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ABSTRACT: In this paper, the author critically looks at the nature of digital consumption and online consumer
behavior in the emerging economy of Bangladesh, which is largely a fast-moving technological and has unique social-
economic issues. This is to determine what factors play a role in the process of digital buying and behavior of different
consumers of various consumer categories. Utilizing a mixed-methods design, this study employs the advantages of
surveying coupled with the insights of discussing the behavior with the participants and draws both quantitative and
qualitative data. Results show that digital literacy, trust in web applications, social-cultural effects, and accessibility
of mobile internet are important predicates of the consumer behavior in the online commerce of Bangladesh. Further
on, the importance of price sensitivity and peer recommendations in promoting online purchases is also evident
whereas the apprehension of data privacy and fraud is viewed as an inhibitor. The research novelty is associated with
the integrative framework of the study that puts consumer activity in the socio-economic context of an emerging
economy and offers a contribution to the theories and practices in digital marketing and e-commerce. The study has
significant policy implications for regulators, corporations, and academic researchers that want to maximize digital
consumption practices in such settings.
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INTRODUCTION

Online consumption and consumer markets are
undergoing digital revolution around the world with new
economies Bangladesh seeing a high
unprecedented existence of consumption of online goods.
The rapid increase in the number of internet users in
Bangladesh (which has a population of more than 160
million) makes the country an ideal place to examine

such as

changes in consumer behavior in the digital realm [1]. In
spite of this potential, little is known in the academic
literature on the nature of digital consumption in

Bangladesh, especially the issue of how socio-economic
and cultural factors relate to online shopping behaviors.
As the availability of cheap and affordable smartphones
and mobile web has opened up access to digital
marketplaces, both marketers and policymakers have an
opportunity but are also facing a challenge as the digital
marketplace has become more democratic in Bangladesh
[2]. Although the digital infrastructure continues to find its
way into the country, there are digital literacy gaps, trust
gap in online dealing and poor regulation among other
problems that affect consumer participation [3].
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This paper will reflectively review the aspects of
online consumer behavior in Bangladesh by determining
factors that motivate/inhibit digital consumption. It tests
the way in which the demographic factors, access to
technology and the socio-cultural norms contribute to
purchasing behavior [4]. The questions to be answered by
this research are: What are the major motivators of the
online consumer behavior in Bangladesh? What is the role
of the socio-cultural and economic context making
mediations of these behaviors’? What do these results
mean to the digital marketing in the emerging economies?
Answering these questions, the research not only adds to
the body of knowledge about digital consumption in
developing economies but also can be useful to businesses
that want to establish better online presence in Bangladesh
[5]. The rest of the paper is arranged as follows: the
literature review summarizes what is known about the
current aspects of online consumer behavior; the
methodology section describes how this study will be
conducted; results and discussion will provide the main
findings; conclusion will

and present  the

recommendations and future research priorities [6].

LITERATURE REVIEW
Digital Consumption and Emerging Economies
Digital consumption refers to the act of

purchasing and utilizing goods and services through
online platforms. The sphere of emerging economic
markets is distinguished by the fast technological
penetration and rapid social and economic changes in
society, including income inequality, infrastructural
constraints, and changing regulatory frames [7]. A
combination of the above factors leads to its own set of
behaviors in consumers, unlike what happens in
developed economies [8]. Researchers have found out that
the proliferation of mobile internet is one of the major
factors contributing to increase in digital consumption in
emerging markets [9]. In Bangladesh, due to the low fixed
broadband penetration, mobile connectivity makes up
most of internet connectivity [4]. This mobile-first
approach also forms the manner in which consumers’
access websites where they prefer to use their apps and
social commerce environments [10].

Factors Influencing Online Consumer Behavior
There is a variety of frameworks that have been
suggested to comprehend online consumer behavior,

including the factors of trust, perceived risk, convenience,
and the influence on the social level [11]. Online vendors
must be trusted, and this is particularly important in
situations where historically the quality and reliability of
service providers and providers of goods have been
untrustworthy [12]. Potential risk as seen in data privacy
issues and concerns about the security of the transaction
process is continuing to limit the digital consumptions of
many emerging economies [8]. The other significant factor
that determines online shopping behavior is digital
literacy or the aptitude to utilize digital tools. Consumers
who are more digitally literate prove to be much more
confident in navigating e-commerce websites and would
be more enthusiastic to make online purchases [13].
Digital consumption is also influenced by social
and culture aspects. Buyer decision becomes influenced
greatly by what peers and family members recommend in
collectivist societies such as Bangladesh [14]. Also, price
sensitivity is common because the average income rates
are lower thus discounts and offers become incentives [15].

Digital Consumption in Bangladesh

Various studies particularly on the Bangladesh
digital consumer scene have only started growing. Some
of these studies shed more light on the growing trend in
the use of digital payment and the rise of e-commerce
outlets [16]. Nevertheless, limited faith in payment
gateways, logistics, and digital illiteracy are barriers on the
way of the maximum market potential [17]. With the help
of government projects such as the program of creating a
digital Bangladesh, the ICT infrastructure and literacy are
supposed to increase and are likely to influence the trends
of digital consumption positively [18]. However, the rural-
urban digital divide in access to the internet and skills
remains persistent and applicable approaches dependent
on the environment are required in order to overcome the
disparities [19].

Research Gaps

Comprehensive, empirical studies on integration
of socio-economic, cultural, and technological factors
determining the digital consumption in Bangladesh are
also not ample even though emerging literature has been
found to relate these factors to the digital consumption in
the country [20]. The available literature usually suffers
from secondary data or a limited scope; it concentrates on
spread of technology failing to incorporate the aspects of
consumer behavior [21]. This research paper addresses
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this gap through a mixed methods research design to give
a deep insight into consumer behavior online in
Bangladesh.

METHODOLOGY

Research Design

This study adopts a mixed-methods research
design to comprehensively understand online consumer
behavior in Bangladesh. The rationale for combining
quantitative and qualitative approaches is to capture
broad consumption patterns through survey data while
gaining contextual depth via in-depth interviews. This
triangulation enhances the wvalidity and richness of
findings.

Data Collection Methods
Quantitative Data
Key constructs that had an impact on digital consumption
were identified and then used to develop a structured
questionnaire:

i.  Digital literacy

ii. ~ Trustin online platforms

iii.  Price sensitivity

iv.  Social influence

v.  Perceived risk

vi.  Frequency and type of online purchases

In order to be clearer and more reliable, a pilot
sample comprising 50 people using a questionnaire was
pre-tested. Questionnaires were administered on the last
survey through online and offline channels to capture
different parties of the demographic spectrum including
the city and countryside consumers. Data collection took
place between April and June 2025; therefore, a total of
three months.

Qualitative Data

Purposive sampling of 20 participants was
conducted in semi structured interviews to reflect on
different age categories,
geographic settings. The interviews were used to inquire
into motivations, tribulations, cultural impacts, and
experience of online shopping. All interviews were audio-

parameters, income and

taped (with assent) and each one took around 45 minutes.

Sampling

The quantitative survey resorted to a stratified
random sampling method in order to allow representation
in terms of gender, age groups, levels of education, and
urban-rural residence. It was able to collect 600 valid
responses which beat the minimum sample size that
should be collected in carrying out a generalizable result
in consumer behavior research conducted in an emerging
economy.

Data Analysis

Descriptive statistics, correlation analysis, and
multidimensional regression were used to analyze
quantitative data, i.e., investigate relationships between
independent and dependent variables (e.g., trust and
digital literacy, frequency of online purchases). Statistical
tools and SPSS v27 use were done.
Thematic analysis of qualitative data obtained in
interviews (transcribed) was conducted using the seven,
or rather six-step analytic procedure suggested by Braun
and Clarke, which allows finding common themes and
patterns regarding consumer motivation and consumer
obstacles.

Data Analysis Table
Table 1: Descriptive Statistics of Key Variables

Variable Mean | Std. Deviation | Min | Max
Digital Literacy Score (1-5) 3.8 0.72 1 5
Trust in Online Platforms (1-5) 3.2 0.88 1 5
Price Sensitivity (1-5) 4.1 0.65 2 5
Perceived Risk (1-5) 3.5 0.90 1 5
Social Influence (1-5) 3.7 0.75 1 5
Online Purchase Frequency (times/month) | 4.6 2.1 0 12
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Ethical Considerations

The research project was carried out using IRB
accepted rules of ethics by the University of Dhaka,
Institutional Review Board. All the participants were
informed and signed consent forms, where confidentiality
and anonymity were ensured. The interviewing was
voluntary, and the respondents have the freedom to
withdraw anytime [22-28].

RESULTS AND DISCUSSION

Overview of Online Consumer Behavior in Bangladesh

The analysis has found out that the digital
consumption of Bangladesh consumers is increasing at a
steady rate because of the rising access to mobile internet
and changes in consumer confidence towards the e-
commerce platforms. The average online shopping
frequency was 4.6 online purchases per month, which
means that people bought moderately frequently on the
internet [29].

Influence of Digital Literacy

Quantitative findings indicate that digital literacy
is positively related to online purchase frequency with the
values of a significant correlation coefficient r = 0.62. The
results of regression analysis prove that online shopping
behavior is predicted highly by digital literacy (beta = 0.45,
p < 0.001). Qualitative questions also clarify this
connection as the participants underline the role of digital
skills in negotiating apps, reading reviews, and making
transactions securely.
According to one respondent, after the individual learned
the correct way to use mobile applications, he began to
regularly purchase items online, as it is a more timesaving
and even cost-efficient method, in some cases. But still, the
digital literacy disparities are still present, particularly in
older people and rural residents, who are restricted to
engage in digital consumption. These results confirm
previous works on digital literacy being a significant
driver of e-commerce adoption in emerging countries [30,
31].

Trust and Perceived Risk

Online platform trust was moderately positive
(mean = 3.2 out of 5), which was a representation of not
showing much optimism. Perceived risk (mean = 3.5) was
also high reflecting issues on fraud, data privacy and
product authenticity. Regression findings reveal that trust

has a positive relation with online purchase frequency (b =
0.30, p < 0.01) and Perceived risk has a negative
relationship with online purchase frequency (b =-0.28, p <
0.05). Interview respondents have had mixed interviews
where they purport; sometimes I am afraid that the
product will not be original, or my payment cards are not
secure further indicating that there is still some form of
fear even with the growing use of digital services. These
observations confirm the literature that points out that
trust exists as a precondition to digital consumption in
markets that lack regulatory control [32], [33].

Socio-Cultural Influences and Price Sensitivity

Social influence also proved to be a dominant
variable with the average rating being 3.7. A number of
consumers depend on peer recommendations and social
media endorsements as part of their buying choices. One
of them said, “I believe in what my friends tell me about a
product rather than advertisements.” The variable with
the highest rating was price sensitivity (mean =4.1) which
reflects the
promoting online purchases. Cash-on-delivery option,

representativeness of affordability in
deals, and discount offers were mentioned rather often as
enabling factors. Such findings depict the socio-economic
realities of Bangladesh where people have to be
economical in their spending and make decisions
collectively because of low disposable incomes [34, 35].

Urban-Rural Divide and Digital Infrastructure

The data analysis indicated that there was a great
variance between the rural and urban respondents. The
digital literacy, trust rates, and the frequency of purchases
are also higher among urban consumers and can be
explained through the superiority of internet
infrastructure and the exposure to digital marketing. On
the other hand, rural customers denied imminent access
and familiarity which also indicates the digital divide. This
divide between the urban and the rural applies to national
data on internet penetration and ICT development in
Bangladesh [36, 37]. It intensifies the necessity of specific
policies to facilitate just digital inclusion.

Implications for Businesses and Policymakers

The results have some practical implications:

a) Businesses: E-commerce companies need to have
clean easy-to-use interface, digital literacy awareness
programs, and trust building strategies (e.g. reliable
payment gateways, no-nonsense return policies) so
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that they can grow business. It is possible to capitalize
on the force of social influence using social media
influencers [38].

b) To policymakers: Upgrade of
infrastructure, updating consumer rights laws, and

rural

digital

Summary Table of Key Regression Results

ICT education should drive faster progressive national
consumption of digital [39].

c) To researchers: Future scholars ought to conduct a
time-based study of behavioral variations and the
influence of new technology [40].

Table 2: Key Regression Results

Predictor Variable B Coefficient | p-value | Direction of Effect
Digital Literacy 0.45 <0.001 | Positive

Trust in Online Platforms | 0.30 0.008 Positive

Price Sensitivity 0.27 0.015 Positive

Perceived Risk -0.28 0.030 Negative

Social Influence 0.22 0.045 Positive

Qualitative Analysis: Results and Discussion
The qualitative interview of 20

individuals of diverse demographic backgrounds brought

out subtle views on the behavior of digital consumption in

selected

Bangladesh. Four main themes were revealed with the
help of the thematic analysis to supplement and elaborate
the quantitative results [41, 42].

Theme 1: Navigating the Digital Landscape — Confidence
and Barriers

The fact that participants were able to increase their digital
literacy and become confident in their online shopping, as
they articulated, supports the fact that increasing literacy
poses a positive influence. Nevertheless, an impressive
proportion, particularly among older people and people
living in remote areas, noted that they still have an
ongoing challenge when it comes to using e-commerce
websites because they are not familiar with the technology
or cannot understand the language [43, 44]. “At first,  was
afraid to use apps. I didn’t know where to click or how to
pay. Now I ask my son to help me, but I want to learn
myself,” shared a 56-year-old rural woman. This
underlines the importance of non-technical design and
specific digital literacy interventions to increase sensitivity
to design effects among the disadvantaged populations
[45].

Theme 2: Trust as a Fragile Commodity

The issues of trust emerged multiple times and
support the quantitative findings regarding a moderate
level of trust and the adverse effect of the perceived risk.
Most of the consumers found themselves worried about

fraudulent merchants, cheap imitations, and unsafe
transactions [46]. “Sometimes I hesitate to buy from new
sellers. I worry about fake products or if my money will be
lost,” said a 29-year-old male urban professional. Others
that reviews,
options, and visible verification badges made them more
trusting [47, 48].

indicated customer cash-on-delivery

Theme 3: Social Influence and Collective Decision-Making

Others indicated that customer reviews, cash-on-
delivery options, and visible verification badges made
them more trusting [49]. “I check with my friends on
Facebook groups about which phone to buy. Their
experiences matter more than advertisements,” explained
a 22-year-old university student.  This collectivist
orientation means digital marketers ought to take
advantage of social evidence and peer influence in a bid to
sufficiently affect the buying behavior [50, 51].

Theme 4:
Consumption
In line with the fact that there is high price

Affordability and Practicality Drive

sensitivity in the quantitative information, affordability
played an important role in selecting the digital channels.
Most of consumers preferred online purchase because
they wanted to access good offers, discounts, and
accommodating payment methods [52]. “I like online
because sometimes prices are lower than local markets,
and I can pay cash when I get the product,” noted a 35-
year-old homemaker. Nevertheless, the possibilities of
delayed deliveries and scarce refund possibilities are also
logistical issues [53].
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Integration with Quantitative Findings

The qualitative themes give a detailed backdrop to
statistical trends identified. Digitally predictable literacy
and trust are basic enabling factors of digital consumption
whereas the impact of socio-cultural aspects and price
sensitivity are highly mediating aspects of making
purchase decisions. Interviewees reported barriers like
unfamiliarity with technology and problems of security as
reasons why perceived risk has a negative impact on the
frequency of online shopping [54, 55].

Such revelations prove that in the case of
Bangladesh, digital
technological concern but that it rather is a part of the
social and economic reality. To deal with these
multidimensional drivers and work out solutions,
businesses and policymakers will have to coordinate,

consumption is not only a

aiming to construct inclusive, trustworthy and affordable
online shopping experiences [56].

CONCLUSION

The study critically analyzed the online consumer
behavior pattern along with digital consumption trends in
Bangladesh, as the country which belongs to the emerging
economy that is characterized by high technological
uptake along with socio-economic complexity. With
mixed-methods approach, the study established that
digital literacy, trust in online platforms, socio-cultural
disciplines, price sensitivity, and perceived risk were
important factors that influence digital consumptions
behaviors [57]. It has been found out that although digital
literacy and trust encourage frequency of online
purchases, issues surrounding privacy of data and
authenticity of products are significant deterrents. The
price sensitivity and social impact also present the
contextual understanding of the Bangladeshi consumers
who are mostly dictated on what others say and whether
it fits their budgets to make their digital purchase.
Interestingly, an urban-rural divide still exists and clearly
demonstrates that we urgently need universal digital
infrastructure and literacy programs to liberate access to
this resource [58].

The novelty of such research involves the
adoption of the behavioral, technological, and socio-
economic lenses on a local scale of a given country (i.e.,
Bangladesh) and is capable of offering a thorough
understanding of theories of online consumer behavior in

emerging markets, which is not available in the existing
literature. Practical implications highlight the direct use of
the customized approaches of digital marketing, the
increased consumer protection, and the governmental
policies to promote the fair inclusion of digital societies
[59]. Further studies can look into longitudinal trends as
the digital ecosystem of Bangladesh gets changed, the
possibilities of new technologies should also be evaluated,
and comparative works across other emerging economies
should also be extended to learn more [60].

Finally, the research can provide useful insights to
academics, professionals and policy makers that intend to
maximize the frameworks of digital consumption and
utilize e-commerce potential in the emergent economies
such as Bangladesh.
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