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Abstract

The broader objective of the study was to evaluate the influence of the social media marketing features—Informativeness,
Interactivity, Perceived Relevance and Brand Trust on consumers' purchase decisions within the restaurant industry in
Bangladesh. Employing a quantitative research design, data were collected via an online survey targeting active social media
users who regularly engage with restaurant brands. A total of 205 valid responses were analyzed using SmartPLS 4.0 for
structural equation modeling. The findings revealed that Brand Trust plays a significant role in influencing Purchase Decisions,
underscoring the importance of trust in reducing uncertainty and fostering consumer confidence in service-oriented sectors such
as restaurants. These finding highlights that maintaining transparent and trustworthy communication on social media platforms is
essential for driving purchasing behavior. Perceived Relevance was also identified as a significant predictor of Purchase
Decisions, suggesting that tailored and relevant marketing content on social media effectively captures consumer attention and
drives purchasing behavior. However, the study found that while relevance engages consumers, it does not necessarily translate
into building long-term trust in the brand. In contrast, Informativeness and Interactivity were found to have no significant direct
effects on Purchase Decisions. Despite this, these features remain important for fostering engagement and building a foundation
for trust, as interactive and informative content can enhance the consumer-brand relationship over time. In summary, the findings
emphasize the pivotal role of Brand Trust and Perceived Relevance in influencing Purchase Decisions, while Informativeness
and Interactivity serve as supportive elements in strengthening consumer engagement and trust. These results offer actionable
insights for marketers in the restaurant industry to optimize their social media strategies by prioritizing trust- building and
relevance.
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1. Introduction

The notion of consumer purchase decision-making has at-  ship. As outlined by Salem [48], this process encompasses a
tracted considerable focus within recent marketing scholar-  series of stages, starting with the recognition of a need, fol-
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lowed by the exploration of available options, evaluation of
alternatives, and culminating in the selection of a product or
service. Critical considerations in these decisions include the
choice of product, the place of purchase, and the associated
price, Park, et, al, [44]. Consumer purchase decisions are
shaped by their perceptions of a brand’s offerings, their level
of satisfaction from prior experiences, and the brand’s capac-
ity to fulfill specific needs Hafez, Kim & Sung, [16, 29]. To
influence these choices, businesses strategically deploy mar-
keting tools, such as advertising campaigns and promotional
initiatives, to ignite consumer interest and drive purchasing
behavior, Salem; Kim & Sung, [48, 29].

The advent of the digital age has fundamentally trans-
formed how businesses engage with consumers, positioning
social media marketing (SMM) as a central pillar of modern
marketing strategies, Kaplan & Haenlein; Cheung et al., [28,
7]. The rise of platforms such as Facebook, Instagram,
WhatsApp, and niche online communities like the Foodies
Gossip Group has empowered companies to connect with
consumers effectively, influencing their purchase decisions
through attributes like informativeness, interactivity, and
perceived relevance, McClure & Seock, Puriwat et al., [38,
45]. These platforms facilitate broad audience reach and re-
al-time engagement, cultivating brand trust and fostering
consumer loyalty Grover et al., GAmez et al., [13, 12]. Zeng
& Gerritsen, Hanaysha, [55, 18]. In Bangladesh, food influ-
encers have gained prominence, visiting restaurants, sampling
diverse cuisines, and sharing detailed reviews and recom-
mendations. Within the highly competitive restaurant industry,
social media serves as a critical factor influencing consumer
purchase decisions. Beyond functioning as advertising chan-
nels, social media platforms provide interactive spaces where
consumers discover brand- related content, exchange expe-
riences, and develop purchase intentions, Ganez et al., Zeng
& Gerritsen, [12, 55].

The shift toward digital marketing has intensified since the
pandemic, with businesses increasingly prioritizing online
engagement strategies, Mason, Cheung et al., [37, 8]. More-
over, the widespread use of mobile technology has diminished
reliance on traditional media, solidifying social media’s role
as a primary platform for brand interactions and purchase
decisions Park et al., Chatterjee, [44, 4]. Key social media
marketing elements—such as informativeness, interactivity,
and perceived relevance—play crucial roles in shaping con-
sumer behavior. Together, these features enhance trust, en-
gagement, and perceived value, delivering a more personal-
ized and interactive shopping experience that strengthens
brand- consumer relationships and boosts purchase likelihood,
Alalwan et al., Zhu & Cheung, Zeng et al., [1, 7, 55].

Despite the increasing emphasis on social media marketing
and digital engagement, significant research gaps remain in
understanding its impact on actual purchase decisions, par-
ticularly in emerging markets. Many previous studies have
focused on purchase intention rather than real purchase be-
havior of consumer, Mason et al., Hasan & Sohail, [37, 50].
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Moreover, the regional and cultural contexts influencing
digital marketing effectiveness remain underexplored, par-
ticularly in Bangladesh. Prior research has emphasized the
need for greater investigation in emerging markets, where
cultural, economic, and technological factors may signifi-
cantly alter consumer response to social media marketing,
Islam, et al., [24].

This study seeks to fill up those gaps by examining the di-
rect effects of informativeness, interactivity, perceived rele-
vance, and brand trust on consumer purchase decisions in the
restaurant industry in Bangladesh. Emerging markets like
Bangladesh present a unique landscape where social media
adoption is rapidly growing, yet empirical studies on its im-
pact remain scarce. The widespread adoption of smart phones
and internet services has integrated social media platforms
into consumers' daily routines, making them primary sources
of information and interaction. Platforms like Facebook, In-
stagram, YouTube, and TikTok are widely utilized by con-
sumers to discover restaurants, read reviews, and engage with
promotional content, Hewett, et al., [21]. These platforms
allow consumers to share their experiences, reviews, and
recommendations, which in turn, shape the purchase decisions
of others, Liu, H., J., et, al., [34]. Businesses in the restaurant
sector increasingly rely on these platforms to reach their target
audiences, share timely updates, and strengthen customer
relationships. The quality of product\ service information is
necessary for consumers to evaluate products, thus impacting
their online purchase decision, Liu, X., Featherman, et al.,
[33]. This study employs structural equation modeling (SEM)
using SmartPLS to analyze the relationships between social
media marketing features, brand trust, and purchase decisions,
Hair et al., Henseler et al., [17, 22]. By providing robust em-
pirical evidence, this research aims to fill theoretical and
practical gaps in literature. It offers valuable insights for
marketers seeking to optimize their social media strategies in
emerging markets like Bangladesh, contributing to a broader
understanding of digital marketing's role in influencing con-
sumer behavior in the restaurant industry.

2. Relevant Literature Review&
Hypothesis Development

2.1. Purchase Decision

The concept of purchase decision has been extensively
explored in prior research, defined as the process through
which individuals select a specific product or service from a
firm, often in preference to competing options, Kim & Sung,
Hanaysha, Sohail et al., [29, 18, 50]. The decision-making
process is influenced by a mix of internal and external factors.
Internal factors involve a consumer’s beliefs, attitudes,
knowledge, personality, perceptions, lifestyle, roles, and sta-
tus. On the other hand, external factors encompass cultural
influences, social group affiliations, and social class, Salem,
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[48]. These elements work together to shape consumer pref-
erences and the way decisions are made. In today’s competi-
tive environment, the vast array of available products and
services has made it challenging for businesses to secure
consumer loyalty and sustain growth. Social media platforms
have emerged as a transformative tool for addressing this
challenge, allowing brands to connect directly with consum-
ers, convey marketing messages effectively, and influence
purchasing behavior.

Social media platforms such as Facebook, Instagram,
YouTube, and TikTok, which are integral to this study, are
instrumental in raising consumer awareness and driving en-
gagement. These platforms provide consumers with access to
comprehensive information about a brand, enabling them to
assess its value and benefits before making a purchase deci-
sion, Sharma, [49].

The interactive nature of social media amplifies its influ-
ence on purchase decisions through the power of
word-of-mouth. These platforms allow consumers to share
their experiences, reviews, and recommendations, which, in
turn, shape the purchase decisions of others, Liu, [35]. Re-
search by Huang et al., [23]. and Liu et al., [35]. Underscores
the critical role of social media in facilitating peer-to-peer
influence and driving the success of marketing campaign.

2.2. Brand Trust

Brand trust is a foundational construct in marketing re-
search, defined as the willingness of consumers to rely on a
brand to consistently deliver on its promises, Chaudhuri &
Holbrook, [5]. It encapsulates consumer trust in the reliability,
authenticity, and integrity of a brand, which is often estab-
lished through positive experiences and clear, transparent
communication.

According to Chen et al., [6]. social media platforms enable
trust-building  through  two  primary  mechanisms:
firm-generated content (e.g., promotional posts, advertise-
ments) and user-generated content (e.g., customer reviews,
testimonials, ratings). Additionally, social proof metrics, such
as likes, shares, and comments, amplify consumer trust by
signaling a brand's authenticity and credibility. As brand trust
increases among consumers in the target market, it becomes
easier for companies to communicate their intended market-
ing messages and form positive impressions of their brands in
consumers’ minds, Ebrahim, [9]. Jadil, Rana, and Dwivedi
[25]. also found that online trust plays a significant role in
shaping consumer behavior. Platforms like Facebook, Insta-
gram, and forums like Foodies Gossip, which are utilized in
this study, offer brands the opportunity to share engaging,
relevant, and informative content that resonates with their
target audience.

Brand trust is strongly associated with improved consumer
perceptions and heightened purchase intentions, Ebrahim,
Hanaysha, [9, 18]. demonstrated that trust allows brands to
effectively communicate their value propositions, fostering
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positive associations and deeper consumer engagement. Sim-
ilarly, studies by Jadil et al., [25] and Park et al., [44] con-
firmed that higher levels of trust in a brand correlate with
more robust purchase decisions, as trust mitigates perceived
risks and reinforces consumer confidence in the brand's of-
ferings.

In the restaurant industry, brand trust holds particular sig-
nificance in shaping consumer behavior. Social media re-
views, customer testimonials, and direct interactions with a
brand provide consumers with valuable insights into a res-
taurant’s reliability and service quality.

These elements play a crucial role in reducing uncertainty
and enabling informed decision-making. For restaurant
brands, consistently delivering promises, ensuring transpar-
ency in communication, and maintaining quality are vital for
cultivating trust and fostering customer loyalty. In this study,
brand trust is explored as one of the independent variables
influencing purchase decisions in the restaurant industry. It
complements the effects of other variables, such as informa-
tiveness, interactivity, and perceived relevance, by enhancing
consumer confidence in the brand's offerings. Based on this
understanding, the following hypothesis is proposed:

H1: Brand trust has a significant effect on purchase deci-
sion.

2.3. Social Media Marketing Features

Previous studies have examined various elements of social
media marketing to understand their influence on consumer
purchasing behavior, Alalwan, Wang, [1, 53]. This research
focuses on three critical features of social media marketing—
perceived relevance, interactivity, and informativeness—to
assess their direct impact on purchase decisions. By focusing
exclusively on these features, this study aims to provide in-
sights into how social media marketing features influence
consumer behavior, Gruzd et al., Mishra et al., [14, 39]. in the
restaurant industry within Bangladesh.

The widespread adoption of social media platforms has
transformed consumer engagement and decision-making
processes. This growth is attributed to the accessibility, con-
venience, and broad reach of digital platforms. Social media
platforms such as Facebook, Instagram, YouTube, and Tik-
Tok provide businesses with the ability to connect with con-
sumers by delivering customized messages, fostering inter-
active communication, and sharing accurate information.
These platforms play a crucial role in increasing brand visi-
bility, consumer confidence, and purchase decisions. Fur-
thermore, the ability of social media to rapidly disseminate
information reduces consumer uncertainty and facilitates
informed purchasing, Liao, [32].

Previous research has thoroughly examined the adoption
and use of information technology, reflecting its growing
importance in academic discourse. This increasing focus
stems from the understanding that the success of techno-
logical systems heavily relies on how well individuals accept
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and engage with them, Fornell, Venkatesh et al., [10, 51]. In
response, several theoretical models have been developed to
evaluate technology acceptance at both individual and or-
ganizational levels. Among the most widely used are the
Technology Acceptance Model (TAM) proposed by Fornell,
and the Unified Theory of Acceptance and Use of Tech-
nology (UTAUT) introduced by Venkatesh et al. [51]. The
UTAUT model, in particular, has gained recognition as one
of the most comprehensive frameworks for assessing the
factors that drive technology adoption across diverse con-
texts.

Several studies Gruzd, Mishra, Puriwat & Tripopsakul, [14,
39, 45] have employed UTAUT to investigate how social
media marketing influences consumer behavior. Trust plays a
crucial role in the adoption of any modern information tech-
nology system, Liu [35]. When consumer develops a strong
sense of trust toward brands by actively engaging on social
media platforms, they are more likely to have confidence in
purchasing their products or services. In the contemporary
digital landscape, brands leverage social media to establish
direct connections with consumers, promote their offerings,
and cultivate a positive brand image. Furthermore, social
media facilitates rapid information dissemination among
consumers, which helps mitigate perceived risks associated
with purchasing decisions, Liao [32]. This study focuses on
three key features of social media marketing that influence
consumer purchase decisions:

Perceived Relevance: Zhu and Chang [56] describe per-
ceived relevance to the extent to which consumers perceive a
marketing message as meaningful and aligned with them
personal goals Perceived relevance is the extent to which
consumers consider a marketing message meaningful and
aligned with their needs Zhu & Chang, Alalwan et al., Zeng et
al., [56, 1, 55]. Social media platforms allow businesses to
deliver tailored content to target consumers effectively, cre-
ating stronger engagement and increasing the likelihood of
purchase decisions, Gautam & Sharma, [11].

Informativeness: Informativeness refers to the availability
of accurate, timely, and relevant information that helps con-
sumers make well-informed decisions, Gautam & Sharma,
Hair [11, 17], emphasized that informativeness enhances trust
and equips consumers with the knowledge required to evalu-
ate their options confidently. Platforms such as Instagram and
YouTube excel in delivering visually appealing and informa-
tive content, which strengthens consumer confidence and
purchase behavior, Lee & Hong, [31].

Interactivity: Interactivity is the extent to which digital
platforms facilitate two-way communication between busi-
nesses and consumers, Jensen, Alalwan, Jadil et al., [26, 1,
25]. By leveraging tools like comments, feedback, and re-
al-time interactions, businesses can strengthen their connec-
tion with consumers and positively influence their behavior,
Mishra et al., [39]. In the restaurant industry, interactive
campaigns can create engaging experience, encouraging
consumers to trust the brand and make purchases. By lever-
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aging these three features, businesses in the restaurant indus-
try can create impactful social media marketing strategies to
drive engagement and improve purchase decisions.

2.3.1. Perceived Relevance

Perceived relevance refers to the extent to which consumers
regard a marketing message as personally meaningful and
helpful in achieving their goals or aligning with their values,
Zhu & Chang, [56]. In social media marketing, perceived
relevance is achieved through the design of customized
messages tailored to specific consumer segments. This ena-
bles businesses to create impactful interactions with their
target audience, fostering stronger engagement and loyalty.
Social media platforms such as Facebook, Instagram,
YouTube, and TikTok offer tools that allow brands to deliver
tailored messages, emphasizing individuality and aligning
content with consumer preferences. Zhu and Chen [56] dis-
tinguished between highly customized messages targeting
niche audiences and mass communication aimed at broad
audiences.

Luxury brands like Burberry and Gucci have effectively
utilized these platforms to share personalized content that
resonates with individual consumer preferences, Sharma, [49].
For restaurant brands in Bangladesh, perceived relevance
plays a critical role in engaging consumers. Personalized
content, such as targeted promotions, locally inspired menu
recommendations, or campaigns reflecting regional tastes,
aligns with consumers' interests and fosters positive brand
perceptions.

In this study, perceived relevance is explored as a key el-
ement of social media marketing that influences consumer
behavior. Platforms like Facebook and Instagram are partic-
ularly effective in delivering content that feels highly relevant
to users, thanks to their advanced targeting capabilities. For
restaurant brands in Bangladesh, these tools offer opportuni-
ties to respond quickly to customer inquiries, promote offers
tailored to local preferences, and craft campaigns that resonate
with individual consumer expectations, Gautam & Sharma,
[11].

Park et al. [43], observed that marketing content perceived
as relevant improves consumer purchase intentions by creat-
ing emotional connections. This study assumes that by lev-
eraging the customization capabilities of social media plat-
forms, restaurant brands in Bangladesh can effectively in-
fluence purchase decisions through relevant and meaningful
content.

H2: Perceived relevance has a significant effect on pur-
chase decision.

2.3.2. Informativeness

Informativeness in marketing refers to the ability to deliver
meaningful, accurate, and relevant information to consumers,
which shapes their perceptions and influences their purchas-
ing decisions, Rotzoll & Haefner [47]. Lee and Hong [31]
highlighted informativeness as a vital component of market-
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ing communication, emphasizing its role in crafting compel-
ling messages that capture consumer attention and drive be-
havior. Social media platforms, such as Facebook, Instagram,
YouTube, and TikTok—central to this study—are powerful
tools that enable businesses to share timely and relevant in-
formation about their products and services. The increasing
prevalence of smartphones and the widespread accessibility of
the internet have revolutionized how information is shared,
particularly through social media. Unlike traditional adver-
tising channels, social media offers businesses a cost-efficient
and dynamic medium to engage with consumers in real-time.
Consumers tend to trust content shared on social media—
such as peer reviews, ratings, and user-generated testimoni-
als—more than traditional forms of promotion, Cheung [8].
This trust is instrumental in shaping positive brand percep-
tions, as accurate and detailed information about a brand’s
value and quality builds confidence and fosters loyalty Har-
man, Warren [20, 54].

Chen and Lin [6] observed that the primary source of
consumer information has shifted from traditional advertis-
ing to digital platforms, with social media playing a domi-
nant role in influencing purchasing decisions. This shift
underscores the importance of designing relevant and en-
gaging content tailored to platforms like Facebook and In-
stagram, which were critical to study. Bilgin and Kethida,
[3]. emphasized that informative advertisements and posts
on social media not only enhance trust in a brand but also
increase consumer willingness to interact with and purchase
its offerings.

In the context of this study, informativeness refers to the
extent to which social media marketing effectively com-
municates relevant and meaningful information about res-
taurant brands to the target audience in Bangladesh. Platforms
such as Facebook, Instagram, YouTube, and TikTok play a
key role in increasing customer engagement by ensuring
consumers are well-informed about menu items, promotions,
and brand updates. This, in turn, fosters trust, encourages
frequent interactions, and positively influences purchase de-
cisions, Jadil, et al., [25].

H3: Informativeness has a significant effect on purchase
decision.

2.3.3. Interactivity

Interactivity, a pivotal aspect of digital marketing, has
garnered significant attention in prior research due to its crit-
ical role in shaping consumer engagement. Jensen [26] de-
fined interactivity as the capacity of firms to enable stake-
holders to share and exchange information within virtual
environments. Kiousis expanded on this definition by em-
phasizing marketers’ ability to connect with current and po-
tential customers online to disseminate essential marketing
messages effectively, [30]. Social media platforms such as
Facebook, Instagram, YouTube, and TikTok have emerged as
indispensable tools for fostering interactivity by enabling
users to exchange and access diverse information. These
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platforms allow customers to gain substantial benefits when
researching and making purchasing decisions, Mason [37].

Furthermore, as social media technologies continue to
evolve, they enable deeper consumer-brand connections
through discussions about a brand's attributes, benefits, and
storytelling elements, Arjun [2]. In the context of restaurant
marketing in Bangladesh, interactivity on social media plat-
forms plays a crucial role in enhancing customer engagement.
Features such as liking, sharing, commenting, and following
restaurant brand pages encourage consumers to actively par-
ticipate with marketing content. For instance, when a cus-
tomer interacts with a Facebook post about a restaurant’s
menu, promotional offers, or events, this two- way commu-
nication strengthens the consumer’s connection with the
brand.

It also creates a ripple effect, inspiring others within their
social media network to engage, thereby amplifying the
brand's visibility and reach. Research highlights the profound
influence of interactivity on consumer behavior. In this study,
interactivity is considered one of the independent variables
directly influencing consumers’ purchase decisions. By ena-
bling meaningful interactions between consumers and res-
taurant brands on social media, firms can build trust and foster
purchase behavior, Arjun et al., [2]. For example, platforms
like Instagram and YouTube allow restaurant brands to share
visually appealing, interactive, and engaging content, en-
couraging consumers to comment, share, and ultimately de-
cide to visit these restaurants.

H4: Interactivity has a significant effect on purchase deci-
sion.

2.4. Research Gap

Existing studies on social media marketing have extensively
explored features such as informativeness, interactivity, and
perceived relevance, highlighting their role in influencing
consumer behavior Alalwan, Wang et al., [1, 53]. However,
there remains a lack of research focusing on the integration of
these features with brand trust as an independent variable in
predicting purchase decisions, particularly in the restaurant
industry within developing markets like Bangladesh. While
previous research, including Zhu and Chang [56], has high-
lighted the importance of perceived relevance, few studies have
explored its direct effect on purchase decisions within the lo-
calized context of the restaurant sector. Moreover, much of the
existing research on social media marketing features tends to
overlook sector-specific applications, which limits its practical
value for industries like restaurants where consumer engage-
ment and trust are crucial. This study aims to fill these gaps by
examining the direct impact of informativeness, interactivity,
and perceived relevance on purchase decisions, along with
brand trust, specifically within the restaurant industry in
Bangladesh. In doing so, it provides valuable empirical insights
into a market and sector that remain largely underexplored.
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3. Problem Statement

In the highly competitive restaurant industry in Bangladesh,
traditional marketing strategies are increasingly insufficient to
capture the attention and loyalty of modern consumers, who are
heavily influenced by digital and social media. Social media
influencers have emerged as a significant force in shaping
consumer behavior and purchase decisions, particularly within
the food sector. These influencers, with their perceived exper-
tise, trustworthiness, and attractiveness, wield substantial in-
fluence over their followers' dining choices. However, despite
the growing prominence of social media influencers, there is a
lack of comprehensive research on their impact on consumer
purchase decisions within the Bangladeshi restaurant industry.

Understanding the extent and mechanisms of this influence
is crucial for businesses aiming to optimize their marketing
strategies and effectively engage with their target audience.
Moreover, identifying the demographic characteristics of
consumers who are more likely to be influenced by social
media can provide important insights for more targeted and
efficient advertising efforts. This study seeks to address these
gaps by exploring the influence of social media influencers on
consumer purchase decisions in the restaurant industry in
Bangladesh. Specifically, it aims to examine the key factors
that contribute to the effectiveness of social media influencers
and to identify the demographic characteristics of consumers
who are more susceptible to their influence. By addressing
these issues, the study aims to provide actionable insights for
businesses, enhance the academic understanding of social
media influencer marketing, and inform policy development
for ethical advertising practices.

4. Conceptual Framework of the Study

Various theoretical frameworks have been proposed to ex-
plain consumer purchase decisions in diverse contexts. Previ-
ous studies, such as Fornell, et, al., [10] presented models to
explain customer loyalty by analyzing the relationships among
service quality, perceived value, trust, habit, and reputation in
the context of Internet banking websites. Similarly, Hafez, et al.
[16] developed a model of customer loyalty specific to the
restaurant industry. This study extends such research by inves-
tigating the factors influencing purchase decisions within the
restaurant industry in Bangladesh. The research framework for
this study integrates social media marketing features and brand
trust as predictors of purchase decisions. Unlike many earlier
studies that explored social media marketing's impact on pur-
chase intentions, this model uniquely examines the actual
purchase decisions of consumers. The framework includes four
independent variables: Informativeness, Interactivity, Per-
ceived Relevance, and Brand Trust, along with Purchase De-
cision as the dependent variable.

The research model aligns with prior literature and is de-
veloped using a combination of established constructs from
earlier studies. Informativeness, interactivity, and perceived
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relevance represent social media marketing features that in-
fluence consumer decision- making. Additionally, brand trust
is included as a critical factor, given its significant role in
building confidence and fostering purchase behaviors,
Chaudhuri Holbrook, [5]. This study employs a structural
equation modeling (SEM) approach using SmartPLS to
evaluate the relationships between these variables. The pro-
posed model, as depicted in Figure 1, was constructed based
on an extensive literature review, and the hypotheses devel-
oped in this research aim to explore the direct effects of each
independent variable on purchase decisions.

Independent Dependent

J r

Perceived Relevance

H3
Informativeness

H4

Purchase Decision

Figure 1. Conceptual Framework.

The Figure 1 reveals that informativeness reflects the ability of
social media marketing content to provide relevant and useful
information to consumers. Interactivity (INT) emphasizes
two-way communication between businesses and consumers,
enabling engagement and feedback. Perceived Relevance (PR)
highlights the customization of marketing messages to align with
consumer needs and preferences. Brand Trust (BT) represents
the willingness of consumers to rely on a brand’s promise of
value. Purchase Decision (PD) defines as the process through
which consumers evaluate, select, and finalize their purchase
choices. The proposed model contributes to the understanding of
how social media marketing features and brand trust influence
consumer purchase decisions in the restaurant industry. By ana-
lyzing these relationships in the context of Bangladesh, this re-
search addresses existing gaps in the literature and offers insights
into optimizing social media strategies for enhancing consumer
engagement and driving sales.

5. Research Methodology

5.1. Research Design

This study adopts a descriptive research design, which is


http://www.sciencepg.com/journal/jbed

Journal of Business and Economic Development

http://www.sciencepg.com/journal/jbed

suitable for examining relationships between variables with-
out manipulating them. Descriptive research enables the re-
searcher to collect data and analyze patterns, behaviors, and
trends systematically.

5.2. Types and Sources of Data

The data collection process is crucial for obtaining reliable
information to validate the research objectives. This study
employed primary data, collected through an online survey
distributed via social media platforms.

Primary Data

The primary data were collected using a Google Forms
survey, shared through various online platforms, including
Facebook groups, WhatsApp networks, and Instagram com-
munities.

This method ensured efficient outreach to the target
population of active social media users in Bangladesh
who regularly engage with restaurant brands. This study
utilized both primary and secondary sources of infor-
mation to build its research framework and validate hy-
potheses.

Secondary Data

Gathered from peer-reviewed articles, books, and reliable
academic databases such as Google Scholar, ResearchGate,
and Elsevier. Secondary sources provided the theoretical
foundation and supported the development of the measure-
ment constructs.

5.3. Sampling Technique and Sample Size

This study employed a non-probability purposive sampling
technique, which is widely regarded as practical and efficient
for reaching respondents in consumer behavior studies, Guan,
et, al., [15]. A sample size of 205 respondents was deemed
appropriate for Structural Equation Modeling (SEM) using
SmartPLS, following the 10-times rule suggested by Hair et al.
[17].

5.4. Research Instrument

The research instrument was a self-administered online
questionnaire designed to measure the study's constructs.

Table 1. Measurement Items and Origin of Factors.

Construct Number of Items

Informativeness
Interactivity
Perceived Relevance

Brand Trust

o A o o1 o

Purchase Decision

Source: Adapted from Previous Studies

5.5. Construct Measurement Technique

Each construct was measured using a Five-Point Likert
Scale, ranging from 1 (Strongly Disagree) to 5 (Strongly
Agree). This scaling method allowed respondents to express
the extent of their agreement with the statements.

5.6. Data Analysis Technique

The collected data were analyzed using SmartPLS 4.0, a
powerful software tool for Structural Equation Modeling
(SEM). The following steps were as follows:

Measurement Model Analysis:

Reliability: Assessed using Cronbach’s alpha and compo-
site reliability to ensure internal consistency.

Validity: Evaluated through convergent validity (average

Source
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Cheung et al., Alalwan and Logan et al., [7, 1, 36]
Alalwan, Jensen et al, [1, 26]

Alalwan et al., Zhu and Chang, Zeng et al. [1, 56]
Ebrahim, Kim et al., Napoli et al., [9, 29, 42]
Hanaysha, Sharma et al., [19, 49]

variance extracted) and discriminant validity (Fornell-Larcker
criteria).

Structural Model Analysis: Analyzed the path coefficients
and tested the hypotheses to determine the relationships
among the variables, Henseler, J., et, al., [22].

Robustness Check

To ensure the validity and reliability of the study's findings,
several robust statistical and methodological checks were
employed. The following measures were undertaken to ad-
dress potential biases and enhance the credibility of the re-
sults:

Common Method Bias (CMB)

Common method bias, a potential issue in self-administered
surveys, was addressed using both procedural and statistical
remedies. Procedurally, respondent anonymity was assured,
and survey items were designed to minimize social desira-
bility bias, as suggested by Podsakoff et al., [46]. To statis-
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tically assess CMB, Harman’s single- factor test was con-
ducted, Harman, [20]. This test revealed that no single factor
accounted for more than 38% of the variance, confirming the
absence of significant common method bias in the data.

Multicollinearity Assessment

Multicollinearity among the independent variables was
evaluated using the Variance Inflation Factor (VIF). As sug-
gested by Hair et al. [17]. VIF values below 5 indicate that
multicollinearity is not a concern. The VIF values for all
constructs in this study ranged between 1.2 and 2.5, well
within the acceptable threshold. This finding confirms that the
independent variables in the structural model are statistically
distinct and do not exhibit problematic correlations.

6. Findings & Their Analysis

6.1. Descriptive Analysis

In this study, 205 valid responses were collected and ana-
lyzed using SmartPLS, a powerful tool for conducting
Structural Equation Modeling (SEM). The demographic
analysis of the respondents revealed key insights into their
characteristics and social media engagement patterns. Male
respondents constituted 56.6%, while female respondents
accounted for 42.9%, with 0.5% preferring not to disclose

their gender. The age distribution indicated that the majority
of respondents, 73.1%, were aged between 21 and 25 years,
followed by 16-20 years (21.9%). A smaller proportion fell
within the 26-30 years (4%) and 40+ years (0.5%) categories.
Regarding educational qualifications, 82% were undergradu-
ate students, 10.7% were graduates, and a smaller percentage
were postgraduates (2%) or in other categories (5.4%). These
findings align with the intended population for this research,
emphasizing the focus on the younger, educated audience that
is highly active on social media.

Further analysis highlighted respondents' area of resi-
dence, with 73% living in urban areas, 15% in suburban
areas, and 18% in rural regions. This distribution reflects
the urban-centered accessibility and adoption of social
media platforms. Social media usage frequency was nota-
bly high, with 90% of respondents using these platforms
multiple times a day, followed by smaller groups who used
them a few times a week (5%) or less frequently. Facebook
(75%), Instagram (70%), YouTube (65%), and TikTok
(30%) were identified as the most popular platforms among
respondents. Regarding advertisement engagement, 85%
of respondents liked social media posts, 55% commented,
60% followed brand pages, and 40% shared advertise-
ments, highlighting a high level of interactivity with
online marketing content.

Table 2. The Demographic Background of Respondents.

Variables Category

Female
Gender Male
Prefer Not to Say
16-20 years
21-25 years
Age
26-30 years
40 years-Above
Undergraduate
Graduate
Educational Qualifications
Postgraduate
Others
Urban
Area of Residence Sub-urban
Rural
Multiple times a day
Frequency of Social Media Use A few times a week

Once a day

Frequency Percentages
88 42.90%
116 56.60%
1 0.05%
49 21.90%
146 73.10%
8 4%

1 0.50%
168 82%

22 10.70%
4 2%

11 5.40%
149 73%

24 15%

29 18%
180 90%

10 5%

8 4%
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Variables Category Frequency Percentages
Once a Month 2 1%
Facebook 150 75%
Types of Social Media Platforms ~ Instagram 140 70%
Used YouTube 130 65%
TikTok 60 30%
Liking 170 85%
Commenting 110 55%
Engagement with Advertisements Following 120 60%
on social media
Sharing 80 40%
None 10 5%

Source: Collected from SPSS 26.0

using factor loadings, AVE, composite reliability (CR), and

6.2. Measurement Model Summary Cronbach's alpha. According to Hair et al. [17], the acceptable
threshold for CR and Cronbach's alpha is 0.70, while AVE

The reliability and validity of the constructs were assessed should be above 0.50 to demonstrate convergent validity.

Table 3. Summarizes the measurement model outcomes.

CR
Construct Items Factor Loadings AVE Cronbach’s a
rho-a rho-c
PD1 0.838
PD2 0.847
PURCHASE DECISION PD3 0.807 0.685 0.885 0.916 0.885
PD4 0.844
PD5 0.802
BT1 0.863
BT2 0.848
BRAND TRUST 0.729 0.880 0.915 0.876
BT3 0.828
BT4 0.875
PR1 0.809
PR2 0.877
PR3 0.902
PERCEIVED RELEVANCE 0.739 0.930 0.944 0.929
PR4 0.867
PR5 0.877
PR6 0.824
INF1 0.867
INFORMATIVENESS 0.738 0.919 0.934 0.911
INF2 0.872
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Construct Items Factor Loadings

INF3 0.844

INF4 0.891

INF5 0.818

INT1 0.832

INT2 0.850
INTERACTIVITY INT3 0.881

INT4 0.789

INT5 0.803

Source: Collected from SmartPLS 4.0

The measurement model was assessed by looking at re-
liability, convergent validity, and discriminant validity.
Reliability was confirmed using Cronbach’s alpha and
composite reliability (CR), with all constructs surpassing
the recommended 0.70 threshold. CR values ranged from
0.880 to 0.930, while Cronbach’s alpha values fell between
0.876 and 0.929, showing that the constructs were con-
sistently reliable. Convergent validity was evaluated
through Average Variance Extracted (AVE), and all values
were comfortably above the 0.50 benchmark. The AVE
scores ranged from 0.685 for Purchase Decision to 0.739
for Perceived Relevance, indicating that the measurement
items effectively represented their respective constructs.
Additionally, factor loadings for all items were strong,
ranging from 0.789 to 0.902, which further supports the
validity of the measures.

6.3. Discriminant Validity Analysis

Discriminant validity was assessed using the For-
nell-Larcker Criterion, which evaluates the distinctiveness
of constructs by comparing the square roots of their AVE
values to the inter- construct correlations. The results con-
firmed that the square roots of AVE values for all constructs
were higher than their correlations with other constructs,
ensuring that each construct was conceptually unique and
distinct within the proposed model. For instance, the square
root of AVE for Brand Trust (0.854) exceeded its correla-
tions with Purchase Decision (0.796), Informativeness
(0.680), and Perceived Relevance (0.679). Similarly, the
AVE for Perceived Relevance (0.860) was greater than its
correlations with Purchase Decision (0.635), Interactivity
(0.581), and Brand Trust (0.679). These findings confirm
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CR

AVE Cronbach’s a
rho-a rho-c

0.691 0.896 0.918 0.888

that each construct captures unique dimensions of the social
media marketing features and their relationship to purchase
decisions, providing robust evidence for discriminant valid-
ity within the measurement model.

Table 4. Discriminant Validity: Fornell-Larcker Criterion.

BT INF INT PD PR
Brand Trust (BT)  0.854
Informativeness
(INF 0.680  0.859
Interactivity (INT) 0.655 0.812 0.831
Purchase Decision 206 0607 0584 0828
(PD)
Perceived Rele- ) e79 0642 0581 0635 0.860

vance (PR)

Source: Collected from SmartPLS 4.0

6.4. Multicollinearity Check

To ensure there were no multicollinearity issues, the Var-
iance Inflation Factor (VIF) values were examined. Accord-
ing to Vu, [52] multicollinearity is absent if VIF values are
below 5.

The results confirmed that all constructs and items met
this criterion, indicating no multicollinearity issues in the
dataset.
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Table 5. Multicollinearity Test (VIF Values).

Construct Item VIF
PD1 2.067
PD2 2.042
Purchase Decision
PD3 1.890
PD4 1.860
BT1 1.569
BT2 1.817
Brand Trust
BT3 2.128
BT4 1.707
PR1 1.910
PR2 2.124
Perceived Relevance PR3 2.446
PR4 2.207
PR5 1.299
INF1 2.264
INF2 2.592
Informativeness INF3 2.147
INF4 1.538
INF5 1.299
INT1 1321
INT2 1.351
Interactivity INT3 1411
INT4 1.218

Source: Collected from SmartPLS 4.0

tionships among the constructs using path coefficients (p),
6.5. Structural Model Summary t-values, and p-values. A two-tailed test at a 5% significance
level was applied, with t-values >1.96 considered statistically

The structural model was assessed to evaluate the rela-  significant.

Table 6. Hypothesis Testing Results.

Path Co-efficient (p) t-Values p-Values Result

H1: Brand Trust has an effect on purchase decision 0.636 8.814 0.000 Accepted
H2: Perceived Relevance has an effect on purchase decision 0.151 2.306 0.021 Accepted
H3: Informativeness has an effect on purchase decision 0.039 0.414 0.679 Rejected
H4: Interactivity has an effect on purchase decision 0.048 0.521 0.301 Rejected

Source: Collected from SmartPLS 4.0
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Figure 2. Measurement Model Summary.

H1: Brand Trust: Purchase Decision: This hypothesis was
strongly supported (B = 0.636, t- value = 8.814, p < 0.001),
indicating that brand trust plays a crucial role in shaping
purchase decisions. This finding aligns with prior research
emphasizing the importance of trust in reducing perceived
risk and fostering consumer confidence, Ebrahim [9].

H2: Perceived Relevance: Purchase Decision: A significant
relationship was also observed between perceived relevance
and purchase decisions (B=0.151, t-value = 2.306, p = 0.011).
This highlights the role of tailored, meaningful content in
influencing consumer behavior, as suggested by Zh Meas-
urement Model Summary and Chang [6].

H3: Informativeness: Purchase Decision: Contrary to ex-
pectations, informativeness did not significantly impact pur-
chase decisions (B = 0.039, t-value = 0.414, p = 0.339). While
informative content may attract attention, it appears insuffi-
cient to directly drive purchasing behavior in this context.

H4: Interactivity: Purchase Decision: Similarly, interactiv-
ity was found to have no significant effect (p = 0.048, t-value
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= 0.521, p = 0.301). Although interactivity fosters engage-
ment, its isolated impact on purchase decisions may be limited,
requiring further exploration in future studies.

7. Overall Findings of the Study

This study set out to explore how social media marketing
features—namely Informativeness, Interactivity, and Per-
ceived Relevance—along with Brand Trust, influence pur-
chase decisions within Bangladesh’s restaurant industry. By
employing SmartPLS for Structural Equation Modeling
(SEM), this research provides empirical evidence that vali-
dates and challenges prior assumptions about the relationships
between these constructs. The findings offer theoretical and
practical insights into how consumers interact with social
media marketing content and the factors that ultimately drive
purchase decisions.

The study’s results reinforce the pivotal role of trust in
consumer decision-making, challenge common assumptions
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regarding informativeness and interactivity, and highlight the
importance of perceived relevance in influencing purchase
behavior. While Brand Trust emerged as the strongest pre-
dictor of Purchase Decisions, the findings indicate that In-
formativeness and Interactivity do not have direct effects,
suggesting that simply providing detailed product information
or fostering social media engagement is insufficient to influ-
ence consumer action. The study also confirms that Perceived
Relevance plays a significant role in consumer deci-
sion-making, further emphasizing the need for tailored mar-
keting strategies that align with audience expectations.

The findings revealed that Brand Trust is the strongest
predictor of Purchase Decisions, with a highly significant path
coefficient (B = 0.636, t = 8.814, p < 0.001). This highlights
the crucial role of trust in shaping consumer behavior, par-
ticularly in service-based industries such as restaurants, where
the perceived risk of purchase is inherently high. Consumers
rely heavily on trust to reduce uncertainty and mitigate per-
ceived risks associated with service quality; this finding un-
derscores the need to integrate interactivity with other per-
suasive elements such as trust-building strategies, promo-
tional offers, and compelling calls to action to enhance the
effectiveness of interactive content in influencing consumer
purchases.

Results indicated that the square root of AVE for Brand
Trust (0.854) exceeded its correlations with Purchase Deci-
sion (0.796) and Perceived Relevance (0.679), confirming
that each construct was statistically distinct and reliable.
These findings contribute valuable insights into social media
marketing strategies in the restaurant industry, emphasizing
the dominant role of Brand Trust and Perceived Relevance in
influencing consumer purchase behavior.

However, the insignificance of Informativeness and Inter-
activity highlights the need for businesses to re-evaluate their
reliance on purely factual content and engagement-driven
strategies. Instead, restaurant brands should focus on building
trust, enhancing relevance, and leveraging authentic brand
experiences to maximize the impact of their social media
marketing efforts. Future research could further explore how
different content types, consumer demographics, and emerg-
ing social media trends influence purchasing behavior in
digital environments.

8. Recommendations & Conclusion

8.1. Recommendations

Based on the findings, it is recommended that restaurant
brands in Bangladesh, focus on delivering highly informative,
relevant, and engaging content via social media platforms
such as Facebook, Instagram, TikTok, and YouTube to posi-
tively influence consumer purchase decisions. Emphasizing
informativeness by sharing accurate and timely information
about menu offerings, promotions, and events can strengthen
consumer confidence and trust. Additionally, leveraging in-
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teractivity through features like comments, shares, and re-
al-time responses can foster stronger consumer-brand rela-
tionships, even if interactivity does not directly impact pur-
chase decisions.

Tailored and localized marketing strategies that resonate
with the target audience's preferences should be developed to
enhance perceived relevance, ultimately driving consumer
engagement. To ensure the effectiveness of these efforts,
brands are encouraged to adopt social media analytics tools to
monitor consumer responses and refine campaigns based on
data-driven insights. Furthermore, consistent and transparent
communication is essential for building trust, which plays a
pivotal role in enhancing purchase intentions. Investing in the
expertise of digital marketing professionals and staying up-
dated on emerging trends in social media marketing can fur-
ther amplify the impact of these strategies.

The primary objective of this study was to examine the
direct effects of social media marketing fea-
tures—Informativeness, Interactivity, and Perceived Rele-
vance—and Brand Trust on Purchase Decisions within the
restaurant industry in Bangladesh. The results indicate that
Brand Trust has the strongest impact on Purchase Decisions,
highlighting its essential role in shaping consumer confidence
and influencing purchasing behavior. The findings suggest
that businesses should prioritize building credibility and re-
liability through social media platforms, ensuring that brand
communication remains transparent, consistent, and engag-
ing.

The analysis further demonstrated that Perceived Rele-
vance significantly influences Purchase Decisions, indicating
that consumers are more likely to engage with marketing
content that aligns with their preferences and interests. This
emphasizes the importance of tailored and meaningful brand
messaging in digital marketing strategies. However, as Per-
ceived Relevance did not show a significant association with
Brand Trust, businesses should balance personalization with
authenticity to ensure that marketing efforts do not lead to
consumer skepticism. Informativeness, despite being a key
aspect of social media marketing, did not have a significant
direct impact on Purchase Decisions.

The findings of this study reinforce the importance of
managing online communities to build strong consumer rela-
tionships. Business practitioners, particularly in the restaurant
sector, should leverage social media platforms to design
persuasive content, enhance consumer engagement, and
strengthen brand positioning. Strategic use of real-time in-
teractions, visually appealing advertisements, and custom-
er-driven content can enhance consumer trust and foster
long-term brand loyalty. Finally, adapting to changing con-
sumer preferences by aligning marketing strategies with au-
dience expectations will be essential in strengthening con-
sumer relationships and driving purchase decisions. Restau-
rants should continuously evaluate their digital marketing
approaches, test different engagement strategies, and imple-
ment localized marketing techniques tailored to their target
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audience in Bangladesh.

8.2. Further Research Direction

This study provides valuable insights into the impact of
social media marketing features (Informativeness, Interactiv-
ity, and Perceived Relevance, and Brand Trust) on Purchase
Decisions within the restaurant industry in Bangladesh.
However, this study investigated the effects of social media
marketing features (Informativeness, Interactivity, and Per-
ceived Relevance) and Brand Trust on Purchase Decisions
within the restaurant industry in Bangladesh.

The findings reinforce that social media platforms serve as
critical engagement channels, allowing businesses to build
consumer trust and influence purchase behavior effectively.
Among the three examined social media marketing features,
Informativeness emerged as the most influential predictor of
Purchase Decisions, both directly and indirectly through Brand
Trust. This aligns with Kang et al. [27] and Moslehpour et al.
[40], who emphasized that detailed and transparent brand
communication fosters consumer confidence and decision-
making. Perceived Relevance also significantly affected Pur-
chase Decisions, reflecting Naeem’s [41] insights that tailored
and meaningful content enhances consumer engagement.
However, its insignificant effect on Brand Trust highlights the
need for marketers to balance customization with authenticity,
as overly personalized content may lead to skepticism.

These findings hold significant practical implications for
restaurant marketers. By strategically leveraging social me-
dia’s informativeness and interactive capabilities, businesses
can enhance consumer trust and positively influence Purchase
Decisions. Policymakers and industry leaders should also
recognize the growing reliance on social media engagement,
ensuring businesses adopt data-driven strategies that align
with evolving consumer preferences.

In conclusion, this study highlights the critical interplay be-
tween Informativeness, Interactivity, Perceived Relevance, and
Brand Trust in shaping consumer behavior in social me-
dia-driven environments. By aligning marketing efforts with
consumer expectations and fostering digital trust, businesses in
the restaurant sector can strengthen customer relationships, en-
hance purchase likelihood, and sustain long-term market success.

After that, although this study relied on quantitative
methods, qualitative approaches such as in-depth interviews,
focus groups, or ethnographic studies could provide richer
insights into consumer perceptions and behaviors. Qualitative
research can also uncover nuances in how consumers interpret
social media marketing messages and their influence on trust
and Purchase Decisions.

Next, Consumer responses to social media marketing fea-
tures and brand trust may vary based on demographic and
psychographic characteristics such as age, gender, income level,
lifestyle, and social media usage behavior. Future research
should investigate how these factors moderate the relationship
between social media marketing constructs and Purchase De-
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cisions.

Then, the integration of emerging technologies such as
Augmented Reality (AR), Artificial Intelligence (Al), and
Chatbots in social media marketing strategies is transforming
how brands interact with consumers. Future research could
explore how Al-driven personalized marketing, virtual brand
experiences, and interactive Al-based customer service in-
fluence consumer trust and Purchase Decisions. Lastly, this
study employed a non-random convenience sampling method,
which, while practical, may limit the generalizability of the
findings. Future research should adopt random or stratified
sampling techniques to ensure a more representative sample
and enhance the robustness of statistical results.

In conclusion, this study highlights the critical interplay
between Perceived Relevance, and Brand Trust in shaping
consumer behavior in social media-driven environments. By
aligning marketing efforts with consumer expectations and
fostering digital trust, businesses in the restaurant sector can
strengthen customer relationships, enhance purchase likeli-
hood, and sustain long-term market success.
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