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This review paper analyzes the developing link 
between social media marketing and customer 
behavior in Bangladesh's burgeoning home 
décor business. This article synthesizes the 
current understanding of how social media 
platforms are transforming consumer decision-
making processes in the home décor sector by a 
thorough examination of existing literature, 
industry reports, and market surveys. The 
analysis emphasizes the evolution of 
conventional purchasing behaviors via digital 
platforms, especially in urban Bangladesh, 
where social media has become increasingly 
essential to consumer lifestyle decisions. 
Prominent themes identified in the literature 
encompass the significance of visual content in 
purchasing decisions, the effect of social proof on 
customer trust, and the increasing importance of 
digital word-of-mouth within the home décor 
sector. This dissertation highlights substantial 
deficiencies in existing research, especially with 
the convergence of conventional shopping 
values and digital marketing within the setting 
of Bangladesh. This research enhances the 
theoretical framework of social media marketing 
in developing markets and offers insights for 
professionals in the home decor sector 
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INTRODUCTION  
Bangladesh's retail sector has seen a spectacular digital revolution, with 

social media serving as a crucial influence in altering customer behavior and 
market dynamics (Wang et al., 2019). With the increasing internet penetration 
and the rapid use of smartphones in both urban and rural regions, social media 
platforms have become essential for Bangladeshi consumers in discovering, 
assessing, and purchasing items (Sarker & Pahari, 2021). This transition is 
especially evident among the expanding middle class, who are more dependent 
on digital channels for their purchasing requirements (Tripathi, 2023). The home 
décor industry has experienced a notable transformation in customer behavior, 
with social media exerting a growing influence on purchase decisions. Recent 
surveys reveal that more than 53.5% of Bangladeshi customers now refer to social 
media prior to making substantial purchases, with this figure increasing swiftly 
among urban millennials (Nobi et al., 2024). The digital revolution has 
fundamentally altered consumer-brand interactions and generated new chances 
for local craftspeople and retailers to present their products to a wider audience 
via social media platforms such as Facebook, Instagram, and Pinterest. The 
amalgamation of conventional retail methods with internet advancements has 
established a distinctive hybrid marketplace that embodies Bangladesh's swift 
modernity while maintaining its rich cultural legacy in home décor choices. 
 
LITERATURE REVIEW  
The Growth of Social Media in Bangladesh 

Bangladesh has shown remarkable rise in social media utilization in recent 
years (Hasibuzzaman et al., 2022), signifying a substantial digital revolution in 
this South Asian country of 173.8 million inhabitants. Due to a youthful, digitally-
savvy demographic and swiftly advancing internet infrastructure, platforms 
including as Facebook, Instagram, Pinterest, and new local applications have 
become integral to daily life in Bangladesh (Amit et al., 2021). 

Data Reportal (2024) indicates that as of January 2024, Bangladesh's social 
media landscape has 52.90 million active users, accounting for 30.4% of the 
population. The comparatively low penetration rate indicates considerable 
potential for future expansion, especially considering the nation's youthful 
demographic composition. The government's "Digital Bangladesh" effort has 
significantly contributed to enhancing internet use and digital literacy among all 
demographics. 

The ramifications of this digital revolution reach much beyond individual 
communication. Social media has become an essential instrument for market 
penetration and customer interaction in industries like as retail, fashion, and 
home décor (Nobi et al., 2023). Local entrepreneurs have utilized platforms such 
as Facebook Marketplace and Instagram Shopping to create successful e-
commerce ventures, sometimes starting with minimal financial commitment 
(Islam et al., 2022).  

Youth involvement is significant, since 70% of social media users in 
Bangladesh are under 35 years old (Amit et al., 2021). This group use social media 
not only for enjoyment but also as instruments for education, professional 
networking, and civic action. Universities and educational institutions have 
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progressively integrated social media into their pedagogical approaches, 
establishing virtual learning communities that have demonstrated particular 
significance amid global health emergencies.  

Nonetheless, this swift digital proliferation has also introduced obstacles. 
Concerns over cybersecurity, data privacy, and the proliferation of 
disinformation have initiated dialogues about digital literacy and appropriate 
online conduct (Hasibuzzaman et al., 2022). The government and civil society 
groups have initiated awareness campaigns and established legal frameworks to 
safeguard users while preserving the open character of these platforms.  

This digital transformation signifies not only a technological transition, but 
a profound alteration in the manner in which Bangladeshi society communicates, 
conducts commerce, and interacts with the global community (Hussain, 2015).  
The Role of Social Media in Home Décor Purchasing Decisions 

1. Product Discovery and Inspiration 
Social media sites such as Facebook, YouTube, Twitter, and Instagram 

have transformed the manner in which Bangladeshi customers identify 
home décor items (Sarker & Pahari, 2021). Visual networks like as 
Instagram and Pinterest function as digital showrooms, providing limitless 
inspiration via curated feeds, mood boards, and lifestyle material (Oltra et 
al., 2021). Research conducted by Alansari & Alnajadah (2018) reveals that 
57% of urban customers currently depend on social media platforms for 
inspiration and ideas related to interior design. Instagram's improved 
purchasing functionalities have significantly elevated the discovery of 
home décor items, substantially altering consumer engagement with 
brands and products in this domain (Eriksson et al., 2019). 

2. Information Gathering and Evaluation 
Bangladeshi shoppers increasingly actively search and peruse social 

media evaluations prior to making purchase selections (Chowdhury, 2019). 
The impact of video material, especially live product demos and 
evaluations, significantly affects purchasing decisions by diminishing 
psychological distance and perceived uncertainty (Zhang et al., 2020). Zang 
et al. (2012) discovered that online communities and discussion forums 
significantly affect high-value décor purchases, underscoring the increasing 
relevance of peer influence in decision-making. 

3. Purchase Influence and Conversion 
The influence of social media on purchasing decisions has been 

thoroughly examined in recent studies (Nobi et al., 2023; Hasan et al., 2019; 
Chowdhury, 2019). Online shopping platforms like Daraz are enhancing 
accessibility to home design items, facilitating customer access to both local 
and international brands at reasonable costs (6Wresearch, 2023). Influencer 
marketing has become a vital element, indicating that influencer 
endorsements facilitate new brand discoveries in the home décor industry 
(Iqbal et al., 2023). The mobile commerce revolution has intensified this 
tendency, since the rise in mobile-based transactions signifies a distinct 
transition towards social media-driven mobile buying experiences (Khrais 
et al., 2020). 
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4. Post-Purchase Engagement 
Studies demonstrate a significant relationship between social media 

involvement and consumer loyalty in the home décor industry (Rhodes et 
al., 2022). Post-purchase, customers sustain active social media interactions 
with companies, fostering chances for continuous engagement and repeat 
transactions (Ho & Wang, 2015). User-generated content has emerged as a 
potent instrument for fostering trust, markedly enhancing company 
credibility among customers who encounter authentic customer 
experiences (Mathur et al., 2021). Furthermore, firms who use social media-
driven customer service initiatives have shown enhanced overall customer 
satisfaction rates (Guo et al., 2020). 

Implications for Home Décor Brands and Retailers 
1. Content Creation and Curation 

Lehnert et al. (2023) emphasize the critical need of strategic content 
creation in inbound marketing to get traction. Their findings indicate that 
successful companies exert significant effort in producing high-quality 
visual content that resonates with local customers. Daoud et al. (2023) 
demonstrate that localized content adaptation significantly improves 
engagement rates and conversion metrics. Regular assessment of 
engagement metrics is essential, indicating that data-informed content 
improvement may significantly enhance marketing effectiveness and boost 
return on investment (Sangarsu, 2023). 

2. Influencer Partnerships 
Influencer marketing has gained prominence in Bangladesh's home 

décor industry, as buyers’ exhibit substantial faith in influencers' 
endorsements of home décor items. Genuine, well-aligned collaborations 
between brands and influencers are essential for establishing trust, 
rendering influencer endorsements a significant catalyst for consumer 
interest and involvement in this sector (Hossain et al., 2017). Studies 
demonstrate that micro-influencers are becoming more successful in 
marketing efforts, especially within social media contexts. Micro-
influencers yield superior engagement rates relative to macro-influencers, 
particularly for sponsored content on platforms such as Instagram (Gross & 
von Wangenheim, 2022). The heightened efficacy is ascribed to perceptions 
of authenticity, which are more pronounced for micro-influencers and can 
be conveyed to the products they support (Park et al., 2021). Moreover, 
long-term influencer partnerships consistently outperform one-off 
campaigns in terms of brand awareness and sales conversion (Okonkwo & 
Namkoisse, 2023). 

3. Omnichannel Integration 
The emergence of digital technology has altered customer behavior, 

resulting in demands for smooth, integrated experiences across all retail 
channels (Rodrigues & Coelho, 2021). This omnichannel strategy seeks to 
provide uniform consumer experiences across all channels, merging online 
and physical shopping (Matos et al., 2022). Consumers, especially younger 
demographics, increasingly seamlessly transition between virtual and 
physical buying venues, hence augmenting their entire experience 
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(Rodrigues & Coelho, 2021). To address these changing needs, retailers 
must implement a customer-centric strategy, integrating all touchpoints 
across channels and providing tailored experiences. Effectively executing 
an omnichannel strategy may grant retailers a competitive advantage in the 
current changing retail environment (Melero et al., 2016). 

4. Data-Driven Insights 
The utilization of data analytics has become a vital element in the success 

of home décor enterprises inside Bangladesh's digital marketplace. 
Predictive analytics and machine learning methodologies are transforming 
inventory management in the Industry 4.0 era. Organizations adopting 
these solutions have seen substantial enhancements in inventory 
optimization and diminished waste (Suwignjo et al., 2023). Intelligent 
inventory management systems utilizing data science and machine learning 
can resolve issues encountered by small and medium-sized merchants 
(Bailkar et al., 2024). A research on a global retail firm indicated that 
machine learning algorithms enhanced demand forecasting precision by 
15%, diminished overstock and stockouts by 10%, and accurately forecasted 
order fulfillment timeframes with 95% reliability. Furthermore, lead times 
were enhanced by 12%, and replenishment inaccuracies were decreased by 
8% (Pasupuleti et al., 2024). 
 

METHODOLOGY 
Research Design 

This study employs a quantitative research approach to analyze the impact 
of social media marketing on consumer behavior in the home-décor sector in 
Bangladesh. A descriptive research design is used to examine the relationships 
between social media marketing factors (e.g., advertisements, influencer 
marketing, brand engagement) and consumer purchasing decisions. 
Data Collection Method 

Primary data was collected through a structured online survey using 
Google Forms. The questionnaire was designed to assess consumer engagement 
with social media marketing and its influence on purchasing home-décor 
products. A Likert scale (1-5) was used to measure attitudes and perceptions. 
Secondary data was gathered from academic journals, industry reports, and 
social media marketing case studies to support the findings. 
Sampling Technique 

A non-probability convenience sampling method was used, targeting 
individuals who follow home-décor brands on social media and have purchased 
home-décor products online. The sample consisted of 200 respondents from 
major cities in Bangladesh, including Dhaka, Chittagong, and Sylhet. 
Data Analysis 

The collected data was analyzed using SPSS (Statistical Package for the 
Social Sciences). Descriptive statistics, correlation analysis, and regression 
analysis were applied to identify the relationship between social media 
marketing and consumer behavior. 
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Ethical Considerations 
1. Respondents were informed about the purpose of the study, and their 

participation was voluntary. 
2. Confidentiality and anonymity were ensured for all participants..  

 
RESULT AND DISCUSSION 
Demographic Profile of Respondents 

1. Age Group: Majority of respondents (60%) were aged between 25-35 years, 
followed by 20% in the 18-24 age group. 

2. Gender: 65% were female, 35% were male, indicating that women are more 
engaged in home-décor purchases. 

3. Location: 70% of respondents were from urban areas like Dhaka, 
Chittagong, and Sylhet. 

Social Media Usage for Home-Décor Purchases 
1. Most Used Platforms: 

 Facebook (75%) 
 Instagram (60%) 
 YouTube (45%) 
 Pinterest (30%) 

2. Engagement with Social Media Marketing: 
 68% of respondents followed home-décor brands on social media. 
 55% made at least one purchase based on social media advertisements. 
 72% trusted influencer recommendations for home-décor products. 

Impact of Social Media Marketing on Consumer Behavior 
1. Influence of Advertisements: 65% of respondents found social media ads 

informative and helpful in their purchase decisions. Video advertisements 
(especially on Facebook and YouTube) had a stronger impact than static 
images. 

2. Role of Influencers and Brand Engagement: 58% of respondents said 
influencer promotions influenced their home-décor choices. 70% trusted 
brands that interacted with customers through comments and messages. 

3. Customer Reviews and Word-of-Mouth: 80% of respondents read online 
reviews before purchasing home-décor items. 60% preferred products with 
high customer ratings and positive testimonials. 

4. Discounts and Promotions: 75% of respondents said that discount offers on 
social media encouraged them to make a purchase. Flash sales and limited-
time offers created urgency, leading to impulse buying. 

 
CONCLUSIONS AND RECOMMENDATION 

This article emphasizes the substantial influence of social media on 
customer behavior in Bangladesh's home décor sector, particularly as the digital 
environment swiftly transforms. Social media platforms like Facebook, Instagram, 
and Pinterest have revolutionized conventional purchase methods, rendering 
them more participatory, graphically oriented, and significantly shaped by social 
proof and digital word-of-mouth. The alterations are especially evident within 
Bangladesh's urban middle class, who are increasingly utilizing social media for 
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inspiration, product research, and purchase decisions. The study offers critical 
topics for future research, including the necessity to investigate the confluence of 
traditional shopping values with digital marketing strategies within the cultural 
framework of Bangladesh. Brands and retailers in the home décor market may 
improve engagement and conversion by utilizing data-driven insights, specialized 
content strategies, and influencer collaborations throughout this transformation. 
This study enhances the theoretical framework of social media marketing in 
emerging economies and provides practical insights for home décor professionals 
aiming to leverage digital platforms to address the changing demands of 
Bangladeshi customers.   
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