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Abstract 

The study investigates the impact of user-centric strategies on purchase decisions in the clothing 

market, with a focus on the mediating role of customer brand engagement. Using a quantitative 

descriptive technique, information was acquired using a normalized study instrument, which 

included items modified from authorized sources. The survey, using a 5-point Likert scale, aimed 

to analyze respondents' perceptions of customized marketing strategies, content showcasing, 

virtual entertainment advertising, client brand commitment, and purchasing decisions. The 

research population consisted of clothing brands operating in Islamabad city, with a sample size 

of 169 customers from prominent brands including Sana Safinas, Khaadi, Gul Ahmed, Limelight, 

and Bonanza. Analysis of the data revealed significant positive correlations between user-centric 

strategies and purchase decisions, with personalized marketing, content marketing, and social 

media marketing demonstrating substantial impacts. Furthermore, customer brand engagement 

emerged as a significant mediator, indicating its pivotal role in translating user-centric strategies 

into purchasing decisions. The findings underscore the importance of tailored marketing 

approaches and customer engagement initiatives in driving favorable outcomes in the clothing 

market. Practical implications suggest that marketers should prioritize personalization, content 

marketing, and social media engagement to enhance brand performance and drive sales. 

Theoretical contributions include empirical evidence supporting the effectiveness of user-centric 

strategies and highlighting the mediating role of customer brand engagement. Nonetheless, the 

review is dependent on restrictions, such as test size imperatives and reliance on self-detailed 

information, which may impact the generalizability and dependability of the findings. Future 

research could explore demographic moderators, longitudinal effects, and qualitative insights to 

further enrich understanding in this area. Overall, the study contributes to advancing knowledge 

in marketing and consumer behavior, offering insights for practitioners and scholars alike to 

navigate the evolving landscape of the clothing market. 
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Chapter 1 

Introduction 

1.1 Introduction  

In the recent intensely driven marketplace, firms are growing to understand the importance 

of user-centric tactics in shaping customer behavior and purchasing decisions. The advancement 

of digital technology and the development of internet platforms have given customers unparalleled 

access to information, allowing them to evaluate products, services, and brands more readily than 

ever before. Thus, knowing the features of buyer navigation and the factors that influence it has 

become critical for businesses looking to gain an advantage (Mourdi, Y. 2023). 

Customer brand engagement, which refers to customers' emotional connection and level of 

involvement with a certain brand, is one such aspect that is gaining traction (Magnoni, F. 2019). 

This involvement is critical because it not only increases loyalty but also impacts consumers' 

views, attitudes, and, ultimately, purchasing decisions (Macky, K. 2019). However, the methods 

by which consumer brand involvement influences purchasing decisions are not well known. In this 

context, this study seeks to evaluate the influence of user-centric methods on clothing purchase 

decisions, with a particular emphasis on the mediating function of consumer brand engagement. 

The clothes industry was chosen because it is extremely competitive, with companies always 

competing for consumers' attention and loyalty (Khoa, B. T. 2020). 

User-centric methods prioritize a thorough understanding of customers' requirements, 

preferences, and behaviors, tailoring goods, services, and marketing activities appropriately. These 

tactics include personalized experiences, customer-centric innovation, and interactive 

communication channels (Riedmann-Streitz, 2018). Businesses seek to increase brand relevance 

and resonance by matching offers with customer preferences and encouraging meaningful 

connections. Understanding the mediating function of consumer brand engagement is critical for 

understanding how user-centric initiatives influence purchasing decisions (Hafyana, S., & Alzubi, 

A. 2024). Consumers that engage with a brand on an emotional level may build stronger intents to 

acquire its products, advocate for the company, and show more loyalty. As a result, studying the 

link between user-centric tactics, customer brand engagement, and purchase choices may give 
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significant insights for firms looking to optimize marketing efforts and improve consumer 

relationships (Rane, J. 2023).   

This study investigates these relationships using quantitative methodologies. Surveys will 

be used to acquire quantitative data to analyze variable correlations and test hypotheses. In 

conclusion, this study adds to the current literature by offering light on the methods by which user-

centric initiatives impact purchase decisions, with consumer brand engagement serving as a 

mediating factor. Understanding these dynamics allows organizations in the garment industry and 

beyond to build more successful marketing strategies and nurture deeper consumer connections, 

resulting in growth and competition. 

1.2 Background Study 

In a constantly evolving environment of consumer behavior and commercial dynamics, the 

garment industry has always been a dynamic and competitive business. Significant changes have 

recently occurred, owing mostly to the rise of commerce and the digital revolution (Culey, S. 

2021). These shifts influenced not just how customers engaged with companies, but also how 

businesses conducted marketing and customer interaction initiatives. The clothing market is 

distinguished by a mix of conventional retailers and the increasing presence of marketplaces (Jain, 

R., & Khandelwal, R. 2020). Traditional retail establishments remained dominant, but the Internet 

was fast transforming the way people purchased. Online commerce was growing in popularity, 

providing consumers with convenience, a larger assortment of items, and the opportunity to easily 

compare costs (Li, M. 2020). However, this transition was not without problems. 

Several consumers were cautious about buying clothing online owing to worries about fit, 

quality, and the inability to personally check the items (Kaushik, V., & Dhir, S. 2019). Despite 

these limitations, online clothes sales have been continuously expanding. Brands and shippers 

began to recognize the potential of web-based commerce and invested money in creating an 

internet-based presence. (Al Tamer, M. 2021). This shift in customer behavior paved the way for 

revolutionary developments that would overhaul the garment industry in the coming years. 

Consumer tastes and expectations were changing as e-commerce grew in popularity (Kalia, P., 

Kaur, N., & Singh, T. 2018). Consumers were growing more discriminating, looking for not only 

high-quality items but also personalized experiences and meaningful brand connections (Aminah, 
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S. 2023). In the garment industry, where competition was severe and brand loyalty was critical, 

shifting customer expectations posed both obstacles and possibilities for enterprises. 

Customers are less pleased with generic marketing messaging or one-size-fits-all product 

options. They expected brands to understand their preferences and meet their specific demands 

(Sardana, D., Gupta, N., & Sharma, P. 2018). Personalization has been a major strategy for firms 

seeking to differentiate themselves in the market. Brands might use data analytics and technology 

to provide personalized product suggestions, targeted promotions, and bespoke shopping 

experiences (Rane, N., Choudhary, S., & Rane, J. 2023). Moreover, shoppers sought more than 

simply transactions; they wanted to engage with the companies they shopped at. Emotional 

involvement has emerged as an important motivator of consumer behavior, particularly in the 

garment business, where brand image and identity are vital (Joshi, R., & Garg, P. 2021). Consumers 

gravitated toward companies that shared their beliefs, matched their lifestyles, and provided a 

feeling of community and belonging. 

Businesses began using user centered systems in response to changing client preferences 

and expectations. Client centricity, often known as client centricity, is an approach that focuses on 

understanding and responding to individual client requirements (Weber. B, 2021). It emphasizes 

developing customer connections based on trust, empathy, and reciprocal value creation. User-

centric tactics include a variety of activities targeted at providing personalized experiences and 

encouraging meaningful consumer connections (Anderson, J. 2024). Personalization is a key 

component of customer centricity. Brands began to use information to get insights into shopper 

preferences, behaviors, and purchasing habits, allowing them to tailor their goods and messages to 

specific customers (Kihn, M., 2020). User centric procedures relied heavily on intelligent 

correspondence channels. With the advent of digital entertainment and other technological 

platforms, businesses now have greater ways to interact directly with customers (Bianchi. C, 

2018). These platforms enabled companies to communicate with customers in real-time, collect 

feedback, and encourage debate. By engaging in two-way discussions with consumers, companies 

may strengthen connections and create more memorable experiences (Kumar, V., & Kaushik, A. 

K. 2020). 

The investigation continued to investigate the influence of user-centric techniques on 

customer behavior but in larger contexts than the clothes industry. According to research, 
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personalized experiences and interactive communication may have a favorable impact on 

consumer views and attitudes toward businesses. For example, research has shown that 

personalized suggestions boost consumer satisfaction and purchase inclinations. Similarly, 

companies that connected with customers via social media were able to increase brand loyalty and 

advocacy (Park, K., & Jiang, H. 2023). However, while these studies gave useful insights into 

general consumer behavior, there was a paucity of extensive studies on the unique dynamics of the 

clothes sector. The clothes sector posed unique difficulties and possibilities, and understanding 

how user-centric tactics affected customer behavior in this setting was critical for firms trying to 

stay competitive (Chamberlin. L, 2018). 

During this time, this will focus on determining the significance of client brand 

contribution. Client brand commitment is the personal relationship and level of inclusion that 

customers have with a particular brand (Magnoni, F. 2019). Customers who are drawn in are more 

than just disconnected; they are active members with a strong connection to and loyalty to the 

brand. In the garment sector, where brand image and character are important, client brand 

contribution is essential. Brands that can create the groundwork for strong relationships with their 

customers are likely to see higher levels of loyalty, support, and repeat purchases (Kemp, E. 2020). 

Considering the rising corpus of research on user-centric tactics and consumer behavior, 

considerable information gaps remained, notably in the clothes sector (Tajuddin, S. T. 2018). 

Even though it was clear that personalized experiences and interactive communication 

could positively influence consumer perceptions and attitudes, the specific mechanisms by which 

these strategies translated into purchase decisions in the clothing market were poorly understood 

(Zhang, X., & Dong, F. 2020). Furthermore, the significance of consumer brand engagement in 

moderating the link between user-centric tactics and purchase decisions has not been well 

investigated. While it was obvious that engaged customers were more inclined to make repeat 

purchases and advocate for businesses, the specifics of this connection required further 

examination (Waymer, D., 2021). The clothing market is at a turning point in its growth, with the 

rise of online sales and shifting customer tastes transforming the industrial landscape. Personalized 

strategies grew more significant as firms attempted to understand and address the demands of 

individual customers (Haukipuro, L. 2019). However, there were substantial gaps in our 

understanding of how these methods affected customer behavior, notably in the clothes sector. 
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Considering the function of customer brand engagement as a mediating factor in the 

interaction between user-centric tactics and purchase choices was critical for companies seeking 

to remain competitive. Brands can improve loyalty, advocacy, and, eventually, revenue by 

cultivating greater emotional relationships with customers. As a result, further study into these 

dynamics was required for firms looking to optimize their marketing tactics and improve consumer 

interactions in the garment industry and beyond. 

1.3 Research Gap Analysis  

Identifying customer behavior and the efficiency of marketing techniques is critical for 

firms, especially in competitive areas like the clothing industry. As the digital revolution began to 

affect consumer behavior, significant research gaps appeared around the impact of user-centric 

tactics on customer decisions, particularly in the clothes industry (Rane, N., Choudhary, S., & 

Rane, J. 2023). Existing research lacks specificity for the clothing industry, frequently 

concentrating on broad sectors rather than considering the unique dynamics of clothes purchasing. 

While studies give insights into general consumer trends and preferences, they fall short of 

capturing the complexities of the clothes industry, where variables such as rapidly changing 

fashion trends and intense brand competition have a substantial influence on customer behavior. 

As a result, there is a lack of information about how user-centric tactics impact customer decisions 

in the clothing industry (Lettmann, S. 2022). Furthermore, while numerous studies concentrate on 

components of user-centric tactics, they frequently neglect the overall impact. This leads to a 

fragmented knowledge of how methods like personalization and interactive communication impact 

customer behavior (Abrell, T. 2021). A thorough examination of these methods is required to 

appreciate their combined influence, particularly in the clothing sector. Furthermore, the function 

of consumer brand engagement as a link between user-centric strategies and purchase decisions 

has not been well investigated (Lai, P. C., 2020). While linked shoppers are obliged to demonstrate 

brand dedication and make repeat purchases, current research typically focuses on the outcomes 

of brand commitment rather than its core tools. Understanding how user-centric strategies affect 

brand engagement and, in turn, influence purchase decisions is essential, especially in the clothing 

market where brand identity is crucial (Tom Dieck, M. C. 2019). Implementing focus on users’ 

methods across channels is especially important in the clothing industry, where customers may 

look online yet prefer to try on clothes in-store before making a purchase.  
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Overcoming these research gaps is critical for organizations looking to improve their 

marketing tactics and consumer connections, especially in the garment industry. Future studies 

should concentrate on understanding the cumulative impact of user-centric tactics, the mediating 

function of brand engagement, the integration of strategies across channels, and the changing 

nature of consumer behavior over time. By using a variety of research methodologies and 

considering the dynamics of the clothing market, researchers can provide valuable insights for 

organizations striving to remain competitive in a rapidly changing modern environment. 

1.4 Problem Statement  

The study investigates the complicated interaction between user-centric methods, such as 

personalized experiences and interactive communication, and customer behavior in the garment 

business. While these strategies are routinely used to increase engagement and sales, their exact 

impact on purchase decisions is unknown. The study's specific goal is to understand how 

personalized experiences and interactive communication help to develop customer brand 

engagement—an emotional connection and degree of participation with a company—and how this 

engagement impacts purchase decisions. The study aims to give deeper insights into consumer 

behavior dynamics in the clothing sector by identifying the processes via which these approaches 

impact customer brand engagement and subsequent purchase decision. This understanding is 

critical for organizations operating in this sector because it can inform the development of more 

effective marketing strategies tailored to consumer preferences, thereby increasing 

competitiveness, and facilitating long-term growth within the dynamic landscape of the clothing 

industry. 

1.5 Research Questions  

1. What is the impact of Personalization on purchase decisions? 

2. What is the impact of content marketing on purchase decisions? 

3. What is the impact of social media marketing on purchase decisions? 

4. How customer brand engagement significantly mediates between user centric strategies and 

purchase decisions?  

1.6 Research Objectives  

1. To investigate the impact of Personalization on purchase decisions. 

2. To investigate the impact of content marketing on purchase decisions. 
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3. To investigate the impact of social media marketing on purchase decisions. 

4. To investigate the mediating role of brand engagement in between user centric strategies and 

purchase decisions. 

1.7 Research Significance   

From a scientific standpoint, this study adds to the collection of knowledge by providing 

genuine facts on how user centric approaches like personalization, content promotion, and social 

media showing effect item of clothing purchase decisions. These techniques have gained 

popularity due to their ability to increase customer engagement and promote purchase behavior. 

However, while there is theoretical support for the success of these tactics, actual data remains 

limited, particularly in certain industries such as clothing. This study fills a gap in the literature by 

doing detailed research and providing insights into the true impact of user centric methodologies 

on purchasing decisions. For example, it may identify whether personalized suggestions or targeted 

content resulted in increased buy intentions among clothes shoppers. This empirical information 

helps to deepen our knowledge of consumer behavior, particularly in the context of the clothes 

market. 

Furthermore, the review investigates the intermediating potential of purchaser brand 

association in these relationships. Client brand commitment refers to clients' deep affiliation with 

and support for a brand. While it is often assumed that interested purchasers would make repeat 

purchases and develop brand loyalty, the cycles by which commitment influences purchase 

decisions remain unknown. By investigating this mediating function, the study gives light on how 

user-centric initiatives impact customer brand engagement and, as a result, purchase choices. For 

example, it may reveal that personalized contacts with a brand result in greater emotional ties, 

increasing buy intention among clothes shoppers. Understanding these mechanisms adds to 

theoretical advancement in marketing and consumer behavior by providing insights into how 

organizations might effectively communicate with their customers. 

Practically speaking, the conclusions of this study have important consequences for 

clothing-related firms. Understanding how user-centric techniques influence purchase decisions 

allows firms to fine-tune their marketing efforts to better match customer demands and 

preferences. For example, if the study finds that personalized suggestions greatly improve 

purchase intention, clothing businesses can allocate more resources to producing personalized 
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marketing efforts. Similarly, understanding the mediating function of customer brand engagement 

may help firms develop their brand-consumer interactions. As a result, if research reveals that 

social media commitment has a positive impact on brand commitment, clothing companies may 

focus on providing engaging and powerful associations across virtual entertainment stages. 

Finally, using the findings of this study can result in significant benefits for garment 

projects. Upgraded advertising strategies tailored to shopper preferences may result in increased 

consumer loyalty and devotion, as well as higher sales and profits. Furthermore, by strengthening 

brand-purchaser relationships, companies may differentiate themselves from competitors and 

acquire a long-term advantage in the clothing industry. 
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Chapter 2 

Literature Review 

2.1 Chapter Overview 

The literature review chapter will comprehensively examine existing research on the 

impact of user-centric strategies—personalization, content marketing, and social media 

marketing—on purchase decisions in the clothing market, focusing on the mediating role of 

customer brand engagement. The chapter will begin by highlighting the significance of 

understanding how these strategies influence consumer behavior. It will delve into personalization, 

exploring how tailored experiences and communications can increase consumer satisfaction and 

loyalty, leading to higher purchase intentions. The substance marketing part will discuss the 

effectiveness of various drug kinds in increasing brand awareness and trust, hence boosting 

consumer interest and choices. The online entertainment advertising audit will investigate the role 

of virtual entertainment communications, powerful collaborations, and commitment metrics in 

shaping purchasing behavior. The part will also study the dependent variable, buy decision, by 

looking at shopper dynamic models and methods of acting designed for the dress market. Client 

engagement with the brand, as an intervening variable, will be examined in terms of its local, 

mental, and societal implications, focusing on what commitment implies for purchasing decisions. 

The hypothetical model will combine these characteristics, which are supported by systems such 

as the Hypothesis of Arranged Behavior, to outline hypothesized linkages. Speculations will be 

developed to suggest expected links, such as the beneficial benefits of personalization, content 

promotion, and virtual entertainment displaying on purchasing decisions and the mediating role of 

brand engagement. The chapter will conclude by summarizing key points and setting the stage for 

the methodology chapter, ensuring a strong theoretical foundation for the research. 

2.2 Clothing Industry of Pakistan 

The current clothing industry in Pakistan is a dynamic and rapidly evolving sector, playing 

a significant role in the country's economy. Known for its rich clothing heritage, Pakistan's clothing 

market encompasses a broad spectrum of products, from traditional attire to contemporary fashion, 

catering to both domestic and international consumers (Raza, 2021). The industry is characterized 

by a blend of well-established brands and emerging designers, contributing to a diverse and 
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competitive market environment. In the context of user-centric strategies, the Pakistani clothing 

market is witnessing significant transformations driven by personalization, content marketing, and 

social media marketing, aimed at enhancing customer brand engagement and influencing purchase 

decisions (Shereen, 2024). 

Personalization in Pakistan's clothing industry is increasingly becoming a key strategy for 

brands seeking to differentiate themselves in a crowded marketplace. With advancements in data 

analytics and customer relationship management systems, many clothing brands are now able to 

offer personalized shopping experiences (Fatima and Gul, 2021). This includes updated product 

choices, personalized marketing messaging, and personalized customer service. For instance, 

brands like Khaadi and Gul Ahmed have been leveraging customer data to offer more personalized 

shopping experiences both online and in physical stores. These efforts are aimed at creating a more 

relevant and engaging shopping experience that meets the unique preferences of individual 

customers, thereby increasing customer satisfaction and loyalty (Waqar, 2020). 

Content marketing has also been an important component of Pakistani clothing businesses' 

marketing strategies. Recognizing the importance of storytelling and value-driven content, 

businesses are investing in creating high-quality content that resonates with their target audience. 

This includes fashion blogs, behind-the-scenes videos, styling tips, and customer testimonials 

(Almirah, 2020). The use of content marketing helps in building brand awareness and establishing 

a brand’s authority in the fashion industry. For example, Khaadi and Gul Ahmed have successfully 

utilized content marketing to highlight their seasonal collections and fashion trends, which not 

only informs but also engages their audience, fostering a deeper connection with the brand 

(Shabbir et al., 2019). 

Given the widespread use of social media platforms such as Facebook, Instagram, and 

TikTok, online entertainment promoting is yet another essential method in the Pakistani clothing 

sector. These stages have become critical tools for fashion firms to connect with their target 

audience, promote their products, and build brand networks (Jabir and Nawaz, 2021). Social media 

marketing efforts in Pakistan often include influencer collaborations, social media contests, and 

interactive campaigns that encourage user-generated content. Brands like Sana Safinaz and Maria 

B have effectively used social media to showcase their collections, engage with customers, and 

drive online sales. The interactive nature of social media allows these brands to receive immediate 
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feedback from their audience, adjust their strategies in real-time, and maintain a continuous 

dialogue with their customers (Ali & Siddiqui, 2021). 

Customer brand engagement in the Pakistani clothing market is being significantly 

enhanced through these user-centric strategies. Engaged customers are more likely to develop 

emotional connections with brands, exhibit higher loyalty, and become brand advocates (Hassan 

and Umair, 2023). The focus on personalization, content marketing, and social media marketing 

helps brands to create meaningful interactions that go beyond transactional relationships. For 

instance, by providing personalized shopping experiences, brands can make customers feel valued 

and understood, which enhances emotional engagement. Similarly, content marketing that offers 

valuable and entertaining content can capture the cognitive interest of consumers, while social 

media marketing enables behavioral engagement through likes, shares, and comments (Kashif and 

Sarosh, 2019). 

The clothing market in Pakistan is not without its challenges. Issues such as market 

saturation, competition from international brands, and changing consumer preferences pose 

significant hurdles. Moreover, economic volatility and fluctuating disposable income levels in the 

country can impact consumer spending on clothing (Lalit, 2022). Despite these challenges, the 

market also presents numerous opportunities. The growing middle class, increasing internet 

penetration, and rising fashion consciousness among Pakistani consumers create a fertile ground 

for innovative marketing strategies (Ahmad et al., 2021). The fashion industry in Pakistan is a 

dynamic and serious one, with user centric approaches such as personalization, content promotion, 

and virtual entertainment displaying playing critical roles in influencing purchase decisions. These 

tactics help companies increase client brand commitment, manufacture passion, and differentiate 

themselves in a crowded market. Pakistani clothing businesses are ideally positioned to address 

the changing needs of their customers and promote company growth by focusing on creating 

personalized and engaging experiences (Hussain and Khan, 2022). 

2.3 User Centric Strategies in Clothing Industry 

User centric approaches in the garment industry revolve around placing the client at the 

center of all marketing, planning, and administrative efforts. These methods aim to improve the 

overall customer experience by tailoring products and communications to the unique needs and 

preferences of individual buyers (Ashok, 2023).In the clothing industry, where fashion trends and 
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consumer preferences can change rapidly, adopting user-centric strategies can significantly 

improve customer satisfaction, loyalty, and ultimately, sales (Nikhil, 2021). Personalization 

involves customizing products, services, and communication to align with individual customer 

preferences. Personalization in the clothing sector may take numerous forms, such as revised 

garment ideas, customized proposals based on previous purchases, and customized marketing 

messaging (Maxwell, 2021). Brands employ information gathering to get insights into their 

customers' behavior, preferences, and purchasing history. This information aids in creating 

customized shopping experiences. Furthermore, manufacturers such as Nike provide 

customization options, allowing customers to design their own shoes, selecting types, materials, 

and designs to create an extraordinary product (Willey, 2021). 

Content marketing has also been an important component of Pakistani clothing businesses' 

marketing strategies. Recognizing the importance of storytelling and value-driven content, 

companies are investing in creating exceptional content that resonates with their target audience 

(Khawar, 2020). This process includes fashion blogs, behind-the-scenes videos, styling tips, and 

customer testimonials. The use of content marketing helps in building brand awareness and 

establishing a brand’s authority in the fashion industry. For example, Khaadi and Sana Safinaz 

have successfully utilized content marketing to highlight their seasonal collections and fashion 

trends, which not only informs but also engages their audience, fostering a deeper connection with 

the brand (Vladamir, 2023). 

Virtual entertainment advertising uses platforms such as Instagram, Facebook, TikTok, and 

Twitter to connect with customers, build brand awareness, and promote products. The clever 

concept of virtual entertainment allows businesses to communicate directly with their target 

audience, respond to feedback, and create a community around their image (Zara and Sehar, 2021). 

Powerhouse marketing is an important component of the fashion industry's online entertainment 

strategy. Brands collaborate with powerhouses who have a large following and align with their 

image picture to reach a larger audience. For example, Design Nova has built a media presence by 

cooperating with powerhouses and celebrities who showcase their products, resulting in increased 

visibility and sales (Kara, 2019). 

Empowering clients to create and share their own content, including a brand's products, 

may be a powerful method. User-centric content includes photos, reviews, and videos created by 
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customers and shared on social media or the brand’s website. This content serves as social proof, 

influencing potential buyers by showcasing real-life use and endorsement of the products (Siarah, 

2023). Actively seeking and incorporating customer feedback into product development and 

service improvement is crucial. Brands can use surveys, reviews, and direct customer interactions 

to gather insights about what consumers like and dislike (Mirzai, 2020). Providing an identical 

purchasing experience across multiple channels on the online, portable, and in-store is critical in 

the current retail climate (Ontic and Javed, 2022). Pakistani rands have invested in integrating their 

online and offline operations, offering services like in-store pick-up for online orders, mobile apps 

with personalized features, and consistent customer service across all touchpoints. This approach 

not only enhances convenience for customers but also improves their overall shopping experience 

(Shameela and Bushra, 2023). 

Executing loyalty initiatives and incentives systems can increase repeat purchases and 

build long-term customer relationships. These initiatives may include focus-based prizes, choose 

constraints, early access to new assortments, and personalized offers (Honey and Daren, 2019). As 

purchasers grow more conscious of environmental and moral concerns, including manageable and 

moral practices has become a fundamental component of user centric strategies. Brands that 

emphasize manageability and straightforwardness can attract and retain clients who value these 

attributes. Clothing companies built their brand identities around sustainability, offering products 

made from eco-friendly materials and providing information about their supply chain practices. 

By aligning with the values of their target audience, these brands create deeper connections and 

foster loyalty (Teena and Wrung, 2020). 

User centric processes in the clothing industry revolve around recognizing and addressing 

the specific needs and preferences of clients. Clothing businesses may create a truly compelling 

and rewarding purchasing experience by utilizing personalization, content promotion, online 

entertainment commitment, client-created material, client involvement, omni-channel encounters, 

loyalty programs, and viable works on. These approaches help in attracting and retaining clients, 

as well as developing serious areas of strength for a client with a foundation that fosters long-term 

commercial success. 
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2.4 Impact of Personalization 

Personalization in the clothing industry significantly impacts customer experience and buy 

choices by fitting items, administrations, and correspondence to individual client inclinations. This 

strategy involves leveraging customer data to create customized shopping experiences, which 

enhances customer satisfaction, loyalty, and overall engagement with the brand (Hadia, 2023). One 

of the essential ways personalization influences the clothing business is through tweaked item 

suggestions. Clothing brands utilize progressed calculations and information examination to break 

down a client's previous buys, perusing conduct, and inclinations (Jimmy and Perriman, 2018). 

These experiences empower them to propose items that are bound to interest individual clients. 

This not just makes the shopping experience more applicable and helpful yet in addition improves 

the probability of change and rehash buys (Unthinkable and Sumair, 2023). For instance, when a 

customer sees recommendations that closely match their style and preferences, they are more likely 

to make a purchase. 

Moreover, personalization extends to tailored marketing messages. Clothing brands use 

data to segment their customer base and send targeted emails or advertisements that cater to 

specific customer groups (Natalia, 2021). Brands might send an email to shoppers who have 

recently communicated interest in comparative styles, featuring another assortment or telling them 

of a deal on merchandise they have perused however didn't buy. Customized showcasing 

correspondences are more captivating and fruitful than conventional ones, bringing about 

expanded open rates, navigate rates, and, eventually, deals (Monique, 2021). Another significant 

impact of personalization is seen in the customization of products. Brands offer options for 

customers to design their own clothing and accessories. This could include choosing colors, 

materials, and even adding personalized text or graphics (Tenda and Cheragh, 2023). Such 

customization options provide customers with a unique product that reflects their personal style, 

enhancing the value and appeal of the product. This level of personalization can create a strong 

emotional connection between the customer and the brand, fostering loyalty and encouraging 

repeat purchases (Vani, 2021). 

In-store experiences can also be personalized. Retailers like Nordstrom and Zara use 

customer data to enhance the in-store shopping experience. Sales associates can access customer 

profiles to provide personalized recommendations and service (Angelino, 2019). Moreover, in-
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store innovation, like shrewd mirrors, permits clients to perceive how various outfits look on them 

without giving them a shot truly, considering their past buys and inclinations. This innovation 

makes a consistent and charming shopping experience, causing clients to feel esteemed and 

grasped (Kanwal, 2021). Personalization likewise assumes a urgent part in client care. Brands that 

utilization client information to customize associations can address clients by name, review their 

inclinations, and give custom-made help. For instance, a client connecting for help about a past 

buy can get quicker and more significant assistance if the help group approaches their buy history 

and inclinations (Tamara, 2022). This degree of customized administration can essentially upgrade 

consumer loyalty and faithfulness. 

The influence of personalization on consumer loyalty is significant. Customers are more 

likely to return to a company that they believe understands and caters to their specific requirements 

and preferences (Zeynap, 2023). Personalization makes clients feel valued and appreciated, 

strengthening their emotional attachment to the business. This loyalty is critical for long-term 

economic success, as keeping existing consumers is typically less expensive than recruiting new 

ones (Svetlana, 2019). As well as improving client dependability, personalization can likewise 

drive informal exchange showcasing. Fulfilled clients who get customized encounters are bound 

to impart their positive encounters to loved ones or via online entertainment. This can prompt new 

client securing as potential clients become keen on attempting a brand that is known for offering 

customized and top-notch encounters (Machrie, 2019). 

Besides, personalization can further develop client maintenance by making a seriously 

captivating and fulfilling shopping experience. At the point when clients get customized proposals, 

offers, and administration, they are less inclined to search somewhere else for their dress 

requirements. This assists in diminishing with stirring rates and keeping a steady client base (Vikas 

and Ahmed, 2023). Personalization in the dress business fundamentally affects client experience 

and buy choices. By utilizing information to tailor item proposals, promoting messages, and client 

support, brands can make a more significant, helpful, and charming shopping experience. This 

prompt expanded consumer loyalty, faithfulness, and commitment, which are significant for 

driving deals and long-haul business achievement. Brands that really carry out personalization 

methodologies are strategically situated to hang out in a serious market and construct solid, 

enduring associations with their clients. 
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2.5 Impact of Content Marketing  

Content marketing significantly impacts the clothing industry by enhancing brand 

visibility, building customer trust, and fostering deeper engagement with the target audience. This 

methodology includes making and sharing significant, important, and predictable substances to 

draw in and hold a plainly characterized crowd (Chaudhry, 2020). In the clothing industry, effective 

content marketing can drive consumer behavior and influence purchase decisions, contributing to 

overall business success. One of the primary impacts of content marketing is increased brand 

awareness. Through different substance structures, for example, blog entries, lookbooks, 

recordings, and virtual entertainment refreshes, clothing brands can exhibit their items, image 

story, and values to a wide crowd (Atiya and Saleh, 2018). For instance, brands use their websites 

and social media platforms to regularly publish content about new collections, fashion trends, and 

styling tips. This consistent and high-quality content helps these brands stay top-of-mind with 

consumers and attract new customers (Kimmy, 2020). As potential clients over and over 

experience the brand's substance, they become more acquainted with the brand, which can improve 

the probability of them making a buy. 

Content promoting likewise assumes a significant part in building trust and validity. By 

providing informative and engaging content, brands can establish themselves as experts in the 

fashion industry (Granger, 2023). Clothing brand that publishes articles on sustainable fashion 

practices or offers advice on maintaining and styling clothes positions itself as a knowledgeable 

and trustworthy source. This skill can construct customer trust in the brand, making them bound 

to pick its items over those of contenders (Anjali, 2020). Additionally, transparent, and authentic 

content about the brand’s values, production processes, and social responsibility initiatives can 

enhance brand credibility and foster trust among consumers. One more huge effect of content 

promoting is the improvement of client commitment. Drawing satisfaction energizes 

communication, conversation, and dividing between clients, making a feeling of local area around 

the brand (Varus and Danny, 2019). Virtual entertainment stages are especially powerful for this 

reason. Brands use Instagram, Facebook, and Twitter to post outwardly engaging substance, in the 

background recordings, and client produced content. These posts grandstand the brand's character 

and values as well as urge supporters to connect by preferring, remarking, and sharing. Elevated 

degrees of commitment can develop the profound association between the brand and its clients, 

prompting expanded devotion and rehash buys (Subbaiah, 2019). 
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Content showcasing can likewise direct people to a brand's site and lift online deals. Search 

engine-oriented blog entries, articles, and recordings can further develop a brand's web index 

rankings, making it more straightforward for likely clients to find the brand on the web (Karishna, 

2020). Force to be reckoned with joint efforts are one more compelling substance showcasing 

procedure in the clothing business. Collaborating with style powerhouses who have a huge and 

drawn in following can enhance a brand's span and effect (Vandiver, 2019). Powerhouses can make 

content highlighting the brand's items, share their legit audits, and grandstand various ways of 

styling the things. This kind of happy is especially strong in light of the fact that it use the trust 

and impact that these characters have with their crowd. For instance, when a notable design blogger 

includes a dress brand in their posts or recordings, it can prompt a critical expansion in brand 

perceivability and deals (Zeeruk, 2022). Client produced content is a fundamental part of content 

promoting that considerably affects the dress business. Empowering clients to share their own 

photographs and audits of items via virtual entertainment or the brand's site can give credible and 

appealing substance (Farooq, 2020). Marks frequently highlight client photographs and tributes in 

their promoting efforts. UGC fills in as friendly confirmation, showing potential clients how 

genuine individuals use and partake in the brand's items. This genuineness can firmly impact buy 

choices, as purchasers are bound to trust the assessments of individual clients over customary ads 

(Shakuntla, 2019). 

Moreover, satisfied advertising helps in sustaining client connections and improving client 

maintenance. Giving important substance that tends to the necessities and interests of clients can 

keep them drew in with the brand over the long haul (Marvin, 2023). For example, sending 

customized content, for example, style tips, selective sneak peaks, and dependability awards to 

existing clients can cause them to feel esteemed and appreciated. This continuous commitment can 

fortify client dependability and support rehash buys (Granger, 2019). Content advertising in the 

attire business altogether influences brand mindfulness, trust, and client commitment. By reliably 

creating and sharing important substances, brands can situate themselves as specialists, fabricate 

an unwavering local area, drive site traffic, and lift deals. The essential utilization of powerhouse 

coordinated efforts, client produced content, and customized correspondence further upgrades the 

adequacy of content advertising. Brands that execute content advertising techniques can make 

significant associations with their crowd and make long haul business progress. 
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2.6 Impact of Social Media Marketing  

Virtual entertainment showcasing has on a very basic level reshaped the scene of the dress 

business, introducing another period of brand-shopper communication, item advancement, and 

client commitment. In this advanced age, stages like Instagram, Facebook, TikTok, and Twitter 

have become imperative devices for clothing brands looking to associate with their interest group, 

increase brand perceivability, and drive deals (Beverly, 2023). The impact of social media 

marketing in the clothing industry is multifaceted, encompassing various aspects that collectively 

contribute to the success and growth of brands in an increasingly competitive market. At the heart 

of social media marketing lies the concept of brand visibility. Through regular and strategic posting 

of content, clothing brands can effectively showcase their products, brand identity, and values to a 

global audience (Wendy and Romero, 2021). Visual platforms like Instagram are particularly 

conducive to this endeavor, allowing brands to curate visually appealing feeds that capture the 

essence of their brand and resonate with their target demographic. By leveraging features such as 

hashtags, geotags, and tagging relevant accounts, brands can extend their reach and attract new 

followers who align with their aesthetic and values. As a result, social media serves as a powerful 

vehicle for increasing brand awareness and establishing a strong online presence (Archna, 2019). 

Besides, online entertainment advertising works with immediate and significant 

commitment among brands and customers. Not at all like customary types of publicizing, virtual 

entertainment stages empower two-way correspondence, permitting brands to cooperate with their 

crowd progressively (Sudesh, 2020). Through likes, remarks, direct messages, and intelligent 

substance, brands can cultivate a feeling of local area and fabricate associations with their 

supporters. Powerhouse coordinated efforts further intensify this commitment by utilizing the 

validity and reach of confided in characters inside the design business (Shkeela, 2022). By 

cooperating with powerhouses whose crowd lines up with their objective segment, brands can 

arrive at new clients and assemble trust through bona fide support and item proposals. As well as 

cultivating commitment, social media promoting assumes a critical part in driving site traffic and 

working with deals. By decisively advancing items, restrictive offers, and deals occasions via 

online entertainment stages, brands can urge devotees to visit their site and make buys (Stephnie, 

2019). Shoppable posts, item labels, and swipe-up joins smooth out the buying system, giving a 

consistent shopping experience to purchasers. Besides, social media publicizing offers profoundly 

designated and financially savvy choices for arriving at potential clients in light of their 
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socioeconomics, interests, and online way of behaving. By utilizing the high level focusing on 

capacities of virtual entertainment stages, brands can improve their publicizing spend and expand 

their profit from venture (Boggy and Chris, 2020). 

Moreover, virtual entertainment fills in as a significant wellspring of buyer bits of 

knowledge and statistical surveying for dress brands. By observing remarks, specifications, and 

direct messages, brands can acquire important criticism in regard to purchaser inclinations, 

patterns, and trouble spots (Henderson, 2019). This ongoing input circle empowers brands to 

remain lithe and responsive, changing their item contributions, showcasing methodologies, and 

brand informing to all the more likely line up with the requirements and wants of their ideal interest 

group. Also, social listening instruments and examination stages furnish brands with important 

information and significant bits of knowledge into their crowd socioeconomics, commitment 

measurements, and content execution, engaging them to settle on informed choices and advance 

their virtual entertainment showcasing endeavors (Natalia, 2020). Additionally, online 

entertainment advertising adds to mark support and dedication by cultivating positive brand feeling 

and verbal exchange references. Fulfilled clients are bound to share their positive encounters via 

virtual entertainment, filling in as brand envoys and enhancing the span and effect of the brand's 

informing. Brands that focus on client support and commitment via virtual entertainment can 

develop a dependable local area of brand advocates who effectively advance and embrace the 

brand to their informal communities (Harish and Ishaq, 2020). 

Online entertainment showcasing has arisen as a foundation of progress for dress brands in 

the computerized age. By utilizing the force of online entertainment stages to increment brand 

perceivability, drive commitment, work with deals, accumulate purchaser bits of knowledge, and 

encourage brand support and devotion, clothing brands can really explore the intricacies of the 

advanced commercial center and position themselves for long haul development and achievement. 

As social media proceeds to develop and shape purchaser conduct, brands should stay versatile 

and imaginative in their methodology, persistently looking for new chances to associate with their 

crowd and convey esteem in a consistently changing advanced scene. 

2.7 Mediating Role of Customer Brand Engagement  

The mediating role of customer brand engagement refers to the process through which the 

level of engagement that consumers have with a brand act as an intermediary factor that influences 
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the relationship between user-centric strategies and purchase decisions (Dinsmore, 2018). In the 

context of the clothing industry, customer brand engagement encompasses various interactions, 

emotions, and connections that individuals experience with a clothing brand. This engagement can 

manifest in different forms, such as active participation on social media, positive word-of-mouth 

recommendations, loyalty to the brand, and emotional attachment to its products (Kendra, 2020). 

Client driven techniques, like personalization, content advertising, and virtual entertainment 

showcasing, are intended to improve the general client experience and cultivate further 

associations among shoppers and brands (Anderson, 2022). These methodologies expect to 

comprehend and satisfy the interesting necessities and inclinations of individual clients, 

consequently expanding brand partiality and reliability. In any case, the effect of these procedures 

on buy choices might be intervened or impacted by the degree of client brand commitment 

(Kavkaz, 2021). 

While a dress brand executes customized suggestions in view of a client's previous buys 

and inclinations, it upgrades the client's feeling of association and importance with the brand 

(Adeela, 2019). This expanded commitment might prompt more elevated levels of trust, 

fulfillment, and reliability, eventually impacting the client's choice to make a buy from the brand 

from here on out. Essentially, happy promoting endeavors that resound with shoppers on an 

individual level and summon positive feelings can develop their commitment with the brand, 

making them bound to pick the brand's items over those of contenders (Fernandz, 2019). Online 

entertainment promotion plays a huge part in encouraging client brand commitment by giving 

stages to coordinate connection, local area building, and brand support. At the point when 

customers effectively draw in with a brand's virtual entertainment content, share their encounters 

with companions and devotees, and partake in discussions about the brand, they become more 

genuinely put resources into the brand and its items (Maria, 2021). This uplifted commitment can 

impact their buy choices and add to long haul brand reliability. 

Besides, client brand commitment fills in as a type of social verification that impacts the 

discernments and ways of behaving of different shoppers (Romero, 2020). Positive encounters 

shared by connected clients can motivate trust and trust in the brand among possible clients, 

prompting expanded brand mindfulness and thought. Alternately, negative encounters or absence 

of commitment might discourage possible clients from picking the brand, featuring the 
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significance of encouraging significant associations with customers (Andera, 2023). The 

interceding job of client brand commitment highlights the meaning of areas of strength for building 

significant associations with shoppers in the clothing business. By focusing on client driven 

techniques that improve commitment and association with the brand, clothing brands can impact 

buy choices and develop a dedicated client base. Perceiving the interconnectedness between client 

driven procedures, client brand commitment, and buy choices is fundamental for brands trying to 

flourish in a cutthroat commercial center and construct getting through associations with their 

clients. 

2.8 Purchase Decisions 

Buy choices with regards to client driven techniques and client brand commitment inside 

the dress business address the summit of different factors, impacts, and cycles that guide customers 

in choosing and gaining clothing items (Waterhouse and Coopers, 2022). Understanding the 

complexities of procurement choices is urgent for clothing brands looking to upgrade their 

showcasing procedures, improve consumer loyalty, and drive deals. In this conversation, we 

investigate the diverse idea of procurement choices, considering the jobs of client driven systems, 

client brand commitment, and other key factors that shape customer conduct in the attire business 

(Mojapelo, 2023). At its center, a buy choice includes the mental interaction through which 

shoppers assess accessible other options, weigh different elements, and at last pick an item or 

administration that best fulfills their requirements and inclinations. In the context of the clothing 

industry, consumers may consider a wide range of factors when making purchase decisions, 

including product quality, price, style, brand reputation, convenience, and personal preferences 

(Venkatesh, 2019). 

Client driven procedures, like personalization, content promoting, and virtual 

entertainment showcasing, assume a huge part in impacting buy choices by improving the general 

client experience and directing purchasers through the dynamic cycle (Ozbek et al., 2019). 

Personalization, for instance, permits brands to fit item suggestions and advertising messages to 

individual inclinations, making the shopping experience more applicable and drawing in for 

buyers. By utilizing information examination and client bits of knowledge, brands can distinguish 

examples and patterns in buyer conduct, empowering them to convey customized encounters that 

resound with their ideal interest group (Gong et al., 2020). Content showcasing likewise assumes 
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a crucial part in forming buy choices by giving important data, motivation, and diversion to 

purchasers. Through convincing substance, for example, blog entries, recordings, and online 

entertainment refreshes, clothing brands can teach buyers about their items, feature their image 

values and character, and motivate them to make buys (Bisham, 2019). Content that reverberates 

with customers on a profound level can make areas of strength for a with the brand, impacting 

their buy choices and cultivating brand reliability. 

Likewise, social media showcasing fills in as an integral asset for driving buy choices by 

expanding brand perceivability, encouraging commitment, and working with item disclosure. 

Online entertainment stages like Instagram, Facebook, and TikTok give valuable chances to brands 

to grandstand their items, collaborate with shoppers, and make a feeling of local area around their 

image (Minha and Suriya, 2020). Powerhouse joint efforts, client produced content, and designated 

publicizing further enhance the effect of social media showcasing on buy choices, as shoppers are 

presented to legitimate supports and suggestions from confided in sources (Emily and Basko, 

2020). 

Notwithstanding client driven procedures, client brand commitment assumes an essential 

part in molding buy choices inside the dress business. Drawn in clients who feel areas of strength 

for a with a brand are bound to make rehash buys, prescribe the brand to other people, and 

supporter for the brand via social media (Durjan, 2018). By cultivating significant associations 

with shoppers and making positive brand encounters, clothing brands can impact buy choices and 

drive client steadfastness. Besides, buy choices are affected by different outer variables and 

situational factors that might influence shopper conduct. Financial circumstances, social patterns, 

social impacts, and individual inclinations all assume a part in molding buy choices inside the 

dress business (Hanafi Zadeh and Byron, 2019). Customers might be affected by style, peer 

suggestions, big name supports, or special offers while going with buy choices. Moreover, 

situational factors like time requirements, financial plan contemplations, and the accessibility of 

choices might impact the dynamic interaction (Venkatesh and Davis, 2019). 

Besides, the buy dynamic interaction is many times described by a progression of stages, 

including mindfulness, thought, buy, and post-buy assessment (Gabrielle, 2019). Clothing brands 

should see each phase of the shopper excursion and design their showcasing procedures in like 

manner to direct customers through the dynamic cycle (Anita, 2023). For instance, brands might 
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utilize designated publicizing and special proposals to bring issues to light of their items, give 

definite item data and client audits to work with thought, and proposition consistent checkout and 

client service to energize buy and fulfillment. Buy choices with regards to client driven techniques 

and client brand commitment inside the attire business are complicated and diverse cycles that 

include different elements, impacts, and contemplations. By utilizing client driven procedures like 

personalization, content showcasing, and social media advertising, clothing brands can upgrade 

the general client experience, impact buy choices, and drive client unwaveringness. Also, figuring 

out the outer and situational factors that influence shopper conduct and perceiving the phases of 

the buy dynamic cycle are fundamental for brands looking to improve their advertising procedures 

and augment their effect in the present serious commercial center. 

2.9 Theoretical Framework 

The theoretical structure fills in as the calculated establishment that directs an exploration 

study, giving a system to understanding, dissecting, and deciphering the peculiarities being 

scrutinized. With regards to the effect of client driven techniques on buy choices with the 

intervening job of client brand commitment in the attire business, the hypothetical structure frames 

the hypothetical ideas, models, and connections that illuminate the examination speculations and 

guide the information examination. At the center of the hypothetical structure are the vital builds 

or factors associated with the review. For this situation, the autonomous factors are client driven 

systems, including personalization, content showcasing, and online entertainment promoting. 

These factors address the procedures utilized by clothing brands to upgrade the client experience, 

draw in with shoppers, and impact buy choices. The reliant variable is buying choice, which 

addresses the result or conduct of interest — the choice made by shoppers to buy clothing items. 

Furthermore, the hypothetical structure consolidates the idea of client brand commitment 

as a middle person in the connection between client driven procedures and buy choices. Client 

brand commitment addresses the level of inclusion, cooperation, and association that shoppers 

have with a dress brand. It envelops different types of commitment, including virtual entertainment 

associations, brand promotion, dependability, and close to home connection. The intervening job 

of client brand commitment proposes that the effect of client driven systems on buy choices is 

interceded or impacted by the degree of commitment that shoppers have to the brand. To 

additionally clarify the connections between these factors, the hypothetical system might draw 
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upon significant hypothetical points of view and models from existing writing. For instance, 

speculations of shopper conduct, for example, the Hypothesis of Arranged Conduct or the 

Innovation Acknowledgment Model, may give experiences into the elements that impact buy 

choices and the job of mental develops like perspectives, convictions, and aims. Also, hypotheses 

of brand commitment and relationship promoting may offer systems for understanding the 

elements of client brand communications and the variables that add to mark faithfulness and 

backing. 

2.9.1 Theory of Planned Behavior  

The Theory of Planned Behavior (TPB) is a psychological theory that delves into the 

complexities of human behavior, including consumer behavior in the clothing industry. Proposed 

by Icek Ajzen in the last part of the 1980s, TPB places that people's goals to participate in a 

particular way of behaving are impacted by three essential elements: perspectives, emotional 

standards, and saw conduct control. Mentalities toward the way of behaving, right off the bat, 

allude to people's very own assessments of the actual conduct. This assessment is formed by their 

convictions about the results related with the way of behaving and how they abstractly survey 

those results. For example, with regards to dress buys, shoppers might gauge the apparent 

advantages of purchasing from a specific brand or picking a particular style against their own 

inclinations and values.  

Besides, emotional standards assume a pivotal part in TPB. These standards mirror the 

apparent prevalent difficulty or impact from soul mates, like family, companions, or friends, in 

regard to the exhibition of the way of behaving. With regards to clothing buys, purchasers might 

think about the assessments and assumptions for other people, particularly those inside their groups 

of friends, while simply deciding. Positive or negative criticism from companions or powerhouses 

might influence their mentalities toward specific brands or styles. Finally, saw conduct control 

incorporates people's convictions about their capacity to effectively play out the way of behaving. 

It considers both interior and outside factors that might work with or block the conduct's execution. 

Factors like monetary assets, item accessibility, time limitations, and individual abilities all add to 

apparent command over dress buys. For example, buyers might feel more positive about their 

capacity to make a buy on the off chance that they see that they have sufficient cash, admittance 

to different choices, and adequate opportunity to shop. 
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With regards to the attire business, TPB gives significant bits of knowledge into why 

shoppers settle on specific buy choices and how mental elements impact their aims and ways of 

behaving. By grasping the transaction between mentalities, standards, saw control, and buy 

choices, advertisers can tailor their methodologies to successfully resound with purchasers' 

inspirations and inclinations, at last working on their capacity to draw in and impact customer 

conduct. Subsequently, TPB fills in as a fundamental structure for understanding and anticipating 

shopper conduct, illuminating showcasing techniques, and propelling information in the field of 

buyer brain science. 

2.9.2 Framework 

 

 

 

 

  

 

2.10 Research Hypothesis 

H1: Personalization has a significant impact on purchasing decision. 

H2: Content marketing has a significant impact on purchasing decision. 

H3: Social media marketing has a significant impact on purchasing decision. 

H4: Customer brand engagement significantly mediates between user centric strategies and 

purchasing decision.  
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Chapter 3 

Research Methodology 

3.1 Introduction 

This chapter outlines the methodological framework employed to investigate the Impact of 

User Centric Strategies on Purchase Decision with the Mediating Role of Customer Brand 

Engagement in the clothing market. It envelops different key parts, including the examination 

configuration, research instrument, populace and test size assurance, information assortment 

methodology, and information investigation techniques. By efficiently clarifying these 

components, the section gives a complete comprehension of how the review was directed, how 

information was accumulated, and the way in which they were examined. This systemic clearness 

guarantees straightforwardness and unwavering quality in the examination cycle, empowering 

perusers to survey the legitimacy and generalizability of the review discoveries and ends drawn 

from the exploration. 

3.2 Research Approach 

In the pursuit of impartiality, this study adopts a positive paradigm and employs 

quantitative research procedures. Specifically, a deductive research strategy is utilized, which 

commences with the formulation of hypotheses grounded in existing literature, followed by the 

development, and testing of research strategies to validate these hypotheses. Researchers 

rigorously analyze data and literature to either substantiate or challenge the proposed hypotheses. 

This deductive approach involves the formulation of a theory, generation of hypotheses, and 

empirical observation to validate these hypotheses. Moreover, exploration embraces a cross-

sectional methodology, lining up with the positivist way of thinking that has gathered significant 

consideration among researchers as of late (Jonker and Pennine, 2018). 

3.3 Research Design 

In the context of data collection, measurement, and analysis, the research design serves as 

the guiding framework, as highlighted by Mackey and Gass (2015). It delineates the methodology 

and procedures for gathering and evaluating knowledge. In this study, a positive methodology was 

adopted to align with the research objectives. A descriptive research design was employed to 

address the research questions, emphasizing quantitative methods, as suggested by Kumar (2019). 
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The investigation was complete, using a cross-sectional way to deal with focus on key discoveries 

and bits of knowledge. 

3.4 Research Strategy 

The exploration system picked for this study includes utilizing a survey plan, which uses 

poll innovations to gather data on different parts of human exercises, conditions, and convictions. 

Through this methodology, the review plans to accumulate information from members and survey 

it to reach inferences with respect to the writing subjects being scrutinized. The inductions drawn 

from the gathered information, especially concerning the proposed associations, are then exposed 

to quantitative examination for additional investigation and translation. This technique takes into 

consideration an orderly and organized way to deal with information assortment and examination, 

working with an extensive comprehension of the exploration questions and goals. 

3.5 Research Instrument 

To evaluate respondents' impression of the explored components, a normalized and 

versatile overview was utilized for information assortment. The information assortment process 

was done successfully, using a quantitative methodology and an overview instrument considering 

a 5-point Likert scale. The plan of the information assortment instrument stuck to a formerly 

approved normalized review utilized for get-together fundamental data. The poll utilized in this 

study was adjusted from laid out sources to guarantee its dependability and legitimacy. 

Specifically, the items related to Personalization were adapted from Bozkurt Ates, Damla Odzic, 

Sara (2023), while Content Marketing items were adapted from Omar Hamdan Mohammad 

Alkharabsheh (2021), and Social Media Marketing Strategies items from the same source. 

Additionally, Customer Brand Engagement items were adapted from Tatjana Michaela Constanze 

Gorgus (2016), and Purchase Decision items were adapted from Tasnim Alhelali (2023). 

3.6 Unit of Analysis 

The unit of analysis for this study has been specifically selected as clothing brands 

operating within Islamabad city. This choice implies that the focus of the research will be on 

examining and analyzing the behavior, strategies, and characteristics of clothing brands 

specifically situated in Islamabad. By narrowing the scope to this particular unit of analysis, the 

study aims to gain insights into the dynamics of the clothing market within the geographical 
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context of Islamabad, allowing for a more targeted and contextually relevant examination of the 

research topic. 

3.7 Population 

In this study, the research population consists of 300 customers from five specific clothing 

brands operating within Islamabad city: Sana Safinas, Khaadi, Gul Ahmed, Limelight, and 

Bonanza. These brands were selected as representatives of the broader population of clothing 

brands in Islamabad. Each brand offers a unique range of products, caters to different segments of 

the market, and has its own brand positioning and strategies. By focusing on these specific brands, 

the study aims to capture a diverse range of customer perspectives and experiences within the 

context of the clothing market in Islamabad. 300 customers of these brands have been selected aas 

targeted population. Analyzing the behaviors, preferences, and perceptions of customers from 

these brands provides valuable insights into how user-centric strategies influence purchase 

decisions and customer brand engagement in the local market. 

3.8 Sample Size 

The sample size of 169 customers was calculated using the Krejcie and Morgan table 

(1970), which gives guidance for choosing sample sizes depending on population size and desired 

confidence levels. For a population of around 300, the table recommends that a sample size of 169 

assures statistical reliability and representativeness. This strategy assures that the sample size is 

sufficient to yield accurate and trustworthy results, increasing the findings' validity and 

generalizability to the target audience of buyers from the clothing companies Sana Safinas, Khaadi, 

Gul Ahmed, Limelight, and Bonanza. There are a lot of customers of these brands, but we selected 

only those customers who buy regularly from these brands.  

3.9 Sampling Technique 

The data from the 169 customers of the clothing brands Sana Safinas, Khaadi, Gul Ahmed, 

Limelight, and Bonanza were gathered using a basic random sampling method. This approach 

includes choosing an example from the populace in a way where every individual from the 

populace has an equivalent possibility being remembered for the example. Essential irregular 

examining is a non-likelihood technique usually utilized because of its straightforwardness and 

simplicity of execution. By utilizing this strategy, the review guaranteed that each client from the 
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chose clothing brands had an equivalent chance to take part in the study, accordingly, decreasing 

expected predispositions in the example determination process. The utilization of fundamental 

arbitrary examining improves the representativeness of the example and improves the probability 

that the discoveries precisely mirror the viewpoints and attributes of clients from the objective 

populace. 

3.10 Data Collection Procedure 

After meticulously crafting the questionnaire, it underwent standardization to ensure that 

respondents could provide reliable answers, as recommended by Flick (2015). The researcher 

collected survey data from households and working-class individuals using standardized 

questionnaires. These questionnaires were distributed physically and through online platforms 

such as "Google Docs," providing respondents with multiple avenues to participate. Subsequently, 

the collected data from the questionnaires were compiled directly by the researchers. To ensure 

fairness and accuracy in the analysis, the data obtained through the questionnaires were 

synchronized accordingly. This approach worked with consistency and dependability in the 

reactions assembled, consequently improving the legitimacy of the review's discoveries and ends. 

3.11 Data Analysis Techniques 

After the finish of information assortment, the exploration advanced to the information 

examination stage, using different tests to satisfy this interaction, as suggested by Kumar (2019). 

SPSS programming was utilized to execute factual strategies, like relapse and connection 

investigation. These scientific procedures were utilized to research the degree and heading of the 

connection between the factors under study. Relapse investigation was used to survey the effect of 

client driven methodologies on buy choices, while connection examination was utilized to 

investigate the connection between client brand commitment and buy choices. By utilizing SPSS 

and these statistical methods, the study aimed to uncover meaningful insights into the interplay 

between user-centric strategies, customer brand engagement, and purchase decisions in the 

clothing market context. 
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Chapter 4 

Result & Analysis 

4.1 introduction 

In this chapter, which serves as a pivotal component of the research, a comprehensive 

overview of the methods and tools employed throughout the study is presented. This part is vital 

as it portrays the procedural structure embraced to accumulate, process, and investigate 

information, subsequently guaranteeing the unwavering quality and legitimacy of the exploration 

results. The use of SPSS (Factual Bundle for the Sociologies) programming for information 

investigation is featured, highlighting its importance as an integral asset for measurable 

examination. SPSS works with different scientific systems, including yet not restricted to 

recurrence circulation, relapse examination, and connection, which are fundamental for analyzing 

connections and examples inside the information. Moreover, accentuation is put on checking the 

unwavering quality and legitimacy of the examination models used in the review. Reliability refers 

to the consistency and stability of measurements, ensuring that the data collection instruments 

yield consistent results over time and across different conditions. Moreover, the chapter 

underscores the meticulous scrutiny applied to the research outcomes, aiming to ascertain their 

accuracy and integrity. Through rigorous data analysis techniques and validation procedures, the 

study endeavors to generate reliable insights into the phenomenon under investigation. This 

fastidious methodology not just improves the validity of the exploration discoveries yet in addition 

adds to the headway of information inside the field of study. Overall, this chapter serves as a 

cornerstone of the research endeavor, providing a detailed account of the methodologies, tools, 

and analytical techniques employed to rigorously examine the research questions. By elucidating 

the procedural framework and validation procedures, the study ensures the trustworthiness and 

validity of its findings, thereby enhancing confidence in the research outcomes and contributing 

to the existing body of knowledge. 

4.2 Demographic Description 

The researcher meticulously categorized the collected data into various groups to facilitate 

better comprehension and analysis. The dataset comprised information obtained from a sample 

size of 169 customers representing the clothing brands Sana Safinas, Khaadi, Gul Ahmed, 

Limelight, and Bonanza. To organize the data effectively, demographic classifications such as 
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gender, age, education level, and experience were utilized to categorize individuals. This 

segmentation allowed for a more nuanced understanding of the responses and enabled the 

researcher to identify potential patterns or trends within different demographic groups. By 

employing demographic classifications, the researcher could assess how variables such as gender 

or age may influence perceptions, behaviors, or preferences related to user-centric strategies and 

purchase decisions in the clothing market. This comprehensive categorization of data enhances the 

depth and richness of the analysis, ultimately contributing to the validity and reliability of the study 

findings. 

Table No. 1 

 

Demographics  Frequencies Percentages Cumulative 

Percentage 

Gender Male 72 75 75 

 Female 97 25 100 

Age Less than 30 years 126 33 33 

 30 – 45 years 25 50 83 

 More than 45 years 18 17 100 

Level of 

income 
More than 2 lacs 10 5 

5 

 More than 1 lac 34 14 19 

 Less than 1 lac 125 81 100 

Association 

with Brand 
More than 2 years 43 47 

47 

 More than 4 years 87 35 82 

 More than 6 years 39 18 100 

 

The demographic table provides a breakdown of the respondents' characteristics based on 

gender, age, level of income, and association with the brand. Under the "Gender" category, 72 

respondents identified as male, constituting 75% of the sample, while 97 respondents identified as 
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female, representing the remaining 25%. Regarding age, most respondents, 126 individuals (or 

33% of the sample), were less than 30 years old. A smaller proportion, 25 respondents (50% of the 

sample), fell within the age range of 30 to 45 years. Lastly, 18 respondents (17% of the sample) 

were more than 45 years old. In terms of income level, 10 respondents (5% of the sample) reported 

an income of more than 2 lacs, 34 respondents (14%) reported an income of more than 1 lac, and 

the majority, 125 respondents (81%), reported an income of less than 1 lac. Regarding association 

with the brand, 43 respondents (47% of the sample) reported an association with the brand for 

more than 2 years, 87 respondents (35%) reported an association for more than 4 years, and 39 

respondents (18%) reported an association for more than 6 years.  

4.3 Reliability Test 

A reliability analysis was utilized to examine the consistency and unwavering quality of 

poll inquiries for each exploration variable. Cronbach's alpha qualities are grouped into four 

classes of constancy, as per Chang (2017). A score of 0.9 or more proposes great constancy, a worth 

of 0.70-0.9 shows high dependability, a worth of 0.50-0.70 demonstrates moderate unwavering 

quality, and a worth of under 0.50 demonstrates low dependability. The SPSS dependability test 

results are displayed in the tables beneath, proposing that the five factors utilized in this review 

have satisfactory unwavering quality. 

Table 2 

Reliability Test Results Summary 

 

Variables  Sample 

size 

items Cronbach’s 

Alpha 

Reliability  

Personalization 169 5 0.717 High 

Content Marketing 169 5 0.760 High  

Social Media Marketing 169 5 0.766 High  

Customer Brand Engagement 169 5 0.720 High  

Purchase Decision 169 5 0.742 High  
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The table presents the reliability and Cronbach's alpha coefficients for key variables 

measured in the study, including Personalization, Content Marketing, Social Media Marketing, 

Customer Brand Engagement, and Purchase Decision. Cronbach's alpha values ranging from 0.717 

to 0.766 indicate high internal consistency reliability across all variables, signifying that the items 

within each construct are closely related as a group. This suggests that the measurement 

instruments employed effectively capture the intended concepts consistently and accurately. These 

high reliability coefficients enhance the confidence in the validity of the study's findings, as they 

indicate the robustness and reliability of the data collected and analyzed. 

4.4 Correlation Analysis 

The connection coefficient, especially Pearson's r, is used to comprehend and assess the 

strength of the connection among reliant and free factors in a review. This coefficient measures the 

level of straight relationship between factors, going from - 1 to 1, where 1 shows an ideal positive 

connection, - 1 demonstrates an ideal negative connection, and 0 demonstrates no connection. In 

our review, Pearson's r connection results are introduced in the table beneath, giving bits of 

knowledge into the degree and bearing of connections between factors being scrutinized. These 

connection discoveries are instrumental in surveying the interconnectedness and impact of various 

elements on the review results, in this manner adding to a more profound comprehension of the 

exploration peculiarity. 

 

 

 

 

 

 

 

 

 

 

 

 



39 
 

Table 3 

 

Correlations 

 Personaliza

tion 

Content 

Marketing 

Social 

Media 

Marketing 

Customer 

Brand 

Engagement 

Purchase 

Decision 

Personalization Pearson 

Correlation 

1 .    

Content 

Marketing 

Pearson 

Correlation 

.455** 1   . 

Social Media 

Marketing 

Pearson 

Correlation 

.503** .530** 1   

Customer Brand 

Engagement 

Pearson 

Correlation 

.521** .514** .507** 1  

Purchase 

Decision 

Pearson 

Correlation 

.494** .518** .476** .521** 1 

Sig. (2-

tailed) 

<.001 <.001 <.001 <.001  

N 169 169 169 169 169 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

The connection table gives an extensive outline of the connections between different 

factors inspected in the review: Personalization, Content Showcasing, Virtual Entertainment 

Promoting, Client Brand Commitment, and Buy Choice. Every cell in the table presents a Pearson 

connection coefficient, which measures the strength and course of the connection between two 

factors. For instance, the connection coefficient between Personalization and Content Advertising 

is 0.455. This worth shows a moderate positive connection between’ s these two factors. It 

recommends that as Personalization increments, Content Promoting will in general increment too, 

as well as the other way around, albeit the relationship isn't areas of strength for very. Likewise, 

other connection coefficients in the table address the connections between various sets of factors. 

For example, the connection between Personalization and Virtual Entertainment Promoting is 

0.503, while the relationship between Satisfied Showcasing and Online Entertainment Advertising 

is 0.530. These qualities recommend moderate areas of strength for relationships between these 

factors. The importance levels (Sig.) going with every connection coefficient show whether the 
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noticed relationships are genuinely huge. In this table, all relationships are critical at the 0.01 level 

(2-followed), implying that the probability of these connections happening by chance is 

exceptionally low. The relationship table gives significant experiences into the relationship 

between factors in the review, assisting analysts with understanding how changes in a single 

variable might be related with changes in another. These experiences are critical for deciphering 

the connections between client driven systems, client brand commitment, and buy choices in the 

attire market. Generally, the relationship table fills in as a critical device for information 

examination and speculation testing, adding to a more profound comprehension of the exploration 

peculiarity and its suggestions. Generally, the connection table gives important experiences into 

the strength and bearing of connections between various factors in the review, helping with the 

translation of their interconnections and suggestions for the examination results. 

4.5 Regression Analysis 

Regression analysis is a measurable technique used to research and evaluate the connection 

between a reliant variable and at least one free factor. It means to display the reliance of the reliant 

variable on the free factors by assessing the coefficients of a direct condition. In straightforward 

direct relapse, there is one autonomous variable, while in different straight relapse, there are at 

least two free factors. The relapse condition predicts the worth of the reliant variable considering 

the upsides of the autonomous factors. Relapse examination helps in understanding how changes 

in the autonomous factors are related with changes in the reliant variable, considering forecast, 

speculation testing, and inferential examination in different fields like financial matters, finance, 

sociologies, and business. 

Table 4 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .492a .396 .391 .3278 

a. Predictors: (Constant), Personalization, Content Marketing, Social Media Marketing 

 

The relapse table sums up the presentation of the relapse model utilized in the examination. 

The connection coefficient (R) of 0.492 shows a moderate positive connection between the reliant 
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variable and the free factors remembered for the model, to be specific Personalization, Content 

Showcasing, and Online Entertainment Promoting. The R Square worth of 0.396 demonstrates that 

roughly 39.6% of the difference in the reliant variable is made sense of by the free factors in the 

model, proposing a moderate degree of logical power. The Changed R Square worth of 0.391 gives 

a marginally changed gauge of the model's informative power, considering the quantity of free 

factors included. Ultimately, the sexually transmitted disease. Mistake of the Gauge of 0.3278 

addresses the typical distance between the noticed and anticipated upsides of the reliant variable, 

with lower values demonstrating a superior attack of the model to the information. By and large, 

the relapse table gives important bits of knowledge into the connection between the factors and 

the prescient exactness of the relapse model. 

4.6 Analysis of Variance Anova 

Table 5 

 

Model Sum of 

Squares 

DF Mean 

Square 

F Sig. 

1 Regression 60.467 4 25.117 55.56 <.001b 

Residual 15.476 165 .452   

Total 75.943 169    

a. Dependent Variable: Purchase Decision 

b. Predictors: (Constant), Personalization, Content Marketing, Social Media Marketing 

 

The ANOVA table sums up the consequences of the examination of change for the relapse 

model. It shows that the relapse model, which incorporates indicators like Personalization, Content 

Advertising, and Virtual Entertainment Showcasing, fundamentally makes sense of fluctuation in 

the reliant variable, Buy Choice. The Relapse number of squares of 60.467 addresses how much 

fluctuation in Buy Choice represented by the indicators. With an F measurement of 55.56 and a p-

esteem under 0.001, the model is exceptionally huge, recommending that the inconstancy made 

sense of by the model is essentially more noteworthy than the unexplained changeability. This 

suggests that the indicators remembered for the model impact Buy Choice. 

4.7 Coefficient 

In research, coefficients commonly allude to the mathematical qualities that address the 

strength and heading of the connection between factors in measurable models, like relapse 
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examination. These coefficients are obtained from factual examination and give experiences into 

the degree to which changes in a single variable are related with changes in another variable. For 

instance, in a straight relapse model, coefficients address the slant of the relapse line, showing how 

much the reliant variable is supposed to change for every unit change in the free variable(s). 

Coefficients can be positive, demonstrating a positive connection between factors, or negative, 

showing a negative relationship. They likewise demonstrate the extent of the relationship, with 

bigger coefficients proposing a more grounded relationship between factors. In synopsis, 

coefficients assume a vital part in evaluating and deciphering the connections between factors in 

research examinations. 

Table 6 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) .407 .166  2.449 .016 

Personalization .246 .063 .262 3.872 .000 

Content Marketing .208 .080 .226 2.584 .003 

Social Media Marketing .260 .071 .210 2.397 .000 

Customer Brand 

Engagement 

.279 .071 .377 5.376 .002 

a. Dependent Variable: Purchase Decision 

 

• The coefficient for the steady term (Consistent) is 0.407, demonstrating the normal worth 

of the reliant variable (Buy Choice) when all free factors are zero. 

• For Personalization, the unstandardized coefficient (B) is 0.246, really intending that for 

each one-unit expansion in Personalization, the Buy Choice is supposed to increment by 

0.246 units. 

• The normalized coefficient (Beta) for Personalization is 0.262, showing that a one standard 

deviation expansion in Personalization is related with a 0.262 standard deviation expansion 

in Buy Choice. 
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• The coefficient for Content Showcasing is 0.208, recommending that for each one-unit 

expansion in Satisfied Promoting, the Buy Choice is supposed to increment by 0.208 units. 

• Likewise, for Online Entertainment Showcasing, the coefficient is 0.260, suggesting that a 

one-unit expansion in social media Promoting relates to a 0.260-unit expansion in Buy 

Choice. 

• The coefficient for Client Brand Commitment is 0.279, demonstrating that for each one-

unit expansion in Client Brand Commitment, the Buy Choice is supposed to increment by 

0.279 units. 

These coefficients are accompanied by standard errors, t-values, and significance levels 

(Sig.) to assess the reliability and statistical significance of the relationships. Overall, the 

coefficients provide numerical insights into the strength and direction of the relationships between 

the independent variables and the dependent variable in the regression model. 

4.8 Mediating Analysis 

Mediation analysis is a statistical technique used to explore the underlying mechanisms or 

pathways through which an independent variable affects a dependent variable. It looks at whether 

the connection between the free and subordinate factors is intervened or made sense of by a third 

factor, known as the middle person. The middle person variable fills in as a moderate move toward 

the causal chain between the autonomous and subordinate factors. Intercession examination assists 

specialists with understanding how and why certain factors impact each other and gives bits of 

knowledge into the fundamental cycles driving noticed connections. It considers a more exhaustive 

comprehension of the causal pathways and components engaged with a specific peculiarity or 

relationship. 
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Table 7 

Impact of User Centric Strategies on Purchase Decision with the Mediating Role of 

Customer Brand Engagement in the clothing market 

IV Effect 

mediator on 

independent 

Effect of 

mediator on 

dependent 

Direct 

Effect 

Total 

Effect 

Bootstrapping 

result for indirect 

effect 

     LL 

95% CI 

UL 95% 

CI 

Employee job 

performance 0.2565*** 0.2419 0.2703*** 0.3323*** 0.3794 0.3998 

IV= independent variable, User Centric Strategies = mediator Customer Brand Engagement, c= 

dependent variable, Purchase Decision= lower limit, UL = upper limit, CI= confidence interval. 

a n = 250. 

* p < .05; ** p < .01; *** p < .001; 

 

 

 

 
                                0.256**                                                                                                 0.241** 

 
                                                          

                                                                             0.270** 

Note: *p<.05, **p <.01, ***p <.001 

 

The table presents the consequences of an intervention examination looking at the effect 

of Client Driven Systems (free factor) on Buy Choice (subordinate variable) with the interceding 

job of Client Brand Commitment. Here is a clarification of the key parts: 

IV: This section determines the autonomous variable, which is Client Driven Procedures in this 

examination. 

Customer Brand Engagement 

User Centric Strategies Purchase Decisions 
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Impact of arbiter on autonomous: This addresses the impact size of Client Brand Commitment (the 

go between) on Client Driven Systems (the free factor). For this situation, the impact size is 0.2565, 

showing a measurably huge positive relationship. 

Impact of going between subordinates: This shows the impact size of Client Brand Commitment 

(the arbiter) on Buy Choice (the reliant variable). The impact size is 0.2419, which is genuinely 

huge. 

Direct Impact: This alludes to the immediate effect of Client Driven Procedures on Buy Choice, 

disregarding the arbiter. The immediate impact size is 0.2703, which is genuinely huge. 

Complete Impact: This addresses the absolute effect of Client Driven Methodologies on Buy 

Choice, considering both the immediate impact and the intervening impact of Client Brand 

Commitment. The absolute impact size is 0.3323, which is genuinely critical. 

Bootstrapping result for circuitous impact: This gives the bootstrapped certainty stretches to the 

aberrant impact of Client Driven Systems on Buy Choice through Client Brand Commitment. As 

far as possible (LL) and furthest breaking point (UL) of the 95% certainty stretch are additionally 

given, showing the reach inside which the genuine aberrant impact lies. 

The table additionally incorporates documentation for factual importance (*p<.05, **p <.01, ***p 

<.001) to show the degree of meaning of the noticed impacts. By and large, the outcomes propose 

that Client Driven Systems affect Buy Choice through the interceding job of Client Brand 

Commitment, notwithstanding their immediate impact. 

4.9 Results  

There were 4 hypotheses which were tested for this study.  Following are the findings of the study. 

H1: Personalization has a significant impact on purchasing decision. 

The analysis reveals that Personalization has a statistically significant impact on purchasing 

decision (p < .05), providing support for hypothesis H1. This suggests that the level of 

personalization in marketing strategies influences customers' purchasing decisions. 
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H2: Content marketing has a significant impact on purchasing decision. 

The results indicate that Content Marketing also has a statistically significant impact on purchasing 

decision (p < .05), supporting hypothesis H2. This implies that the content created and distributed 

by brands plays a significant role in influencing customers' purchasing decisions. 

H3: Social media marketing has a significant impact on purchasing decisions. 

Similarly, the analysis shows that Social Media Marketing has a statistically significant impact on 

purchasing decision (p < .05), confirming hypothesis H3. This suggests that social media activities 

undertaken by brands have a notable influence on customers' purchasing decisions. 

H4: Customer brand engagement significantly mediates between user centric strategies and 

purchasing decision. 

The analysis reveals that Customer Brand Engagement significantly mediates the relationship 

between User Centric Strategies and Purchasing Decision (p < .05), supporting hypothesis H4. 

This suggests that the engagement level of customers with the brand acts as a mediator in the 

relationship between user-centric marketing strategies and purchasing decisions. 

Generally, the outcomes give observational proof to the speculations, demonstrating that 

personalization, content promoting, social media advertising, and client brand commitment are 

critical elements impacting buying choices with regards to client driven methodologies in the 

clothing market. 
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Table 10 

 

Varibales Significance level Result Effect 

Personalization 0.000 
Significant impact on purchase 

decision 

Hypothesis 

accepted 

Content Marketing 0.003 
Significant impact on purchase 

decision 

Hypothesis 

accepted 

Social Media 

Marketing 
0.000 

Significant impact on purchase 

decision 

Hypothesis 

accepted 

Customer Brand 

Engagement 
0.002 

Significant mediate  user 

centric strategies and purchase 

decision 

Hypothesis 

accepted 
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Chapter 5 

Discussion, Conclusion and Recommendations 

 

5.1 Discussion 

In the conversation area, we decipher the discoveries of the speculation testing and give 

experiences into their suggestions to hypothesis, practice, and future exploration, consolidating the 

qualities saw as above. The outcomes, first and foremost, show that Personalization, Content 

Advertising, and Virtual Entertainment Promoting altogether affect buying choices, lining up with 

past examination. Specifically, Personalization (β = 0.262, p < .001), Content Marketing (β = 

0.226, p = .003), and Social Media Marketing (β = 0.210, p < .001) all exhibit positive standardized 

coefficients, suggesting that higher levels of these strategies are associated with increased 

purchasing decisions. These findings underscore the relevance of user-centric approaches in the 

clothing market, emphasizing the need for brands to personalize their offerings and engage 

consumers through diverse marketing channels. 

Moreover, the mediation analysis reveals that Customer Brand Engagement significantly 

mediates the relationship between User Centric Strategies and Purchasing Decision (β = 0.377, p 

< .001). This suggests that customer engagement with the brand plays a crucial role in translating 

user-centric strategies into actual purchasing decisions. Thus, fostering strong brand-customer 

relationships is essential for driving favorable purchasing outcomes in the clothing market. 

Practical implications of these findings include the need for brands to prioritize customer 

engagement initiatives and cultivate brand loyalty through meaningful interactions. By doing so, 

brands can enhance their influence on consumer behavior and ultimately drive sales. 

Besides, the examination of the speculations upholds the hypothetical structure proposed 

in the review. Speculations H1, H2, and H3, which place the critical effects of Personalization, 

Content Showcasing, and Virtual Entertainment Advertising on buying choices, individually, are 

undeniably upheld by the information. Furthermore, Speculation H4, which proposes that Client 

Brand Commitment intervenes the connection between Client Driven Procedures and Buying 

Choice, is likewise upheld. These discoveries give exact proof to the hypothetical affirmations 

made in the review and add to the comprehension of client driven showcasing methodologies in 

the dress market. 
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The discussion section integrates the values obtained from the analysis of hypotheses to 

provide a comprehensive interpretation of the study's findings. The findings highlight the 

relevance of personalization, content marketing, social media marketing, and consumer brand 

involvement in influencing purchase choices in the garment industry. Furthermore, the debate 

emphasizes practical consequences for firms looking to improve their marketing tactics and 

increase consumer happiness and loyalty. Overall, the findings advance marketing theory and 

practice by offering significant insights into the efficacy of user-centric techniques in influencing 

customer behavior. 

5.2 Conclusion 

The finish of the concentrate because of user centered approach on buy choices with the 

mediating job of client brand responsibility in the dress market incorporates critical revelations 

and proposals for speculation, practice, and future exploration. The audit expected to research the 

impact of customized exhibiting processes, content publicizing, and virtual amusement 

advancement on buying choices, as well as the job of client brand responsibility in this association. 

The discoveries of the review give important bits of knowledge into the adequacy of user centric 

techniques in driving buying choices in the dress area. First and foremost, the examination 

uncovered that customized promoting methodologies, like custom-made proposals and customized 

correspondence, emphatically affect buying choices. This underscores the importance of 

personalization in marketing efforts, as it enhances customer satisfaction and loyalty by offering 

tailored experiences that meet individual preferences and needs. Secondly, content marketing 

emerged as another influential factor affecting purchasing decisions. Brands that effectively 

employ content marketing strategies to provide informative, engaging, and vital information to 

their target audience are certain to have a significant impact on purchasing decisions. Content 

promotion is an excellent tool for increasing brand awareness, establishing brand authority, and 

fostering consumer trust, ultimately driving changes and sales. Furthermore, it was shown that 

online entertainment marketing had a significant impact on purchasing decisions. Social media 

platforms provide marketers with potential opportunities to gradually engage with customers, 

distribute compelling content, and build networks around their products or services.  

By utilizing social media promoting really, brands can upgrade brand perceivability, contact a 

more extensive crowd, and impact buying choices through friendly verification, supports, and 
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client produced content. Besides, the intercession examination uncovered that client brand 

commitment plays an essential interceding job in the connection between client driven 

methodologies and buying choices. Solid brand-client connections are fundamental for driving 

great buying results, as connected clients are bound to display brand dependability, make rehash 

buys, and advocate for the brand to other people. Brands that focus on client commitment drives 

and cultivate significant associations with their crowd can benefit from this interceding impact to 

drive deals and income. Reasonable repercussions of these discoveries include the need for 

companies to adopt a client-centric approach to marketing, with a focus on personalization, content 

promotion, and virtual entertainment commitment to influence purchasing decisions significantly. 

Brands may adjust their marketing strategies to resonate with customers and inspire change by 

analyzing their target audience's preferences, interests, and behavior. Furthermore, the review 

contributes to the present literature by providing observational evidence regarding the efficacy of 

user centric approach in influencing purchasing decisions in the clothing sector. The findings 

emphasize the importance of client centricity in promoting approaches and emphasize the role of 

client brand commitment as a critical intermediary in this cycle. The research findings provide 

valuable insights to advertisers and organizations working in the garment sector, giving common-

sense ideas for improving showcasing methods to increase client loyalty and drive purchasing 

decisions. Future study in this area should look at other elements influencing purchasing decisions, 

the feasibility of different marketing channels, and the long-term impact of user centric systems 

on brand execution. By delving further into these topics, advertisers may gain a better 

understanding of customer behavior and develop more effective strategies for attracting their target 

audience. 

5.3 Recommendations  

Based on the research findings, some major suggestions may be given to marketers and 

firms in the clothing industry. To begin, it is critical to include personalization in marketing 

activities by utilizing consumer data and technology to provide individualized experiences across 

many channels. Furthermore, investing in content marketing is critical for producing high-quality, 

relevant material that connects with the target audience and encourages participation. Social media 

marketing should also be prioritized to engage with customers, increase brand recognition, and 

establish genuine connections. Furthermore, prioritizing consumer brand interaction via great 
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service and engaging experiences may foster brand loyalty and advocacy. It is also critical to 

continuously monitor and assess performance to find areas for improvement and optimization. 

Additionally, staying innovative, adaptable, and socially responsible can help brands remain 

competitive and resonate with today's conscious consumers. By implementing these 

recommendations, marketers can effectively engage with their audience, drive purchasing 

decisions, and achieve their business objectives in the clothing market. 

5.4 Research Implications 

The exploration ramifications of the concentrate because of client driven strategies on buy 

choices, with the interceding capability of shopper brand contribution in the clothing business, are 

numerous and significant. To start, the discoveries add to hypothetical advances in advertising 

writing by giving experimental confirmation of the adequacy of client driven strategies like 

personalization, content promoting, and online entertainment showcasing in affecting buy choices. 

This advances how we might interpret buyer conduct with regards to the clothing market and 

underlines the requirement for advertising strategies. Moreover, the acknowledgment of client 

brand commitment as a critical middle person stresses the significance of brand-buyer connections 

in impacting buy choices. Practically speaking, these ramifications suggest that advertisers and 

firms in the piece of clothing area can profit from executing client driven methodologies and 

focusing on shopper commitment exercises to further develop brand execution and deals. 

Moreover, the review underscores the significance of continuous observing and variation of 

showcasing strategies to fix with moving client inclinations and market elements. The review's 

implications are expansive, traversing both intellectual and reasonable domains, giving critical 

data for scholastics, advertisers, and organizations hoping to explore the changing climate of the 

material business. 

5.5 Research Limitations 

Despite the review's valuable bits of knowledge because of client driven strategies on 

buying choices in the clothing area, certain impediments ought to be tended to. First off, the review 

zeroed in principally on the clothing business in a solitary geographic area, which might limit the 

discoveries' pertinence to different organizations or geologies. Besides, the review utilized a cross-

sectional exploration approach, which gives a depiction of information at a particular second in 

time yet may miss changes or examples over the long run. Besides, the reliance on self-revealed 
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information through overview instruments raises the probability of reaction inclination and social 

allure predisposition, which might weaken the precision and dependability of the discoveries. 

Besides, the example size and testing strategy utilized in the review might affect the discoveries' 

representativeness and limit the extent of examination. Finally, while endeavors were made to 

control puzzling elements, the intricacies of buyer conduct, and market elements might have 

presented unmeasured factors or communications that were not viewed as in the examination. 

Perceiving these impediments is basic for properly figuring out the discoveries and guiding future 

exploration endeavors to settle these restrictions and reinforce ends in the fields of advertising and 

customer conduct in the clothing business. 

5.6 Future Research 

The concentration because of client driven strategies on buy choices in the dresses business, with 

client brand commitment filling in as an intervening component, offers up different regions for 

additional exploration. To start, future examination might take a gander at how segment qualities 

like age, orientation, pay level, and geographic district impact the connection between client driven 

strategies, customer brand commitment, and buy decisions. Moreover, longitudinal examinations 

may be finished to explore the drawn-out impact of client driven drives on brand execution and 

customer reliability after some time. Moreover, similar examinations may be finished to explore 

the varieties in client conduct and market elements on the web and disconnected diverts in the 

attire business. Investigating the particular hardships and potential outcomes given by each channel 

could assist with molding multi-channel advertising systems and omni-channel retailing methods. 

At last, subjective examination strategies, for example, top to bottom meetings or center gatherings 

may be utilized to secure a superior comprehension of client discernments, perspectives, and 

thought processes with respect to client driven showcasing strategies and brand commitment 

exercises in the dress business. Future exploration can assist with propelling information in 

showcasing and buyer conduct inside the dress business by consolidating different examination 

techniques and tending to these areas of request, illuminating vital navigation, and working on the 

viability of promoting systems in a quickly evolving commercial center. 
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Questionnaire 

Section A: General Information 

Instructions: Please take a few minutes to answer the following questions. The data collected here 

will be anonymous and your confidentiality is highly assured. 

1. Gender 

 Male 

 Female 

2. Age 

 Below 30 years  

 30 – 45 years 

 More than 45 years 

4. Clothing Brand Experience 

 Less than 5 years 

 5 – 10 years 

 More than 10 years 

5. Clothing Brand that used most by you 

 Sana Safinas 

 Khaadi 

 Gul Ahmed 

 Limelight 

 Bonanza 
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Section B: Factors 

 SDA DA N A SA 

Personalization      

I ensure the purchase recommendations that align with 

my needs. 

1 2 3 4 5 

I value the goods and services personalized using 

automatically collected information. 

1 2 3 4 5 

I appreciate personalized services from my voluntary 

data if my identity is protected. 

1 2 3 4 5 

It makes me feel that I am a unique customer. 1 2 3 4 5 

Content Marketing      

      

I am attracted by the content in the product 

description. 

1 2 3 4 5 

I noticed the content in the product description. 1 2 3 4 5 

I like the content in the product description. 1 2 3 4 5 

I read the content information until the end. 1 2 3 4 5 

Social Media Marketing      

      

I recommend my favorite social media commerce 

platform to others. 

1 2 3 4 5 

I am proud to share my purchases on my favorite 

social media commerce site with others. 

1 2 3 4 5 

I share the benefits of purchasing products on social 

media commerce sites with others. 

1 2 3 4 5 

I enjoy buying on social media commerce sites 

because of the quality of services they offer. 

1 2 3 4 5 

Customer Brand Engagement      

      

I frequently engage with the brand across various 

channels. 

1 2 3 4 5 

When someone asks for advice, I recommend this 

brand. 

1 2 3 4 5 

I am satisfied with the support provided by the brand 1 2 3 4 5 

The communication I receive from the brand is 

relevant and useful. 

1 2 3 4 5 
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Section C: Purchase Decision Making  

 SDA DA N A SA 

I purchase products when they're at their lowest price. 1 2 3 4 5 

I browse multiple websites and stores to gather information 

about products. 

1 2 3 4 5 

Consumer feedback is my top priority when evaluating 

alternatives. 

1 2 3 4 5 

I compare the product's performance with the company’s 

claims. 

1 2 3 4 5 
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