. In line with the results of previous studies on consumer
loyalty, our results demonstrate that SMME:s fail to create committed buyers. Lack of loyalty and
association drive consumers to become uncommitted buyers.

Keywords: social media marketing effort; brand consciousness; buying commitment; brand loyalty

1. Introduction

The brick-and-mortar selling philosophy is currently surrounded by a virtual skeleton in which
social media is vital in shaping the mindset of consumers. Thus, marketers use social media to
determine the implicit and explicit needs of actual and potential consumers. Social media enhances
consumer sophistication and helps consumers develop new ideas and tactics in searching, evaluating,
selecting, and buying products and services [1]. Social media marketing (SMM) is a buzzword used to
describe the market situation in our technologically developed world. Numerous studies analyzed the
customer perception of online buying intention. As such, we specify four brand factors that may directly
or indirectly affect sustainable customer retention, namely, brand association, loyalty, attachment,
and preference. According to Lamberton and Stephen [2], social media in the business-to-consumer
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(B2C) context is vastly analyzed because of its developed constructs and concepts, which are vital in
the lives of consumers [2]. Moon and Byungho [3] believed that social media platforms can serve
as satisfactory marketing platforms for small and medium enterprises by providing access to large
audiences at low costs. The increased popularity of social media considerably changed the marketing
strategy of companies and shaped the B2C business [4].

This study attempts to analyze the effect or success of SMM efforts (SMMEs) on Bangladeshi
consumers. This emerging market segment has adequate wealth, as identified by the booming economy
and the increased buying power of consumers. Therefore, we use the SMME framework of Kim
and Ko [5], which includes five dimensions to specify SMMEs, namely, entertainment, interaction,
trendiness, customization, and electronic word of mouth (eWOM). Firstly, we examine entertainment,
which has a positive effect on people’s attitudes. Entertainment increases interactions between brands
and consumers, which in turn encourage active participation and consumers to enjoy their roles
spontaneously [6]. Thus, interaction is used as the second measurement scale. Martin and Todorov [7]
described social media customization as a tool used by companies to communicate the uniqueness and
preferences of their brands and to ensure customer loyalty; thus, it is used as the third element in our
study. Muntinga et al. [8] summarized that social media trendiness, which is the fourth measurement
scale, is information that covers four motivations, namely, surveillance, knowledge, pre-purchase
information, and inspiration. Our final measurement scale is e-WOM, which plays a vital role as a form
of buzz marketing that can become viral if a message is sufficiently persuasive or amusing.

This study examines the local Bangladeshi fashion market by using the SMME framework to
investigate the success of SMMEs in consumer retention by creating brand loyalty, brand association,
brand preference, brand attachment, and buying commitment. We developed a model to describe our
study by analyzing and reviewing previous studies. The research model is presented below (Figure 1).
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Figure 1. Research framework to determine the effectiveness of social media marketing efforts (SMMEs).

Building and maintaining brand loyalty, which is consistently one of the central themes of
market research, is our first measurement dimension [9,10]. Brand loyalty can be conceptualized
as the final dimension of consumer brand resonance, which symbolizes the consumer’s ultimate
relationship and level of identification with a brand. Brand preference refers to consumers’ selection of
a specific company product or services in the presence of other, equally priced, and available options.
Thus, brand preference is used as the second measurement dimension for our study. According to
Isik and Yasar [11], brand preference is the extension of consumer favor toward the designed services
provided by a specific company in comparison with services provided by other companies presented
in a consideration set. Brand associations related to functions represent a considerable degree of
abstraction compared to those that refer to attributes; thus, the former is more accessible and stays
longer in the memory of consumers than the latter [12]. People with strong brand attachment can
influence those around them, thereby leading to the final goal and dimension, which is buying
commitment. However, by integrating social media, companies can undoubtedly enhance sales
performance and achieve brand loyalty, preference, and association [13,14].
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This study is designed with a compendious framework to determine whether the SMMEs of
Bangladeshi fashion websites are successful in retaining customer loyalty. Individuals between the
ages of 18 and 34 are active users of social media platform. Thus, they are included in the survey to
determine the performance measures empirically. We also investigate whether the activities of SMMEs
can create sustainable brand consciousness among the online consumers. We analyze five dependent
factors, namely, brand attachment, brand preference, brand loyalty, brand association, and buying
commitment, as well as the level of cognitive and affective responses to products, by using a statistical
approach. As such, we aim to contribute to the growing body of literature on online buying and the
effect of online store presentation on sustainable consumer retention.

The objectives of this study are as follows: (1) to measure SMM success in enabling Bangladeshi
consumers to interact on social media and to become associated with and attached to local fashion brands;
(2) to evaluate whether social media can successfully create loyalty via the online platforms of local fashion
brands; (3) to analyze the performance of SMM in creating the products that suit consumer preference; (4)
to measure whether Bangladeshi consumers are prepared to make online purchases or commit to buying
local fashion products online, which is the ultimate sustainable goal of all marketing activity; and (5) to
fill the gap in the existing literature. This empirical study analyzes the SMM activities of local fashion
brands. The activities on the online stores of the best local fashion brands in Bangladesh, such as Rang,
Aarong, Kay Kraft, and Dorjibari, are deemed to be promising. Social media is one of the best channels in
promising promotional strategy for luxury and fashion brands [5,15,16].

The present study was conducted using a structural survey on Bangladeshi consumers who
are familiar with luxury, non-luxury, local, and international fashion brands. Moreover, they have
sufficient time and financial means to make purchases and interact online and have access to smart
devices that can connect them with social media platforms. The remainder of the paper is organized
as follows: Section 2 provides a brief literature review of previous studies. Section 3 explains the
formulation of the hypotheses. Section 4 describes the methodology clearly, detailing the statistical
procedures and the analytical testing of the hypotheses. Section 5 presents the results of the statistical
analysis and hypothesis testing. Section 6 discusses the results of the study. Finally, Section 7 concludes
the research with the final outcomes, managerial implications, practical implications, the scope and
limitations of this study, and directions for future research.

2. Literature Review

2.1. Social Media Marketing and Its Five Measures

Social media is an internet-based application group established on the technological and ideological
foundations of Web 2.0 that allows users to create and exchange their generated content [17]. In the
marketing perspective, social media is a marketplace in which both sellers and buyers coexist with
multiple facilities and interact in multifaceted ways with one another [18]. SMM refers to the practice
of using social media technologies to communicate with consumers easily by offering lower costs,
building personal relationships, and exchanging offerings. For example, customer ratings in the hotel
industry have a strong effect on customer preference for which hotels to book [19].

Kim and Ko [5] identified five dimensions to specify SMMEs, namely, entertainment, interaction,
trendiness, customization, and e-WOM, to analyze the acceptance of luxury brands. Agichtein et al. [20]
explained that entertainment is the play and fun that emerges from the social media experience. According
to Kim and Ko [15], entertainment has a positive effect on consumer attitude and the development of
increased interactions between brands and consumers. The hedonic perspective views social media
users as pleasure-seekers who are being entertained and who experience enjoyment [21,22]. The third
measurement tool, namely, trendiness, is a social media tool for grabbing attention by providing customers
with the most recent information on the latest trends [23]. Muntinga et al. [8] summarized that trendy
information on social media covers four motivations, namely, surveillance, knowledge, pre-purchase
information, and inspiration. Surveillance refers to the observation of the updates on the social environment
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of specific consumers. Knowledge refers to the information provided by brands to tell consumers about
their products. Pre-purchase information refers to product reviews on brand communities, which can
help consumers make the right buying decision. Finally, inspiration describes how consumers follow
brand-associated information and obtain new ideas, which they consider as a source of inspiration [8].

Customization is effective for companies to increase interactions with customers by allowing them to
design and customize products. Companies such as Gucci and Burberry provide a similar service for
their customers. According to Schmenner [24], customization describes the degree to which a service is
customized to satisfy individual preference. Burberry and Gucci made considerable use of their online
presence by sending personalized messages to individual customers to enable them to customize their
purchased product. According to Zhu and Chen [25], customization can be divided into customized
messages and broadcasts based on a given message. Customized messages (e.g., Facebook posts) target a
specific person or a small audience [26], whereas broadcasts send to a specific person who is interested [22].

E-WOM is defined as “the believability of the product position information contained in a
brand, which depends on the willingness and stability of firms to deliver what they promise” [27].
Consumers tend to experience increased difficulty in evaluating the credibility of an online context
based on reviews and comments, because reviewers are anonymous sources without prior relationship
with the consumer [26,28]. Previous studies explored the influence of source credibility on perceived
information with inconsistent results [29-31]. As such, the believability of the information on fashion
websites will generate a positive perception in the minds of consumers. A website that is perceived to
be credible is likewise perceived to be useful, thereby increasing consumers’ effective use of their time
in obtaining their fashion-related information and purchase making.

Interaction is exchanging communication between brands and customers [32]. Kaplan and
Heinlen [17] found that social interaction is an important factor in creating user-generated content.
Social media can offer consumer assistance and spaces for the discussion and exchange of ideas [17,33].
Social media networks are social and virtual environments in which individuals and groups can
communicate and share experiences. Monika et al. [34] demonstrated that Romanian emergency
agencies promote transparency and institutional images on Facebook. By contrast stakeholders are
most likely to engage with brand-oriented posts, especially if these posts also offer rich multimedia
features. In contrast, stakeholders are less likely to interact with messages about natural hazards,
particularly if they incorporate educational content. The subjective quality of the medium makes
interactions social and salient, thereby increasing the social presence of customers, which in turn will
likely enhance brand engagement. Below Table 1 comprises of some important researches in the field
of social media marketing effectiveness in shaping consumer behavior.

Table 1. Similar research on social media marketing effort (SMME).

Author Year Research

Kim and Lee [35] 2019 Influence of Integration on Interactivity in Social Media Luxury Brand Communities
Venmeter et al. [36] 2018 Don't Just “Like” Me, Promote Me: How Attachment and Attitude Influence Brand
oY Related Behaviors on Social Media
Yoshida et al. [37] 2018 Bridging the Gap between Social Media and Behavioral Brand Loyalty
Chen and Lin [38] 2019 Understanding the.effec.t Qf 59c1a1 medl.a marketing activities: ?he mediation of social
identification, perceived value and satisfaction.
Felix et al. [39] 2017 Elements of Strategic Social Media Marketing: A Holistic Framework
Godey et al. [22] 2016 Social Media Marketing Efforts of Luxury Brand.s: Influence on Brand Equity and
Consumer Behavior

Wliilv:}iz;crllil 0] 2016  Brand Interactions and Social Media, Enhancing User Loyalty through Social Media Sites
Yan et al. [41] 2015 E-WOM from E-Commerce Websites and Social Media: Which Will Consumers Adopt?
Hajli [42] 2015 Social Commerce Constructs and Consumer’s Intention to Buy
Eric et al. [4] 2015 Social Media Research: Theories, Constructs, and Conceptual Frameworks

Do Social Media Marketing Activities Enhance Customer Equity? An Empirical Study of
Luxury Fashion Brand
Impact of Luxury Fashion Brand’s Social Media Marketing of Customer Relationship
and Purchase Intention

Kim and Ko [15] 2012

Kim and Ko [5] 2010
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2.2. Social Media Marketing and Brand Loyalty

Social media represents a new challenge for brands and consumer researchers because it presents
a new form of the consumer—brand relationship [14,43,44]. Srinivasan et al. [45] examined that
communities are highly effective in promoting by establishing word-of-mouth, exchanging information,
comparing product experiences, seeking advice, and especially encouraging social relationships among
members [45]. Interactions among and between members and brands largely influence consumers’
relationships with and attitudes toward the brand [46] to generate emotional connections with the
social media network subject, thereby helping establish customer loyalty [47]. Similar effects are
observed among social media users because consumers’ engagement behavior characterized by sharing,
advocating, socializing, and co-developing in online brand communities by social media marketing is
a significant non-transactional pathway to brand loyalty [48]. Social bonds established within brand
communities create a special environment to develop communication strategies to cultivate consumers’
trust and customers’ loyalty [13,14,49-52].

2.3. Social Media Marketing and Brand Preference

The study of Ku et al. [53] indicated various reasons as to why individuals communicate with
brands through social networking websites [53]. Individuals are rapidly increasing their daily use
of the internet by engaging on social networks. However, academic studies about user and brand
preference and loyalty via social media remain scarce [53]. Ryan and Jones [54] also proposed that
marketing products and services using social media are cheap and generate a higher rate of return,
thus making social media useful in creating efficient advertising campaigns to be connected with and
preferred by the consumer [54]. Therefore, social media is an efficient use of marketing costs [55],
which is important for even small and medium-sized enterprises (SMEs) because they are expected to
have far smaller budgets than the larger companies. Moreover, firms use social media not merely to
win the preference of new customers but also to maintain and retain their existing customers [36,56-58].

2.4. Social Media Marketing and Brand Association

According to McAlexander et al. [46], brand community integration is a multi-component
concept that includes customer relationships with brands, products, companies, and other
customers [46]. When the brand community is well integrated, socially aggregated members share
both customer-brand [59] and customer—customer relationships [60]. Schau et al. [61] concluded that
this dynamism generated within the community will create value for the brand to the consumer;
thus, perceived association coming from the community leads to customer loyalty [61]. Brand image is
widely agreed to be a set of customers’ perceptions of a brand as reflected by the brand associations
held in memory [62-64]. These associations can originate from information obtained from market
offerings or customers’ direct experiences shopping with the brand [62]. Customers’ sets of feelings,
attitudes, and ideas about the brand are very important to their buying behavior [65-67]. Normann [68]
argued that, together with the effects of advertising, word-of-mouth, and customers’ experiences with
the products and services, brand association can affect customers’ minds on purchases [6]. A favorable
brand association can both help the company to increase competition and encourage customers to
make repeat purchases [69].

2.5. Social Media Marketing and Brand Attachment

According to Park et al. [70], attitude and attachment are important and different phenomena
that plausibly relate to distinct behavioral intentions. Following this logic of Park et al. [70], we posit
that attitude towards social media and attitude show different influences on social media outcomes.
They demonstrated that brand attachment is distinct from brand attitude and that brand attachment
provides incremental predictive value when attachment and attitude are considered together as
predictors of behavioral intentions. In addition, they demonstrated that brand attachment is a
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better predictor of more difficult (versus less difficult) consumer behavioral intentions [32]. That is,
brand attitude plays a considerable role in predicting less difficult consumer behaviors, whereas brand
attachment plays an increasingly large role as behavioral intentions become progressively difficult to
enact. These differential outcomes stem from theoretical differences in the constructs themselves [36].
However, the strength of attachment lies in the bond that connects social media with the self. By contrast
with attitudes, the person’s judgment of the goodness or badness of social media determines its strength.
Attachment requires a deep bond between the person and the attachment object [71].

2.6. Social Media Marketing and Buying Commitment

In the studies of Riemer and Lehrke [72] and Senecal and Nantel [73], it is clearly
indicated that online recommendation systems have a significant influence on the buyer [72,73].
However, such systems are often biased based on findings in different markets [72,73]. Research also
shows that reviews by a third party significantly affect the purchasing decision of consumers [74].
In fact, one of the main reasons that customer reviews have such an influence on sales is related to the
value of information and the experience a customer has for a product or service [75]. Moreover, from the
research of Reyes-Menendez [76], the relationship between willingness to pay and the quality of service
is directly related to variables such as price [76]. This phenomenon can be shared by social media with
consumers who are yet to have the experience. Research shows that a recommendation as a source of
information strongly influences [73] a customer’s buying behavior. Online recommendations via social
media strongly influence the online choice of product [73], thereby influencing the attitude toward
positive premium prices.

3. Hypothesis Development

According to Khan and Mahmood [77], brand loyalty is the unconditional commitment of
customers toward brands, which will lead to a strong bond between them. The benefits of brand
loyalty include positive WOM [78] and business profitability [79]. Customer engagement by social
media marketing [80-82] depicts that customer engagement includes both the direct (transactional)
contribution of customer purchases and the indirect (non-transactional) contribution of customer
referrals, influence, and knowledge. From the research of Brodie et al. [48], we understand
that consumers who engage in non-transactional behaviors have substantial repeat purchases in
transactional exchanges [48] because “engagement marketing may lead to more purchases or enhance
customer-brand relationships by increasing customers’ trust, commitment, and satisfaction” [80].
Brands become irresistible and irreplaceable as they gain exclusive, positive, and prominent meanings
in the minds of a large number of consumers, thereby winning their loyalty. Therefore, Hypothesis 1
(H1) was developed to shed light on the success of the holistic framework of Bangladeshi SMMEs.

Hypothesis 1. (H1) The SMMEs of the local Bangladeshi fashion industry can successfully create brand loyalty
among Bangladeshi consumers (brand loyalty).

Isik and Yasar [11] stated that brand preference is the extension of consumer favor toward the
designed services provided by the specific company when compared with services provided by
other companies presented in a consideration set. Self-image congruity was a very strong predictor
of consumer brand preferences and a good predictor of consumer satisfaction. On this basis, we
developed Hypothesis 2 (H2).

Hypothesis 2. (H2) The SMMEs of the local Bangladeshi fashion industry can successfully influence and
strengthen the preferences of Bangladeshi consumers (brand preference).

According to Belen et al. [83], brand associations differ from brand preference in terms of the
level of abstraction, that is, by how much information is summarized or subsumed in their association.
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In line with this criterion, Keller [84] classified brand associations based on three major categories,
namely, attributes, benefits, and attitudes. Attributes are descriptive features that characterize a brand,
such as consumers’ perception of a brand and what its purchase or consumption entails. Benefits are
the personal value that consumers attach to the brand attributes, that is, what consumers think a brand
can do for them. Brand attitudes are consumers’ overall evaluation of a brand. Thus, we developed
Hypothesis 3 (H3).

Hypothesis 3. (H3) The SMME:s of the local Bangladeshi fashion industry can successfully create a positive
brand association with the Bangladeshi consumer.

An individual’s emotional attachment (brand attachment) to a brand predicts his/her commitment
to the relationship with that brand. Consumers with higher levels of self-image congruity are more
likely to prefer a brand and enjoy higher levels of satisfaction than those with lower levels of self-image
congruity [62]. Previous studies provided evidence for the positive effect of self-image congruity on
the context of the tangible product (only for the actual and the ideal self-image congruity) in terms of
overall attitude [85] and purchase intentions [86]. We developed Hypothesis 4 (H4) on the basis of this
significant measure.

Hypothesis 4. (H4) The SMME:s of the local Bangladeshi fashion industry can successfully create an emotional
attachment toward brands among Bangladeshi consumers (brand attachment).

Fashion brands should provide a sense of emotional attachment with consumers to encourage their
eagerness to make purchases. We examine the relationship between SMMEs and brand attachment of
the Bangladeshi consumers to understand their buying behavior, as influenced by social media.

Finally, in terms of consumer buying commitment, firms are recognizing the pressing need to
focus on building personal two-way relationships with customers who foster interactions through
social media [87]. Customer engagement is recognized as an emotional connection between a company
and its customers. Moreover, consumer engagement is focused on interactions with customers and
their participation. The key element to customer engagement is knowledge exchange. Therefore,
information and communication technologies can provide immense opportunities for organizations
to exchange knowledge and engage with customers [88]. Such technologies can help marketers
understand customer engagement as a psychological process that models underlying mechanisms
via which loyalty toward a service brand is formed in new customers. Furthermore, they can assist
in understanding the mechanism via which loyalty can be maintained to strengthen the buying
commitment of customers toward a service or a brand [88]. We developed Hypothesis 5 (H5) on the
basis of this climacteric measure.

Hypothesis 5. (H5) The SMMEs of the local Bangladeshi fashion industry can successfully influence
Bangladeshi consumers to become committed buyers (buying commitment).

This hypothesis focuses on the ultimate goal of SMMEs, that is, whether it is successful in
generating revenue by influencing positive buying intention among consumers.

4. Methodology

The objective of this study was to examine whether SMMEs of local Bangladeshi fashion brands
can influence consumer online purchase. We used the five SMME measurement tools described by
Kim and Ko [5] as independent variables to construct the research model to determine the perception
of consumers. We constructed a structured questionnaire and distributed 700 forms, among which
approximately 564 proper responses were returned and used for measurement. The data were collected
carefully through online and face-to-face surveys. The responses were used for correlation, ordinal
chi-square, and multiple regression analyses in the SPSS 21 Statistical Software.
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4.1. Data Sampling

We focused on three demographic variables, namely, gender, age, and years of buying online.
These variables led to the five dependent measures, namely, brand association, attachment, preference,
loyalty, and buying commitment. Consumers’ buying commitment was used to determine the success of
SMMEs in these five different arenas. We took the entire local Bangladeshi fashion industry and set the
demographics of the respondents according to different age groups. We selected individuals who were
buying online for at least 1-3 years and had a considerable presence on social media. Firstly, we asked the
participants whether they were regular online buyers. Table 2 shows the demographic structure of the
respondents. Among the 564 respondents, 49.6% were female, and 50.4% were male. Next, we carefully
chose respondents who were between the ages of 18 and 34 years to obtain responses from those who
actively used online applications. Table 2 shows that most of the respondents were between the ages of
29 and 33 years. Among the respondents, 89% said that they used Facebook and Instagram to follow
fashion brand advertisements, and 91% said that they searched for local Bangladeshi fashion brand
websites regularly. The respondents generally followed over 83 fashion brands, among which 23 were
local Bangladeshi brands. Over 82% of the respondents said that they visited the homepages of several
brands multiple times a month, and 50% said that they visited the sites weekly.

Table 2. Demographic structure of respondents.

Name Percentage N Mean SD
Gender 100 564 1.49 0.5008
Male 504 278
Female 49.6 0.00
Average time on internet 100 564 1.6051 0.612
1-3h 45.7 258
3-6h 45.2 255
More than 6 h 6.9 41
Age of the respondents 100 564 1.603 0.783
18-23 years 54.8 309
24-28 years 21.1 164
29-33 years 11.9 67

4.2. Descriptive Data

The five holistic measurement scales of entertainment, trendiness, interaction, customization,
and e-WOM, taken from the research of Kim and Ko [5], obtained the following results: mean
(M) =6.712,SD =2.77, M = 6.98,SD = 2.37; M = 5.95, SD = 2.97; M = 10.79, SD = 2.93; and M = 15.48,
SD = 2.25, respectively. Entertainment, trendiness, and interaction had two measurement scale
dimensions, whereas customization and e-WOM had three dimensions, which were relevant for
the outcome. The outcome measurement scales, namely, buying commitment, brand loyalty [2],
brand association, brand attachment [12], and brand preference [14], were spread as M = 12.80,
SD =332, M=742,SD =1.80; M =7.50,SD = 1.64; M = 8.78, SD = 2.09; and M = 10.61, SD = 2.23,
respectively. The means of the measurement scales were close to one another, except for customization
and e-WOM, which outperformed the other three.

4.3. Validity Measure

We conducted a reliability test to ensure the acceptance of the research, and the results are shown
in Table 3. We obtained a Cronbach’s alpha >0.7 for the SMME measures, highlighting their consistent
reliability based on the accepted norm. Reliability is concerned with the consistency of measures
used in data collection. Multiple indicators such as the Likert scale and the internal reliability test can
be conducted using Cronbach’s alpha. Interaction (0.657), trendiness (0.639), and brand preference
(—0.667) were below the benchmark; however, their values were very close to 0.7. On the other hand,
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brand association showed the lowest negative Cronbach’s alpha at —0.616. This result questioned the
validity of the brand association measure, which led us to use the chi-square test for independence for
the measurement scale in the analysis.

Table 3. Validity measures of measurement scales (Cronbach’s alpha).

Measurement Brand Brand Brand Lovalt Brand Buying
Outcome Association Attachment yaltty Preference Commitment
Values -0.616 0.994 0.910 —0.667 0.988
Mea;::;::nent Entertainment Interaction Customization Word-of-Mouth Trendiness
Values 0.949 0.657 0.969 -0.997 0.639

5. Analysis of Results

5.1. Measurement Instrument and Chi-Square Test

The questionnaire was developed based on a Likert scale model ranging from 1 (highly disagree)
to 5 (highly agree) for possible responses to assess each component of the SMME and to measure the five
selected measurement tools (i.e., brand attachment, brand preference, brand association, brand loyalty,
and buying commitment). Table 4 contains the measurement scale.

Table 4. Measurement scale (questionnaire).

Measurement Scale Used for Statistical Analysis

Social Media Marketing Effort (Entertainment) [5]

1. The contents used in the website of local (Bangladeshi) fashion brands are appealing. (ENT 1)

2. Talways like to visit local Bangladeshi fashion brand sites as they are more interesting than the international ones. (ENT 2)
Social Media Marketing Effort (Interaction) [5]

1. Opinions and comments on the product are easily visible. (INT 1)

2. I can share my views on the product comfortably. (INT 2)

Social Media Marketing Effort (Trendiness) [5]

1. The fashion features provided by the sites of local brands are the latest in nature. (TRN 1)

2. I found all the necessary updates on the product. (TRN 2)

Social Media Marketing Effort (Customization) [5]

1. The local brand website provides individual customer support. (CUS1)

2. I get personalized support according to my choice of product. (CUS2)

3. T'used to get text messages on new offers or new product arrivals. (CUS3)

Social Media Marketing Effort (Word-of-Mouth) [5]

1. T already have or I would like to have the website or blog of the local fashion brand in my mobile or personal device.
(WOM1)

2. I'would prefer to upload the contents of the local fashion brands in my blog or micro blog. (WOM2)

3. I'share or I would like to share the information of the local fashion brand website in my personal social media like
Facebook, Twitter, etc. (WO3)

Brand Association

1. I believe that the local fashion brand is equally or more suitable as it is superior in quality. (BA1)

2. I think local fashion brands are the symbol of luxury and comfort. (BA2)

Brand Attachment

1. I'like the local fashion brands as those brands are bought by my family and friends. (BAT1)

2. I specifically love some/most of the local brands, so I buy them. (BAT2)

Brand Preference

1. I specifically love some/most of the local brands, so I buy them. (BP1)

2. I'would like to choose the local Bangladeshi brands over the international fashion brands even if they have the same
features. (BP2)

3. I think it is wise to buy local fashion brands even if they are the same in quality. (BP3)

Brand Loyalty

1. Iwould love to recommend Bangladeshi local brands to my family and friends. (BL1)

2. The local Bangladeshi fashion brands are my first choice over the international brands. (BL2)

Buying Commitment

1. I am ready to pay a higher price for local brands (Bangladeshi) than for international brands. (BC1)

2. I think the price of local brands (Bangladeshi) should increase to a certain level to make me switch to international brands.
(BC2) [5]

3. I can pay —% more for local brands than international brands. (BC3)
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We conducted Person’s chi-square and confirmatory factor analysis to understand the
independence and internal strength of the assessment measures. This test was conducted to comprehend
the strength of the scale measure as the R? value. The results show that one of the validity measures
(brand association = —0.616) was lower than the acceptable range. A high or low R? is not necessarily
good or bad, because it does not convey the reliability of the model nor the right regression. A low R?
for a good model, or a high R? for a poorly fitted model can occur, and vice versa. Here, the comparative
fit indices for brand association, attachment, loyalty, preference, and buying commitment were 0.916,
0.901, 0.897, 0.942, and 0.961, respectively; the standardized root-mean-square residuals were 0.03,
0.063, 0.091, 0.0342, and 0.0331, respectively. The chi-square results and the root-mean-square error
approximation (RMSEA) are thoroughly discussed in Table 5.

Table 5. Chi-square independence test for SMME. df—degrees of freedom; RMSEA—root-mean-square
error approximation.

L Expected Count % Asymptotic
Brand Association Value df Less Than 5 RMSEA Significance (2-Sided)
Entertainment 14.613 12 0.00 0.081 0.263
Interaction 12.001 12 0.00 0.042 0.446
Trendiness 13.235 9 0.00 0.051 0.152
Customization 13.235 9 12.5 0.051 0.152
Word-of-Mouth 13.235 9 0.00 0.051 0.152
Expected Count % Asymptotic
Brand Attachment Value df Less Than 5 RMSEA Significance (2-Sided)
Entertainment 14.996 8 0.00 0.057 0.000
Interaction 11.720 8 0.00 0.051 0.000
Trendiness 12.843 6 0.00 0.061 0.000
Customization 2.522 6 16.7 0.027 0.866
Word-of-Mouth 52.578 4 0.00 0.152 0.000
Expected Count % Asymptotic
Brand Preference Value df Less Than 5 RMSEA Significance (2-Sided)
Entertainment 33.522 8 0.00 0.086 0.000
Interaction 65.387 8 0.00 0.120 0.000
Trendiness 14.023 6 0.00 0.064 0.029
Customization 305.010 6 16.7 0.300 0.000
Word-of-Mouth 21.276 4 0.00 0.089 0.000
Expected Count % Asymptotic
Brand Loyalty Value df Less Than 5 RMSEA Significance (2-Sided)
Entertainment 14.613 12 0.00 0.046 0.263
Interaction 12.001 12 0.00 0.042 0.446
Trendiness 13.235 9 0.00 0.051 0.152
Customization 20.097 9 12.5 0.062 0.017
Word-of-Mouth 7.213 6 0.00 0.046 0.302
Buying Expected Count % Asymptotic
Commitment Value df Less Than 5 RMSEA Significance (2-Sided)
Entertainment 5.846 8 0.00 0.036 0.665
Interaction 10.841 8 0.00 0.049 0.211
Trendiness 8.708 6 0.00 0.050 0.191
Customization 88.906 6 16.7 0.162 0.000
Word-of-Mouth 296 4 0.00 0.011 0.990
N of Valid Cases 564

Table 5 shows that the measures used to test brand association did not violate the assumptions.
The research was well structured and had an expected count <5, despite the significance values for the
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Pearson chi-square. Only customization had the expected count of 12.5, which remained below 20%. All five
measures had an equal accepted RMSEA level of <0.08, and the others did not violate the fitness level.

Brand preference and attachment demonstrated that the expected count for all variables was
below 20%. Therefore, the assumption was not violated. Customization had a high expected count
(16.7% for both cases) but still less than 20%. Brand attachment calculations showed that all the
variables (except customization) were significant. Apart from e-WOM for brand attachment in Table 5,
customization and interaction of brand preference also violated the <0.08 benchmark.

Table 5 also shows that the measures did not violate the expected count for brand loyalty.
Only customization had an expected count of less than 12.7%, which was below the accepted level of
20%. The RMSEA values of all the values of all the measures were within the acceptable range.

Based on Table 5, the measures for buying commitment were evidently feasible and did not violate
the assumption. All the expected values were less than 20%. Only customization was significant for
the Pearson chi-squared test. Moreover, only customization violated the RMSEA range of <0.08.

We considered the Pearson chi-square test to determine whether the assumption was violated.
The significance of the test was not considered here because the measure was 5 x 5. We used Kendall’s
tau-b and gamma with the regression test to solidify the hypothesis testing.

5.2. Hypotheses Testing

We calculated five linear regressions by analyzing the statistical outcomes to determine whether the
desired effect was achieved. Buying commitment, brand loyalty, brand preference, brand association,
and brand attachment were used as the dependent variables. We selected entertainment, interaction,
trendiness, customization, and e-WOM as the independent variables of the research model. Table 6
presents the correlations between the variables, which were derived from SPSS 21.

Table 6 shows that the correlation for brand loyalty (r = —0.068, p < 0.05) was similar and weakly
negatively significant. Although the correlation was not strongly significant (negatively) for the sample
size of 564, the r value of —0.068 was very weak. Thus, it shows that the components of SMM had
an inverse impact on consumer brand loyalty. Table 7 indicates that R = 13% of the changes in the
dependent variable could be explained by the changes in the independent variable and that the linear
correlation was very weak. Table 7 exhibits the results from the regression, in which = —-0.060*
(p <0.002). Among the five independent factors, customization was the only significant one that
supported the correlation result. Therefore, we reject Hypothesis 1.

Figure 2 shows that only trendiness was within the acceptable range of the tau-b value of —0.137;
thus, it was weakly related to the other variables. The other insignificant values clearly suggest and
support the decision derived for Hypothesis 1.

025 F
09
0.15 F
Entertainment nteraction Trendnes Customization Word of Mouth
=== Level of Significance Kendal'stau-b
Gamma Linear (Level of Signifcance)

Figure 2. Kendall’s tau-b and gamma for brand loyalty.
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Table 6. Correlations between dependent and independent variables.

Variables

Mean

SD

Entertainment
Interaction
Trendiness

Word-of-Mouth
Customization
SMME
Brand Association
Brand Attachment
Brand Preference

Buying Commitment

Brand Loyalty

6.7128
5.9734
6.9663
15.3670
10.8351
45.8556
7.5426
8.3333
10.6938
12.5319
7.3369

2.77629
2.96235
2.36552
2.04697
3.89372
7.08939
1.50781
1.74143
2.05163
3.68098
1.82249

** Correlation is significant at the 0.05 level (two-tailed).

12 of 27
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Table 7. Multiple regressions for brand loyalty.

Variables B F R A R? T-Value Significance
Constant 7.836 2.053 0.134 0.018 11.946 0.000
Entertainment 0.019 0.625 0.532
Interaction 0.010 0.368 0.713
Trending -0.001 -0.030 0.976
Customization —0.060 -3.111 0.002
Word-of-Mouth 0.004 0.105 0.917

Note: p < 0.05, level of significance.

Hypothesis 2 states that the SMMEs of the local Bangladeshi fashion industry can successfully
influence and strengthen brand preference among Bangladeshi consumers. Table 6 (r = 0.611, p < 0.05)
indicates that the SMMEs of the local Bangladeshi fashion brands had a strong influence on the brand
preference of consumers. The regression in Table 8 shows that R = 58% of the changes in the dependent
variable could be explained by the changes in the independent variable and that the linear correlation
was moderately strong. The regression results of entertainment, trending, interaction ( = —0.159,
0.308, 0.110), and e-WOM (0.061, p < 0.05) strongly supported the correlation. Thus, we accept the null
Hypothesis 2.

Table 8. Multiple regressions for brand preference.

Variables B F R A R? T-Value Significance
Constant 6.219 56.631 0.584 0.341 9.315 0.000
Entertainment —-0.159 —4.201 0.000
Interaction 0.308 15.607 0.000
Trending 0.110 3.004 0.003
Customization 0.014 0.495 0.621
Word-of-Mouth 0.061 1.915 0.056

Note: p < 0.05, level of significance.

Figure 3 shows that trendiness, customization, and e-WOM all had acceptable ranges for
significance. Kendall’s tau-b values for customization and e-WOM had a strong (0.502) and a moderate
(0.212) relationship, respectively. Thus, they support the acceptance of the hypothesis.

o 0.726

- L )
Entertainment Interaction leapginess Customization Word of Mouth

2

Level of Significance ey Kendall's tau-b o= Gamma Linear (Level of Significance

Figure 3. Kendall’s tau-b and gamma for brand preference.
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Hypothesis 3 attempts to predict whether the SMMEs of the local Bangladeshi fashion industry
can successfully create a positive brand association. Table 6 indicates that the correlation between
brand association and SMMEs was significant (r = 0.139, p < 0.05). By contrast, Table 9 shows that only
entertainment was significant at 0.097 (p < 0.05) supporting the correlation result. The regression in
Table 9 also shows that R = 21% of the changes in the dependent variable could be explained by the
changes in the independent variable and that the linear correlation was moderately strong. The results
of the tests show that the effect of SMMESs on brand association for the consumers was insignificant.
Therefore, we fail to accept Hypothesis 3.

Table 9. Multiple regressions for brand association.

Variables B F R A R? T-Value Significance
Constant 5.827 5.157 0.210 0.044 11.198 0.000
Entertainment 0.097 0.109 0.004
Interaction 0.016 —1.538 0.360
Trending 0.050 6.599 0.119
Customization —0.035 —4.656 0.164
Word-of-Mouth 0.039 -7.031 0.166

Note: p < 0.05, level of significance.

Figure 4 below presents that trendiness, customization, and e-WOM were all insignificant.
Kendall’s tau-b values for trendiness, customization, and e-WOM were 0.054, 0.029, and —0.013,
respectively, which had a very weak relationship. Therefore, we reject Hypothesis 3.

Figure 4. Kendall’s tau-b and gamma for brand association.

For Hypothesis 4, we found that the SMMEs of the local Bangladeshi fashion industry could
successfully create an emotional attachment (brand attachment). A very strong correlation, r = 0.350
(p < 0.05), is presented in Table 6. The result of the correlation was very strong and significant. Trending,
customization, and eWOM were significant at 3 = 0.245, —0.134, —0.227 (p < 0.001). Table 10 proves
that the presence of the Bangladeshi fashion industry in the minds of consumers through SMMEs was
not only statistically significant but also strong. The regression in Table 10 shows that R = 46% of the
changes in the dependent variable could be explained by the changes in the independent variable
and that the linear correlation was moderately strong. The brand attachment of consumers was not
independent. Therefore, we accept Hypothesis 4.

Figure 5 depicts that entertainment, interaction, and trendiness were all significant (p < 0.05).
Kendall’s tau-b values were —0.359, —0.287, and —0.193, which suggested a moderately strong
relationship. Thus, they support the acceptance of Hypothesis 4.
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Table 10. Multiple regressions for brand attachment.

15 of 27

Variables B F R A R? T-Value Significance
Constant 7.614 30.053 0.461 0.212 11.198 0.000
Entertainment 0.004 0.109 0.913
Interaction -0.031 —1.538 0.125
Trending 0.245 6.599 0.000
Customization —-0.134 —4.656 0.000
Word-of-Mouth -0.227 -7.031 0.000
Note: p < 0.05, level of significance.
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Figure 5. Kendall’s tau-b and gamma for brand attachment.

The results of Hypothesis 5 in Table 6 were weakly negatively related (r = —0.90, p < 0.05). Upon careful
scrutiny of brand loyalty, the correlation in Table 6 indicated that r = —0.068, p < 0.05. However, the relationship
was negative but not very weak. This negative value created an adverse impact on buying commitment.
The finding shows that if SMMEs is increased by 100 units, then the effect will decrease by 90 units.
The regression of buying commitment in Table 11 shows several effects. Interaction and customization
were significant in the regression analysis as 3 = —0.242, 0.106 (p < 0.05), supporting the correlation result.
Table 11 shows that R = 30% of the changes in the dependent variable could be explained by the changes in
the independent variable and that the linear correlation was moderately strong. Thus, we fail to accept
Hypothesis 5 because it showed the significance of the independent factors to be below 50%.

Table 11. Multiple regressions for buying commitment.

Variables B F R A R? T-Value Significance
Constant 12.645 11.231 0.302 0.091 10.913 0.000
Entertainment 0.018 0.276 0.782
Interaction —0.242 -7.063 0.000
Trending 0.114 1.796 0.073
Customization 0.106 2.155 0.032
Word-of-Mouth 0.038 0.686 0.493

Note: p < 0.05, level of significance.

Figure 6 shows that only interaction and customization were significant (p < 0.05), and the
rest were unacceptable. Kendall’s tau-b values for interaction and customization were 0.096 and
—0.325 respectively, thereby suggesting a very weak and a moderately strong relationship, respectively.
Thus, they support the rejection of the null hypothesis.
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Figure 6. Kendall’s tau-b and gamma for buying commitment.
5.3. Summary of Hypotheses lesting

The hypothesis testing that evaluated the success of SMMEs is clearly described here in the
summary. Below, Figure 7 contains a summary of the hypothesis results. This figure shows that two
elements of brand consciousness (brand loyalty, brand association) could not succeeded to the level
of acceptance. Our observation shows that independent variable customization for brand loyalty
and entertainment for brand association were significant. Due to their effects, the final measurement
outcome of buying commitment was also rejected.

( Measurement Scale ) ( Measurement Outcome )

Brand Association

Interaction (B8=-0.097, p < 0.05 only

H3:Rej ENT is significant)
Brand Attachment
s Ao e ey
///////, P <0.05)
Social Media H2:Acc Brand Preference

A4

Word of Mouth Marketing (8=10.014, p > 0.05 only CUS

Effort HIRej is insignificant)
0060.p = 00
ustomization -
5:Rej (=-0.060, p < 0.05 only

CUS is significant)

Buying Commitment

Entertainment (f=-0.242 (INT), 5= 0.106
(CUS), p < 0.05)

Figure 7. Summary of hypothesis testing. Acc = accepted, Rej = rejected, ENT = entertainment,
CUS = customization, TRN = trending, WOM = word-of-mouth, INT = interaction).

We selectively show important statistical measurement outcomes in Figure 7, whereas Table 12 is
used to explain the summary of accepted independent variables. Table 12 shows that brand preference
and brand attachment had the most accepted independent variables (brand preference had four
and brand attachment had three). The remaining two elements of brand consciousness had four
unacceptable independent variables; thus, they were rejected. The buying commitment had two
(interaction and customization) among five independent variables accepted; however, due to less than
50% of the independent variables being accepted, buying commitment was also rejected. The statistical
measurements are stated in Table 12.
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Table 12. Summary of the hypothesis results.

Number
. Significant Unstandardized Total Number of of Confidence Acceptance
Hypothesis Variables @) Independent Significant p-Value Interval T-Value or
Variables . Rejection
Variables
H1 BL—CUS —0.060 5 1 0.002 0.05 (95%) -3.111 Rejected
BP—ENT -0.159 0.001 0.05 (95%) —4.201
BP—INT 0.308 0.001 0.05 (95%) 15.607
H2 BP—TRN 0.110 5 4 0.001 0.05 (95%) 3.004 Accepted
BP->WOM 0.061 0.056 0.05 (95%) 1.915
H3 BAS—ENT 0.097 5 1 0.004 0.05 (95%) 0.109 Rejected
BAT—-TRN 0.245 0.001 0.05 (95%) 6.599
H4 BAT—CUS -0.134 5 3 0.001 0.05 (95%) —4.656 Accepted
BAT->WOM -0.227 0.001 0.05 (95%) —7.031
BC—INT —0.242 0.001 0.05 (95%) -7.063 .
H5 BC—CUS 0.106 5 2 0.032 0.05 (95%) 2.155 Rejected

Note: BL = brand loyalty, BP = brand preference, BAS = brand association, BAT = brand attachment, BC = buying commitment.

17 of 27
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6. Discussion of Results

Numerous studies support the idea that social media has theoretical and practical implications for
brand building [22,32,89]. Similarly, several management opportunities and challenges are included.
Researchers struggled to identify the gap and the influence of SMMEs on brand building goals such as
brand loyalty, brand attachment, brand association, and brand preference. All sales have a similar
ultimate target, revenue generation. SMMEs also struggle in this era to maximize revenue via online
means to obtain consumers’ buying commitment. Success is difficult to obtain, especially among
challenging consumers. An increase in the consumer’s reluctance to become close to an online platform
adds difficulty when engaging them in business. Conceptual and measurement issues are continuously
being challenged [90,91], and it is becoming increasingly difficult with consumers who have diversified
demands and similar cultural backgrounds. The present research attempts to fill this gap in the
literature by putting the local Bangladeshi fashion industry in a challenging situation, with consumers
of mixed ages with social-media-friendly attitudes. Previous studies were based on luxury segments
that operate internationally. SMM is effective in successfully engaging consumers via new media [15,16].
This study further contributes to the literature by providing a holistic framework to enrich previous
studies by demonstrating how it engages mono-cultural consumers. Previous studies examined the
relationship between brand equity and SMMEs [5,22] by using all five SMME elements. Such studies
empirically proved that all of the elements can be considered when designing and implementing social
media activities [22]. The results of the present study are consistent with the responses across the
different age groups.

Figures 8 and 9 show the scatter plots of the regression standardized predicted values,
whereby brand loyalty and buying commitment failed to cross the expected significance of the
multiple regression beta value. Bangladeshi consumers who browsed websites on online platforms
were not loyal to a particular product of local Bangladeshi fashion brands. Thus, this attitude was the
harbinger of negative buying commitment.
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Figure 8. Regression standardized value for brand loyalty.

Figures 8 and 9 also show R? values of only 0.211 and 0.389; thus, 21% and 39% variance
were considered. The predictors and the outcome variables were linear and had a constant error
variance. However, the error variance constant A = 0.55 and 1.17 were negative, and the slope B
= 0.07 and 0.09 were insignificant. The beta coefficient frequencies were independently but weakly
positively distributed. This result implies that the quality of Bangladeshi fashion brands was admirable,
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and consumers clearly preferred changing their choices randomly. If a consumer prefers a brand,
they also associate with it. However, the present study found that association did not guarantee loyalty
to a particular product. Although the values of brand loyalty were highly weak, feelings toward brand
appeared easily because brand preference acted as a precursor [66]. Thus, Bangladeshi consumers
were not loyal to online platforms, but they may have shown loyalty via other means.

000

IOOmOC O O O C@ O

y=-1.17+0.09%x

Regression Standardized Predicted Value

T T T T
5.00 5.00 10.00 12.00 14.00 16.00

BuyingCommitment

Figure 9. Regression standardized value for buying commitment.

Brand preference and brand attachment in Figures 10 and 11 confirmed that the R? values were
strong at 0.811 and 0.769, respectively. These results mean that 81% and 76% variance were considered.
The predictors and the outcome variables were highly positively linear and had an independently
distributed constant error variance. However, the error variance was greater than 1, and the slope
was strongly significant. The beta coefficient frequencies were independently and strongly positively
distributed. This result indicates that our segmented consumers were highly conversant with the latest
technologies, as clearly reflected in the high scores of brand preference and brand attachment.
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Figure 10. Regression standardized value for brand preference.
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Figure 11. Regression standardized value for brand attachment.

One of the significant contributions of this study was to determine whether brand preference and
attachment had statistical significance, that is, if Bangladeshi consumers preferred local Bangladeshi
fashion brands on online platforms. Figure 12 shows that brand association had a moderate R? of 0.311;
thus, 31% variance was considered. The predictors and the outcome variables were positively linear
and were independently distributed throughout as constant error variance. The variance was greater
than 1, and the slope was strongly significant. The beta coefficient frequencies were independently and
strongly positively distributed, similar to brand preference and attachment. However, brand association
still failed, because the regression analysis showed that less than 50% of the measurement scale was
significant. The results of these figures were surprising because, despite brand preference leading to
brand loyalty, SMMEs failed to influence brand association to generate consumer loyalty. Consumers
were not associated well with local fashion brands. Tables 10 and 11 show that all five SMME elements
were statistically significant, thereby proving that consumers were well aware of the brands online.

Regression Standardized Predicted Value
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Figure 12. Regression standardized value for brand association.
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The SMMEs of local Bangladeshi fashion brands were successful in the brand preference and
attachment dimensions. These factors are serious brand image building tools and have a genuine
effect on consumers’ decision-making processes. Another contribution of this study was that it
determined that local Bangladeshi fashion brands failed to create brand loyalty and association
among consumers who were reluctant to buy a particular product repeatedly but were attached to it
nonetheless. Attachment and preference showed that consumers had buying intention.

Finally, this study was the first to analyze the online shopping tendencies of Bangladeshi consumers.
Moreover, it assessed the success of the SMMEs of local fashion brands in creating brand association,
loyalty, preference, and attachment. This study attempted to determine whether SMMEs could
motivate consumers to pay premium prices and prepare them to purchase from online platforms.
The results of the analysis showed that SMMEs failed to create appeal among consumers to obtain
buying commitment.

By contrast, despite the success of SMMEs in influencing preference and attachment, they were
negatively viewed as failing to influence brand loyalty. This view does not align with the previous
research of Bruno et al. [22], Keller and Lehmann [92], and Lessar et al. [93]. Furthermore, all other
brand preferences were seen as harbingers of buying commitment [22]. Thus, these elements were
ignored in previous studies [6,94].

7. Conclusions

The present research makes several contributions such as providing a glimpse into the success of
the SMMEs of the local Bangladeshi fashion industry for attracting local consumers. It aligns brand
loyalty, brand preference, brand attachment, brand association, and buying commitment with the
SMMEs of local brands. We found that consumers are strongly attached to their online activities,
as well as the existence of a very strong positive acceptance of local fashion brands in the minds of
Bangladeshi consumers.

We determined that brand preference is equally important. Given the high standards of local
Bangladeshi fashion products, preferences are already established in the minds of consumers, who forge
connections with the SMMEs of companies. We found that the consumers had a very weak presence
in terms of brand association and loyalty. The regression equation confirmed that these elements
were statistically insignificant. Brand preference and attachment were significant, but the lack of
loyalty to brands showed the weak significance of buying commitment. Further tests proved that
buying commitment became significant if the value was close to 50%. Firstly, we considered buying
commitment, which had the lowest beta value in the regression equation owing to brand loyalty.
However, the regression table indicated that it was below the 50% significance level; thus, we rejected
its credibility. Further research concluded that Bangladeshi consumers were willing to buy online but
they were not committed to any particular brand. Therefore, their decision to buy was unaffected by
the SMMEs.

7.1. Managerial Implications

This study may have considerable effects on customer attitudes and purchase intention from
the managerial perspective. Elements such as entertainment, interaction, trendiness, eWOM,
and customization all contribute toward brand loyalty, attachment, association, and preference.
These contributions in turn lead to the ultimate goal of buying commitment. Godey [22] demonstrated
that entertainment, trendiness, and customization are directly related to consumers [22]. The literature
indicates that SMMEs should focus on providing entertainment and customization. Websites should
produce congenial entertainment for Bangladeshi consumers. The research of Palos-Sanchez and
Saura [95] also indicated that consumers tend to use the same search engines. Customization is
important for consumers with buying power to feel unique and special. Thus, brands should create
diversified content to attract consumers.
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Compared with media such as television (TV), billboards, and print advertisements, SMMs are
established as the best tools for reaching consumers through convenient and cost-effective means.
SMMEs have considerable power to create emotional attachments between brands and consumers [22].
Our study determined from the regression residuals that, all other things being constant, brand loyalty
can generate revenue of (y = —0.55 4 0.07x) 0.07 dollars, and association can generate revenue of
(y = —0.96 + 0.13x) 0.13 dollars during purchases. Therefore, both are negligible. This research shows
the weak dimensions and helps managers remodel their digital strategies by using sophisticated
interactive media and selecting compelling mechanisms to entice Bangladeshi consumers.

7.2. Practical Implications

Here, we practically explain that the expectancy of Bangladeshi consumers to buy online remains
uncertain, because they show preference and attachment but not buying commitment. Brand preference
earns 0.26(y = —2.78 4 0.26x) and attachment earns 0.22(y = —1.93 + 0.22x) dollars for each purchase
made in an SMME-aided environment. Thus, marketers should determine the gap between this
conspicuous and contradictory behavior. This study raises the question of why such behavior is not
applied to online platforms.

Here, we examined all the local fashion brands in Bangladesh regardless of their products.
The eWOM of Bangladeshi consumers should be considered seriously by marketers because it will help
them in leading the structure for future promotions. We found that consumers respond quite positively
to participation. This finding may help marketers realize that they should use traditional tools such
as store image or ambiance [22] to attract this online consumer segment and to convince them to
pay premium online prices. The current research also supports the study of Palos-Sanchez et al. [96],
from which we learn that internet advertising is a tool that can influence the user’s desire for a specific
product or service.

Finally, our research findings shed light on the importance of effective targeting and differentiated
customer relationship strategies in SMMEs. Previous studies focused on the participation of members
of Generation Y, as well as on their activities on social networking sites [97,98]. However, findings
from the present study suggest that age differences affect the buying pattern of online customers.
Such findings encourage brands whose target customers include the young Bangladeshi generation
to exert efforts through connecting with their customers by developing brand association and brand
loyalty and by reinforcing customer-brand relationships.

7.3. Limitation and Future Research Scope

This study was not free from limitations. Firstly, we selected the entire local Bangladeshi fashion
industry rather than focusing on specific brands. Thus, we could not make conclusions on the effect
of social media activities of local renowned brands. Secondly, the demography of the survey may
generate contradictory results if the chosen respondents belonged to a specific age group and multiple
countries of origin. Considering overpopulation, the lack of proper communication, and traffic,
people might prefer online shopping in Bangladesh. These factors could not be fully examined in this
study. Bangladeshi consumers are eager to use online media when purchasing products. Furthermore,
the knowledge of different international brands introduces difficulties in judging the success of SMMEs
for local Bangladeshi fashion brands. We could not determine the social media performance of a
Bangladeshi brand in this study, which involves selling fashion products internationally.

The effect of cultural perception, as well as comparisons between the responses on SMM of people
with different cultural backgrounds, may be worth studying in future research. The buying patterns of
Bangladeshi consumers, as well as preferred online products, can be another interesting point of study.
Further research on specific consumer responses can also be conducted to assess the success of local
Bangladeshi fashion brands on social media. Finally, the price sensitivity of Bangladeshi consumers,
which may lead to online purchase decisions, also requires exploration. A research model in which
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gender and income play a moderating role can provide a clear answer to the buying behavior of
consumers toward fashion products.
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