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Background Methodology

The rise of online shopping, boosted by digital C Synchronousonline focus groups: 5

technology, Is also evident in developing nations like
Bangladesh Here, social commerce, particularly
Facebookbased social commerce (f-commerce),
empowers female entrepreneurs, providing low-
barrier entry to businesses, including those aligned
around agri-food products.

AiIms : To explore ®
C reasons to buy rice & shrimps Area
from f-commerce Dhaka
Bangladesh

C barriers in f-commerce shopping
C reasons to buy from female
entrepreneurs Iin f-commerce

Results

Physical market

Reasonsto buy
A Quality assurance
A Accessibility

A Habitual

Online market

Reasons to buy

A Convenience
A Area specific products
A Large product range

Purchase places

C Participants/group: 8-9
C Data analyzed using MAXQDA2022
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Retail grocery shop Supermarket

Online grocery shop Socialcommerce
A Trust A Appreciable Hiahliahts
A Delivery time A New opportunity ghlig
A Delivery cost A Challenging A Co n s u meneferédnces in f-commerce :

Perception of female
entrepreneurs

Barriers

Consumer
perception to

f-commerce
Causes of buying
Selection criteria from female
A Transparency A Mostly female sellers
A Experience A Good service
A Socialreputation A Comfortable for female
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Area specific rice and shrimps and wide
product range.

Con s umemphasis . Product quality and
service over gender of the seller.

Path to Increase credibility : Mandatory
trade license system for f-commerce sellers

Foster success In f-commerce . Nourish
knowledge and traning for female
entrepreneurs entering f-commerce food
markets.

AEAD

KATHOLISCHER AKADEMISCHER
AUSLANDER-DIENST

1ubeoiueblo

1eINn3no

1dS SV I T N N S9JUIIIS



