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Abstract
This chapter presents the study through the background of Pakistan, which has been experiencing a rising e-commerce and fashion industry, and specifically, the city of Lahore. It points to the growing significance of digital marketing and the changing online customer expectations. The chapter reveals a major issue that is the mismatch between customer expectations and the possibilities of digital marketing, which influences customer satisfaction and purchase intention. It outlines the research aim, objectives, and questions that inform the research. 
Literature Review is a critical review of the available literature in the field of online customer expectations, digital marketing capabilities and the effect of these factors on purchase intention. It discusses important concepts like service quality, trust and customer behaviour in the e-commerce environment. Relevant theories are reviewed to know how the expectations of customers are shaped and met. The chapter reviews the previous works, outlines major themes, and shows limitations of the current research. Specific emphasis is put on the unavailability of research about the emerging markets, such as Pakistan. 
[bookmark: _x3yorfuxdc8l]The chapter provides the research methodology employed to explore how customer expectations and digital marketing capabilities are related. It describes how a positivist philosophy and a deductive approach would be adopted to give an objective analysis. The quantitative explanatory design is applied, and the data are gathered with the assistance of a structured online questionnaire. The research will cover 71 Lahore-based respondents who have experience in online shopping. The data are analysed in SPSS, and the descriptive and inferential methods of analysis, including correlation and regression, are performed. 
The results of the survey conducted among 71 respondents in Lahore with prior experience of online shopping for clothes are given in chapter 4. Using descriptive statistics, correlations, regression, ANOVA and coefficient analysis, the chapter examines information relative to the demographics, customer expectations, digital marketing capabilities, trust and service quality, and purchase intention. The insights show that consumers strongly appreciate quick delivery, correctness of product information, personalised product suggestions, the security of payment and prompt customer service. 
The results of this study are explained in chapter 5 in the context of the research objectives and theoretical framework. The conversation emphasizes the pivotal role of strategic alignment between digital marketing capabilities and shifting customer demands in shaping customer trust and satisfaction, as well as their intentions to buy products in the future, in the context of the clothing industry in Lahore. The chapter also features contributions to academic knowledge, implications for online fashion retailers and contributions to the literature gaps of the newly emerging fashion e-commerce market in Pakistan.
The findings chapter showed that there is a need to properly match the customers' expectations with the capabilities of digital marketing to enhance their trust score, satisfaction score and purchase intention in the online clothing sector of Lahore. Service quality, secure transactions, personalisation and customer-centric digital strategies are essential in ensuring sustained competitiveness and growth as part of the study's findings.
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[bookmark: _Toc231046767]Chapter 1: Introduction
[bookmark: _gmiblgwpb6ct][bookmark: _Toc231046768]1.1 Background of the Study
Growth of Pakistan’s E-commerce and Digital Retail Landscape
The retail sector in Pakistan has undergone a dramatic change due to the accelerated digitalisation process and a growing number of people having access to the internet. The emergence of e-commerce has influenced the traditional shopping patterns, especially in urban centres like Lahore, where consumers are turning to online shopping at the expense of the physical shop. Pakistan’s e-commerce market is projected to reach US$5.45bn by 2026, growing at 12.41% CAGR to US$8.70bn by 2030, with 29.8 million users, as shown in Figure 1.1(Statista, 2026a).
[image: ]
[bookmark: _Toc230347530]Figure 1.1: Pakistan’s E-Commerce Market
(Source: Statista, 2026a)
This growth indicates a more general shift to digital consumption trends and indicates the growing value of online shopping in the country's economy. Technological improvements and transforming consumer lifestyles are the main factors that have contributed to the growth of e-commerce in Pakistan. This role is dominated especially by mobile commerce, as approximately 80% of online consumers make purchases through smartphones (PCMI, 2024). 
[image: ]
[bookmark: _Toc230347531]Figure 1.2: Market Share Distribution of Leading E-commerce Brands in Pakistan
(Source: Statista, 2026a)
This growth notwithstanding, the e-commerce market is very competitive and fragmented in Pakistan. Leaders like Daraz command a 10.4% market share, with Samsung, Alibaba, and Apple having a significant share, and a significant proportion of competitors and others still take a controlling share, as indicated in Figure 1.2 (Statista, 2026a).
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[bookmark: _Toc230347532]Figure 1.3: Pakistan’s E-Commerce Payment Methods and Devices
(Source: PCMI, 2024)
Most of the transactions, 75%, are made using cash-on-delivery (COD) because of the security concerns about online payment, as indicated in Figure 1.3 (PCMI, 2024). 
Expansion of the Fashion and Apparel Sector
One of the most vibrant and powerful types in the e-commerce market of the Pakistani market is the clothing and apparel industry. By 2026, the fashion e-commerce market in Pakistan is expected to reach US$1.59bn, which will grow at 11.09% CAGR to reach US$2.43bn in 2030, with 22.7 million users and rising digital adoption, as demonstrated in Figure 1.4 (Statista, 2026b).
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[bookmark: _Toc230347533]Figure 1.4: Pakistan’s fashion e-commerce market
(Source: Statista, 2026b)
This illustrates the importance of fashion in leading to the development of online stores and consumer interaction. The online fashion retail can easily grow on the basis of a strong textile and garment industry in Pakistan. It is among the leading textile manufacturers in the world, and its exports have been growing tremendously, with a 23% rise in textile and clothing exports in 2020-21 (Baloch, 2022). This industrial power has seen local fashion brands grow locally and globally with the use of digital platforms to access more people. According to Sahar, Irshad and Yousaf (2025), fashion brands in such cities as Lahore, which is a big cultural and commercial centre, have been shifting to digital marketing in order to stay afloat. 
Digital Transformation of Consumer Behaviour
Digitalisation has changed consumer behaviour in Pakistan, especially in urban areas like Lahore, by a considerable margin. Contemporary consumers are no longer passive receivers of marketing messages but rather are active participants of a brand via the various online platforms (Wakefield, 2024). The use of social media platforms, mobile apps, and e-commerce sites has won the key position in the decision-making process by consumers. The young demographic profile of the country is one of the major factors that have contributed to this change. Pakistan is a market that is highly dynamic and digital (6Wresearch, 2024) because over 60% of the population is under 30 years old. Younger consumers tend to be more embracing of new technologies, interact with digital content, and choose online shopping because it is convenient and accessible. Moreover, the growth in the use of social media has had a major impact on purchasing behaviour. According to Agustina and Transistari (2023), online reviews, influencer recommendations, and peer feedback are the primary sources of information used by consumers before making a purchase.
The clients are no longer satisfied with quality products alone but also smooth online experiences, such as convenient websites, prompt delivery, secure payment methods, and open communication (Rahman and Dekkati, 2022). Inability to fulfil these expectations may result in dissatisfaction and low customer loyalty.
Emergence of Digital Marketing Capabilities in the Fashion Industry
The fashion brands in Pakistan have been investing more in digital marketing capabilities in response to the changing consumer behaviour. According to Mou, Hossain and Siddiqui (2022), these abilities are social media marketing, search engine optimisation (SEO), influencer collaborations, data analytics and personalised marketing strategies. Digital platforms have helped brands to attract more people, lower their operational expenses, and to improve customer interaction. Online stores like Daraz that began as a fashion retailer have been instrumental in changing the online retailing environment (Statista, 2026a). These are channels that offer brands access to a massive customer base and built-in logistics services, and operating an online business is now easier. Moreover, the rise of digital skills programmes, including state-funded training programmes, has also helped in creating digital marketing skills in the country. Regardless of such developments, there are challenges associated with the adoption of digital marketing strategies (Dsouza and Panakaje, 2023). Studies have found that as most fashion companies have adopted e-commerce, they tend to encounter problems in terms of user experience, lack of digital skills and low efficiency and productivity.
Challenges in Aligning Customer Expectations with Digital Capabilities
In Pakistan, e-commerce in the fashion industry has grown rapidly and understanding the expectations of customers compared to the organisation's digital marketing capacity has become vital. Though most retail brands have been making huge efforts to capitalize on social media, have been targeted by influencers and have also embraced online promotions, all this does not always lead to better customer experience. Even though they are winning new customers with digital channels, strategic misalignment occurs when businesses realize that they are not delivering on operational performance needed to satisfy customer expectations, such as delivery reliability, secure payment systems, customer service responsiveness and product information accuracy (Dias and Pereira, 2025). This out-of-sync has significant implications for business performance. Not doing so will potentially cause customers to be less satisfied, lose your trust, have a higher turnover rate and affect the value of your customer. This can affect the competitiveness and growth potential of business in extremely competitive markets like Lahore.
Lahore as a Digital Fashion Hub
Lahore offers a valuable backdrop to consider how customers' expectations and the tools of digital marketing relate and work together. Lahore is one of the biggest commercial and fashion hubs of Pakistan, in which the situation is very competitive and a large number of people are exposed to numerous digital trends and experiences of online shopping (Ye, Hung Lau and Teo, 2021). Thus, the standards of the service quality, ease of use, customisation and customer trust are increasingly on the rise. Clothing Brands can be sensitive to the challenges they are encountering in Lahore and the strategic importance of having to build digital literacy in order to not only acquire customers, but retain them by delivering great after-sales service and the customer experience management. Though Lahore is a key player in Pakistan's fashion e-commerce industry, few studies have examined how fashion enterprises connect the investments in the domain of digital marketing with their operational capabilities and contribute to building value for customers. This renders Lahore as a suitable environment to explore strategic alignment challenges able to impact customer trust, satisfaction and purchase intention.
[bookmark: _mgp19xdstxds][bookmark: _Toc231046769]1.2 Problem Statement 
Many online clothes stores in Lahore, despite making significant investments in digital marketing, are still facing challenges as far as being able to keep up with their customers' expectations from their shopping experience.Even though many online clothing stores in Lahore invest in digital marketing, they have challenges to ensure they are able to meet their customers' expectations related to the quality of service, customer trust, personalisation and convenience. This misalignment can result in lower customer satisfaction, desire to purchase, and retention. Existing studies offer a limited knowledge of the interaction between these factors in the context of Lahore's fashion e-commerce.
[bookmark: _1oeoelgxab6x][bookmark: _Toc231046770]1.3 Research Aim
To investigate the Relationship between Digital Marketing Skills and Operational service quality with Consumer trust and Purchase intention in Lahore telecommunication industry in online dresses.

[bookmark: _btgoj041sev1][bookmark: _Toc231046771]1.4 Research Objectives
· To determine the major anticipations of online apparel buyers in Lahore.
· To examine the digital marketing ability utilised by clothing brands.
· To investigate the connection between expectation fulfilment and customer purchase intention.
· To suggest approaches for enhancing the correspondence between the customer expectations and digital marketing activities.
[bookmark: _pke26ue670sh][bookmark: _Toc231046772]1.5 Research Questions
· What are the major expectations of online apparel customers in Lahore as they buy clothes on the online platforms?
· What are the existing digital marketing strengths that are currently used by clothing brands in Lahore?
· What is the extent to which customer expectations regarding online shopping are satisfied to determine customer intentions to buy in the clothing industry?
· Which measures can be taken by clothing brands to make digital marketing operations more customer-focused in Lahore?


[bookmark: _vf3k9jhyi77s][bookmark: _Toc231046773]Chapter 2: Literature review
[bookmark: _hm0c2dfe0qeq]This chapter is a critical review of the available literature concerning online customer expectations and online marketing capabilities in the context of e-commerce in the fashion sector. It looks into some of the most important theories, such as Expectation-Confirmation Theory, the Resource-Based View, service quality, trust, and consumer behaviour. This chapter summarises the previous studies to uncover major themes, discussions, and constraints. It also indicates the lack of research in the existing literature, especially in the emerging markets such as Pakistan, thus giving a basis for the conceptual framework of the study.
[bookmark: _f8d5ejrqgocb][bookmark: _Toc231046774]2.1 Theoretical Framework
Expectation-Confirmation Theory
Expectation-Confirmation Theory (ECT) is a key theory in customer satisfaction, proposed by Oliver (1980), which posits that customer satisfaction occurs when the expectations set prior to purchase are fulfilled by the actual performance after the purchase. Customers have expectations prior to buying a product or service and assess if the experience delivered was in line with, exceeded or failed to meet those expectations. Positive confirmation is achieved when performance is at or above expectations, which leads to customer satisfaction, satisfaction trust and increased repurchase intent, while negative disconfirmation leads to dissatisfaction, and decreased repurchase intent (Seth et al., 2023).
[image: The diagram illustrates a customer journey from expectation to performance, including stages of confirmation, satisfaction, and repurchase, with pre- and post-consumption stages.
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[bookmark: _Toc230347534]Figure 2.1: Expectation-Confirmation Theory
(Source: ResearchGate, 2024)
From the perspective of this study, the study of ECT is very significant in the understanding of customer behavior in the online clothing market of Lahore. Lahore's online shoppers also demand quick shipping, safe payment options, precise product descriptions, prompt customer support, and user-friendly websites from fashion retailers. When a business delivers a product or service and a customer has an online shopping experience, they will compare their expectations with the actual experience, and form an opinion. If these needs are met successfully by online clothing brands, consumers' trust in the brand increases and they have greater intentions of purchasing and repeating the purchase behaviour (Ismail, 2022). But if not, dissatisfaction and loss of customer loyalty can be caused by missed expectations, such as late delivery, bad product quality, or a poor website usability. Thus, this study uses ECT to analyze the impact of customer expectations on trust, service quality and purchase intention in Lahore's online fashion e-commerce market considering digital marketing capabilities.
Resource-Based View
The Resource-Based View (RBV) developed by Barney (1991) describes the way in which firms develop long-term competitive advantage by strategically exploiting valuable, rare, inimitable and non-substitutable (VRIN) resources and capabilities.
[image: ]
[bookmark: _Toc230347535]Figure 2.2: Resource-Based View
(Source: Jurevicius, 2023)
RBV suggests that organisations acquire a competitive advantage when their resources are valuable, rare, inimitable and non-substitutable (VRIN). These resources are technological infrastructure, the capability to execute data analytics, human resources, and brand reputation in the context of digital marketing. Among digital marketing tools, social media presence, personalisation, and customer data management are potential strategic assets in the fashion e-commerce industry (Solfa, Oliveira and Simonato, 2023). The capabilities help firms to get a better insight into customer needs, offer personalised experiences, and improve the quality of services overall. According to Daneshvar Kakhki and Nemati (2022), though, RBV implies that the existence of resources is not sufficient for their successful alignment with market needs and customer expectations, which is required to create value. The major weakness of RBV is that it pays more attention to the internal resources and undervalues the external environmental conditions, like the dynamic consumer behaviour and market forces. 
Service Quality Models
Service quality models offer frameworks for assessing service quality against customer expectations. SERVQUAL is a popular one and measures service quality using five dimensions: reliability, responsiveness, assurance, empathy, and tangibles (Setiono and Hidayat, 2022). This model has been adapted to E-SERVQUAL for online services, which considers online service quality factors including website design, efficiency, system availability, privacy and fulfilment.
[image: ]
[bookmark: _Toc230347536]Figure 2.3: Service Quality Models
(Source: SurveyMonkey, 2023)
This study is important because service quality models describe the impact of operational and service dimensions of online retail on customer perceptions and satisfaction. In the online clothing industry in Lahore, service quality aspects like delivery speed, product descriptions, customer support and payment security influence online retailer perceptions. Good service quality builds trust and impacts purchase intention (Kim and Yum, 2024). In this research, service quality helps to analyse the impact of digital marketing capabilities on customer outcomes. Digital marketing capabilities reflect the firm's resource capabilities and service quality implies how these resources are translated for the customers. But SERVQUAL and E-SERVQUAL have been developed mostly in the Western world and may not reflect the specific aspects of emerging markets such as cash-on-delivery preference, infrastructure and trust issues in the e-commerce landscape of Pakistan.
[bookmark: _q7gna3b66se2][bookmark: _Toc231046775]2.2 Online Customer Expectations in Apparel E-commerce
Recent literature emphasises the increased importance of the use of advanced technologies, including augmented reality (AR) and artificial intelligence (AI), in changing online fashion retail and improving the experience of customers. As an example, Kovács and Keresztes (2024, p.4) note that the visual experience and uncertainty about purchases are reduced due to AR-based functionalities of virtual try-on, especially with Generation Z customers. Equally, Gabriel et al. (2023) illustrate that the interactive, new, and hedonic nature of AR (Augmented Reality) can be important to continuance intention and purchasing behaviour. The results are in line with Expectation-Confirmation Theory (ECT), where improved digital experiences have the potential to affirm expectations, positively resulting in increased satisfaction and subsequent purchase intentions. Nonetheless, although AR (Augmented Reality) enhances the experiential value, its application can be limited by technological availability and familiarity with the technology, which can differ among emerging markets. Besides technological changes, the expectation of customers in the online store selling clothes is highly influenced by service quality dimensions, especially those described by the E-SERVQUAL model, such as reliability, responsiveness, website functionality, and security. Consumers are becoming more demanding when it comes to having the right information about products, delivery on time, ease of navigation and secure transactions. These are the factors which constitute the set of expectations on which online experiences are measured. E-SERVQUAL has, however, been criticised due to its minimal use in emerging markets where a preference to cash-on-delivery, logistical inefficiencies and lack of trust is more severe. Thus, though the model can be a useful framework, it needs to be adapted to the context in order to capture all the customer expectations in such a market as Pakistan. Conversely, Zhang and Liu (2024) discuss the use of AI as the driving force behind such tools as Midjourney that are designed to simplify the design process and match products with customer preferences. 
Recent literature identifies several online fashion buying choices due to digital and behavioural factors, especially in the e-commerce context. Anggraeni and A’yuni (2023) show that purchase decisions are highly influenced by promotions, online reviews, and ratings of customers, which explains 66.4% of the diversity in consumers. The findings confirm Expectation-Confirmation Theory (ECT) because positive reviews and ratings influence pre-purchase expectations, which, when fulfilled, increase satisfaction and lead to repeat buying behaviour. Nonetheless, the sample of the study is that of a student, which limits its generalisability to the wider consumer segments. On the contrary, Wilfling et al. (2022) highlight the drawbacks of online shopping because of the lack of the sense of touch. Their result shows that only visual stimuli are not enough to duplicate physical product assessment, which creates a serious missing point in expectation fulfilment. This is a weakness of ECT because unmet sensory expectations can result in negative disconfirmation, which decreases customer satisfaction in online apparel settings. Also, Landim et al. (2021) discuss how chatbots contribute to the improvement of personalised interaction with customers. Chatbot technologies are the strategic digital capabilities that can enhance customer interaction and efficiency of the service from the perspective of a Resource-Based View (RBV). Their usefulness, however, is based on their integration with larger systems and acceptance by users.
[bookmark: _xdirlmod1ke3][bookmark: _Toc231046776]2.3 Digital Marketing Capabilities of Clothing Brands
According to recent literature, the issue of digital marketing capabilities is of increasing importance in improving the performance and customer interaction of the firms in the fashion industry. Munir et al. (2023) indicate that digital marketing has a strong positive effect on the performance of marketing, especially when brand articulating capability mediates it. This observation is in line with the Resource-Based View (RBV) because such capabilities are valuable and strategic organisational resources that enhance competitive advantage. Nevertheless, the authors are restricted to SMEs in Indonesia, which makes it questionable whether the research can be applied to bigger corporations or other market situations. Likewise, Laradi et al. (2023) establish that social media marketing capabilities, especially content creation and interaction, can positively impact consumer-based brand equity. This justifies RBV because it focuses on the significance of firm-specific digital competencies. Nevertheless, the negligible place of monitoring abilities creates an indication that not every digital resource can be equally helpful in terms of performance, and it is necessary to consider the matter in a somewhat more detailed way. Zahran (2025) goes further to assert that fast fashion success revolves around digital marketing, influencer and data analytics, which can motivate consumer interest and loyalty. This is also an indication of RBV since such capabilities make it responsive and personalised.
Recent publications emphasise the changing role of online marketing abilities and consumer behaviour in the online retail performance. According to Pangarkar and Shukla (2023), digital innovations, including augmented reality, virtual reality, and the so-called “phygital” experience, are changing luxury consumption by improving customer engagement throughout the purchasing process. This is similar to Expectation-Confirmation Theory (ECT), where immersive technologies have a higher potential to exceed or match consumer expectations, leading to higher satisfaction and purchase intention. Nevertheless, the study mainly concentrates on the luxury markets, and this narrows its applicability to the price-sensitive emerging markets such as Pakistan. The study by Masrianto et al. (2022) presents the Digital Marketing Utilisation Index (DMUI) that shows that the capabilities of firms are based on their technological use, preparedness to innovate, and digital transformation. This is a strong indication of the Resource-Based View (RBV) in which the digital marketing capabilities will be seen as strategic resources that increase competitiveness. However, the result that the majority of companies are at an intermediate level of capabilities implies that merely implementing digital tools would be ineffective without a successful strategic implementation. In the same way, Tolstoy, Nordman and Vu (2021) indicate that online marketing capabilities are not sufficient to ensure performance unless they are backed with market orientation and adaptability. 
[bookmark: _h1p7kwar45y0][bookmark: _Toc231046777]2.4 Expectation Fulfilment and Purchase Intention
The recent research highlights that there is an increasing role of expectation fulfilment, trust and perceived value in influencing online consumer behaviour. Ko and Ho (2024) also highlight that live-stream shopping (LSS) has a positive impact on the purchase intention because of its engagement in real-time, perceived value, and uninterrupted trust. Their subsequent elaboration of the Expectation Confirmation Model is a good signifier of the Expectation-Confirmation Theory (ECT) which demonstrates that satisfaction and subsequent use are high following the fulfillment of expectations of the consumers regarding the quality of information and system reliability. However, the study is reduced to LSS users and this may not be extended to e-commerce in general. Similarly, Rahi et al. (2025) confirm that mobile shopping applications have an expectation confirmation and satisfaction as determinants of continuance intention 82.6% that drive user behaviour. This justifies ECT since validation of expectations is the main point of involvement. But other theories are also included in the study such as flow theory and one can hardly isolate the independent effect of expectation confirmation. Valiño et al. (2023) also contribute to the discussion by connecting a purchase intention to brand involvement by corporate social responsibility (CSR). This brings in an aspect of trust and value, in which unfulfilled ethical expectations can result in dissatisfaction, which also fits into ECT. 
Furthermore, all these studies indicate that functional performance is not the only dimension of expectation fulfilment but emotional and ethical dimensions of consumer experience also exist. Nevertheless, they do not usually take into account the contextual issues, like cultural differences and the situation on the market, especially in the developing economies. This restricts the generalisability of findings, and more context-specific studies that combine expectation fulfilment with more comprehensive digital marketing strategies are necessary.
Importantly, the service quality performance defines the fulfilment of expectations in e-commerce to a great extent, as the E-SERVQUAL model conceptualises it. Measures like reliability of delivery, efficiency, responsiveness of the site and security of the transactions are the real performance that the expectations are measured based on. When the elements of these services are more than what is expected, there is positive confirmation, which brings about more satisfaction and higher purchase intention. On the contrary, when the quality of the service fails, delayed delivery, broken website, or mistrust, the customer loyalty and involvement are decreased, and negative disconfirmation occurs. Other broader determinants of purchase intention are also emphasised in the recent literature. According to Ghosh (2024), among the major drivers, there are usefulness, trust, security, and e-WOM, whereas Foroughi et al. (2023) focus on influencer credibility and content value. Arumugam, Hameed and Sanjeev (2023) also emphasise the significance of service quality, trust, and enjoyment in new markets. All these findings support the main role of quality of service in influencing the outcomes of expectation confirmation. The literature pays little attention to these factors as opposed to the capabilities of a firm in isolation without incorporating them with firm capabilities, implying a gap that links with the Resource-Based View (RBV) in explaining strategic alignment.
[bookmark: _1061zfvhzr5g][bookmark: _Toc231046778]2.5 Strategic Alignment Between Customer Expectations and Digital Marketing
The recent literature has indicated the strategic relevance of aligning digital marketing, consumer behaviour, and operational capabilities in order to achieve organisational performance. Muhammad et al. (2025) suggest a hybrid system that integrates digital marketing, consumer insights and supply chain management and shows a great improvement in the accuracy of predictions, efficiency in fulfilment and ROI on marketing. This greatly contributes to the Resource-Based View (RBV) since it focuses on the combination of internal capabilities and data-driven resources to attain competitive advantage. Nevertheless, the simulation nature of the study might restrict the practical use of the results, especially in markets that are not technologically advanced. Likewise, Aityassine, Al-Ajlouni and Mohammad (2022) discovered that digital marketing plans are highly effective in customer satisfaction, engagement, and loyalty, which subsequently lead to organisational performance. This is aligned to Expectation-Confirmation Theory (ECT) since satisfied customers are those whose expectations are fulfilled or surpassed by proper marketing strategies. The convenience sampling and a small organisational context, however, limit generalisability. Oumaima and Lamari (2024) also highlight the significance of personalisation and customer experience in digital transformation and the significance of CRM systems and data integration. This is indicative of both RBV and ECT, whereby the capabilities of personalisation are both strategic resources as well as providing satisfaction of the expectations. 
Even with such contributions, current studies tend to look at internal capabilities or customer outcomes independently. Few studies have combined the two views to investigate the relationship between digital marketing capabilities and changing customer expectations, especially in emerging markets such as Pakistan, which means there is a gap in the research.
The recent sources highlight the increasing importance of digital analytics, transformation, and artificial intelligence (AI) in the context of boosting the effectiveness of marketing and consumer perception. According to Vollrath and Villegas (2021), digital marketing analytics tools are necessary to gain insight into the consumer decision journey and value-based strategy. This is consistent with the Resource-Based View (RBV) since analytics capabilities may be viewed as strategic resources that enable informed decision-making. The authors point out one primary limitation, as companies tend to be unaware of how to strategically embrace these tools, causing the so-called “analytics myopia”, where data is consumed without any clear correspondence to business goals. In the same way, Cosa (2023) emphasises the power of digital transformation in transforming organisational strategies and customer experiences. The paper highlights that proper digital communication and strategic adjustment are essential in increasing user experience, which is associated with Expectation-Confirmation Theory (ECT) because better communication can contribute to fulfilling or controlling customer expectations. Nonetheless, the study is conceptual and does not have empirical validation. Zaman (2022) also examines the application of AI to predictive marketing and shows how insights grounded in data help companies to foresee customer needs and provide personalised experiences.
Based on a literature review, there is a clear consensus of digital marketing competencies' positive effect on customer engagement, satisfaction and organisational performance. There are important model variations, however, on how these effects are achieved. However, as far as customer outcomes are concerned, some research focus on technological aspects like Artificial Intelligence, Analytics, Personalisation etc. while some on service quality, trust and customer experience. Moreover, there are numerous studies that focus on customers' expectations without being supplemented by studies on digital marketing capabilities.Also, a lot of studies focus on customer expectations separately instead of the study focusing on how the digital marketing activities relate to them strategically. But with these improvements raised as crucial, it can be difficult to tell whether enhanced digital capabilities are enough to improve customer outcomes or if they will only do so if you also deliver a strong operational service, which meets or exceeds customer expectations.
[bookmark: _2nf25z6n1cnh][bookmark: _Toc231046779]2.6 Relationship Marketing and Trust
Relationship marketing is concerned with the establishment of long-term interactions, but not short-term interactions with customers, and trust is a key facilitator. According to the Commitment-Trust Theory, the principle of trust and commitment is one of the main reasons that establishes successful relationships, which result in customer retention and loyalty. Trust is even more important in the context of online clothing e-commerce because there is no physical interaction and the perceived risk is greater (Phamthi, Nagy and Ngo, 2024). Consumers can use secure payment systems, clear-cut return policies, genuine product descriptions, and a reliable delivery service. According to Hazari (2024), expectation-confirmation theory (ECT) is closely related to trust since the stable delivery of expectations fosters confidence among customers and increases their purchasing intentions. In terms of the Resource-Based View (RBV), trust-building strategies like good brand image, customer support and quality logistics are important organisational resource capabilities. Nevertheless, in developing economies such as Pakistan, lack of trust has been a significant problem because of such problems as cash-on-delivery reliance and unstable quality of service. Hence, building relationships founded on trust is crucial to maintaining customer interest and competitiveness in the long run.
[bookmark: _62dukjv4npis][bookmark: _Toc231046780]2.7 Emerging Market Context 
The emerging markets like Pakistan offer a distinct and fast-developing e-commerce environment with both great growth potential and structural challenges. In 2026, the e-commerce market in Pakistan is projected to be around US$5.45bn, and its growth is expected to be high due to the growing internet penetration and mobile usage (Statista, 2026a). It has a population of 198 million 3G/4G subscribers and over 50 million internet subscribers, which means that there is a massive and growing number of digital consumers (ITA, 2024). Nevertheless, even with this increase, online retail penetration is not very high, which is less than 2% of total retail sales, indicating a significant unexplored potential (Akademos, 2026). The preeminence of informal and cash-based economies is one of the main features of the emerging markets. In Pakistan, cash-on-delivery (COD) is used in about 75% of e-commerce transactions because of low confidence in online payment systems and inadequate banking infrastructure (PCMI, 2024). This dependency on COD brings about operational inefficiency, such as the increase in return rates, logistics costs, and fraud risk, which directly affect business performance.
Moreover, lack of trust and infrastructure barriers are also still major obstacles to e-commerce. Research suggests that issues associated with data security, product authenticity, and ineffective regulatory frameworks are still barriers to consumer confidence in online platforms (Mukabbir, 2024). Service delivery in emerging markets is also complicated by logistics issues, especially in the last-mile delivery and supply chain reliability. In addition, the emerging economies have very price-sensitive consumer behaviour, which is social in nature, such as peer review and social media. These features render it vital that businesses should adjust their digital strategies to local requirements. On the whole, although emerging markets have high growth opportunities, their structural peculiarities demand context-related digital marketing and customer relations.
[bookmark: _7cx0o7x4ouf][bookmark: _Toc231046781]2.8 Research Gap Martix
	Author(s)
	Focus of Study
	Key Findings
	Gap Identified
	Relevance to Current Study

	Guo, Zhang and Xia (2023)
	Website usability and customer satisfaction in e-commerce
	Website usability and trust improve customer satisfaction and loyalty
	Limited focus on emerging markets and apparel sector
	Current study examines website usability and customer expectations in Lahore clothing e-commerce

	Kim and Yum (2024)
	Service quality, trust and e-commerce continuance intention
	Service quality and trust significantly affect online purchase behaviour
	Does not examine digital marketing capabilities in clothing retail
	Current study links service quality with digital marketing capabilities and purchase intention

	Laradi et al. (2023)
	Social media marketing capabilities and brand equity
	Social media interaction enhances customer engagement and brand value
	Focuses mainly on branding rather than customer expectations
	Current study investigates how social media engagement aligns with customer expectations

	Hipólito, Dias and Pereira (2025)
	Consumer trust, return policy and online shopping satisfaction
	Trust and secure policies influence online shopping satisfaction
	Lacks focus on Pakistan’s fashion e-commerce environment
	Current study explores trust issues in Lahore’s online clothing market

	Ko and Ho (2024)
	Expectation confirmation and online purchase intention
	Fulfilled expectations positively influence trust and purchase intention
	Focuses on live-stream shopping rather than apparel e-commerce
	Current study applies ECT in Lahore’s online clothing sector

	Munir et al. (2023)
	Digital marketing capabilities and business performance
	Digital marketing capabilities improve marketing effectiveness
	Does not analyse customer expectation alignment
	Current study examines strategic alignment between capabilities and customer expectations

	Arumugam, Hameed and Sanjeev (2023)
	Online purchase intention in emerging markets
	Trust and service quality influence purchase intention
	Not specific to Pakistan clothing sector
	Current study focuses specifically on Lahore apparel consumers

	Aityassine, Al-Ajlouni and Mohammad (2022)
	Digital marketing strategy and customer satisfaction
	Digital marketing positively affects customer satisfaction and loyalty
	Does not integrate customer expectations and trust together
	Current study integrates expectations, trust, service quality and purchase intention



Table 2.8.1: Research Gap Matrix
(Source: Self-created)
According to the literature, three important gaps are qualified.As per given literature, there are three major gaps that are qualified. First, previous studies mostly focus on customers' expectations, the quality of service in digital marketing, trust in the product/service and capabilities of digital marketing separately instead of the integrated digital relationship marketing process. Secondly, an operation gap exists where limited research provided explanation of how the digital marketing capabilities are manifested to customer values via service quality and trust establishment mechanisms. Thirdly, there is a strategic alignment gap because there has been too little recognition to identify how organisation capabilities and changing demands for the customers affect organisation's business performance and interest in making purchases. While they have been investigated in more developed markets, it may be difficult to apply these relationships to emerging markets where there is also a risk of payment insecurity, logistics complexities and lack of trust.
[bookmark: _eiwph12yymlp][bookmark: _Toc231046782]2.10 Chapter Summary 
The literature suggests that customer expectations, service quality, trust and digital marketing capabilities are highly interconnected. However, insufficient research has examined how these factors interact strategically to influence customer outcomes and business performance within emerging fashion e-commerce markets. This gap provides the foundation for the conceptual framework and empirical investigation of the present study.


[bookmark: _7f18lslbx6zw][bookmark: _Toc231046783]Chapter 3: Methodology
[bookmark: _eqvm4c8v65g9]The chapter describes the research design employed to find out how online customers' expectations and digital marketing capabilities relate in the apparel e-commerce industry. It starts with the explanation of the research philosophy and methodology that underlie the application of the positivist paradigm and deductive reasoning. The next chapter outlines the research design, data collection procedures and sampling plan for collecting quantitative data. It further details the measurement instruments and variables applied in the study. As well, the methods of data analysis, including the statistical methods like SPSS, are addressed to provide reliability and validity. Ethical considerations and research restrictions are also discussed in order to maintain transparency, credibility and academic rigour during the research.
[bookmark: _sx2ljmb2mrp1][bookmark: _Toc231046784]3.1 Research Philosophy
Research philosophy is defined as the collection of beliefs and assumptions concerning the way knowledge is created and perceived in a study. It determines the direction in which research is done, including the process of data collection, analysis and interpretation. Research philosophy determines the general research design, as both the objectives, methods, and findings of the research are consistent (Mwita, 2025). In this paper, a proper choice of philosophy is critical to investigate the correlation between online customer expectations and online marketing potential in the Pakistani clothing industry in a systematic manner. Academic research has a number of research philosophies which are commonly used. According to Dulal (2025), positivism is concentrated on objective reality and measurable data, and it is common to utilise quantitative techniques to examine the relationship between variables. Interpretivism focuses on subjective knowledge and feels its way through the human experience using qualitative approaches like interviews. Pragmatism is a mix of quantitative and qualitative methods, which is concerned with practical results and the solution of real-world problems. Finally, realism accepts that there is an objective reality but notes that the reality is shaped by social and contextual factors.
The present research embraces a positivist research philosophy. The approach would be suitable because the study will focus on testing quantifiable relationships between explicitly specified variables like customer expectations, digital marketing capabilities, and purchase intention. A positivist approach is compatible with the use of structured questionnaires, which provide the opportunity to collect and analyse data objectively (Alordiah and Ossai, 2023). The choice of positivism can be explained by the characteristics of the research aims, which are aimed at determining the patterns, relationships, and causal connections between variables. According to Guzik and Wienckowska (2023), the research will need measurable data, which can be statistically analysed and yield valid and generalisable results. Through positivism approach, the study will be objective, minimise the bias of the researcher and enable the hypotheses to be tested in a systematic way. Also, positivism encourages the application of standardised data collection tools, including surveys, which are effective in collecting responses from more people in Lahore (Rafiq, Iqbal and Afzal, 2024). This is especially significant in order to obtain various customer opinions in a systematic and similar form.
The selected research philosophy is very relevant to the study, as the focus of the research is on strategic alignment between changing customer expectations and digital marketing capabilities. According to Patel, Pandit and Sama (2023), the study aims at quantifying the effects of various variables, including service quality, trust and digital engagement, on customer behaviour within the online apparel environment. Positivism will be the best method to use because these variables can be measured and analysed objectively. Moreover, the data-driven and competitive environment of digital marketing in Lahore necessitates fact-based knowledge (Tariq and Rehman, 2023). 
The selection of positivism is justified by the study's objective of testing measurable relationships between customer expectations, digital marketing capabilities, trust, service quality and purchase intention. Unlike interpretivism, which focuses on subjective experiences, positivism enables objective measurement and statistical testing of predefined constructs. Pragmatism and mixed-method approaches could provide richer insights however, they require greater resources and are less appropriate for examining relationships among multiple variables using quantitative techniques. Therefore, positivism aligns closely with the study's explanatory purpose and supports the generation of evidence-based managerial recommendations for online clothing retailers operating in Lahore.
[bookmark: _iwm4xqjrn5x8][bookmark: _Toc231046785]3.2 Research Design
Research design is the general plan and structure of carrying out a study. It presents the following data collection, measurement, and analysis to answer the research questions in an effective manner. The clear research design makes the study systematic, logical, and able to deliver valid and reliable results (Adeoye, 2024). It serves as a plan that relates the research goals to the procedures of the research. Research designs are of different types that are frequently employed in scholarly research. An exploratory research design is applied when the research problem is not well identified and seeks to provide some initial knowledge. The descriptive research design is used to describe features, behaviours or trends of a certain population. According to Jayasinghe, Rameezdeen and Chileshe (2022), explanatory research design is used to explore the relations between variables and define the cause-and-effect relations. Also, research may be either qualitative, quantitative or mixed-methodology depending on the nature of data gathered and analysed.
The research design of this study is quantitative explanatory research. The study is aimed at investigating the correlation between the online customer expectations and digital marketing capabilities and the impact of these factors on purchase intention. Numerical data is gathered through the use of a structured survey technique and analysed with the help of statistical methods (Lund, 2021). The quantitative explanatory design is an excellent choice as the research needs to establish correlations among well-established variables. This design will enable the researcher to examine the effects of various factors, including usability, trust, reliability of delivery, and personalisation on customer behaviour (Guo, Zhang and Xia, 2023). It gives quantifiable and objective outcomes, which are necessary in making credible conclusions. The survey method is especially adequate because it allows gathering more data on a greater number of respondents in a short period. This assists in the wide view of online consumers in Lahore. The statistical analysis instruments also improve the accuracy of the results and provide the possibility to determine significant patterns and links between variables.
The chosen research design is appropriate in terms of the focus of the study, which is the strategic alignment of customer expectations and digital marketing capabilities. The issue needs an insight into the interaction of several factors and the effect they have on the customer in an online shopping setting. These relationships can be measured in a systematic way using a quantitative explanatory design. According to Aziz et al. (2025), the dynamism of the e-commerce industry of clothing in Lahore demands data-driven knowledge which can inform strategic decision-making. Through this design, the study will be able to offer clear and actionable results to businesses that would like to enhance their digital marketing strategies. On the whole, the selected research design will allow meeting the research objectives effectively, and the results will be practical and generalisable.
[bookmark: _fnlrwb59eplu][bookmark: _Toc231046786]3.3 Conceptual Framework 
[image: The diagram illustrates a web-based service model, emphasizing factors like trust, social media engagement, service quality, pricing, and delivery reliability in driving customer purchase intent.
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[bookmark: _Toc230347537]Figure 3.1: Conceptual Framework 
(Source: Self-Created)
The conceptual framework presented below shows that the digital marketing capabilities and online expectations of customers affect the purchase intention of online clothing retailers in Lahore. Website usability (website design, accessibility and loading speed) are related to the ease of navigating online shopping platforms (Guo, Zhang and Xia, 2023). The reliability of delivery is linked to the retailer's capacity to deliver the order correctly and on time, which will likewise have a significant impact on customer satisfaction (Ha, Akbari and Au, 2022). Trust and security are customers' confidence in the security of their payment and privacy and in the honesty of the retailer (Hazari, 2024). Social media engagement is the level of interaction and communication between clothing brands and customers via social media platforms like Instagram and Facebook (Laradi et al., 2023). These factors collectively impact on customers' trust and their perception of service quality, thereby influencing their online purchase intention and customer engagement in the Lahore apparel e-commerce market.
3.4 Variable Relationships and Mediation Logic
Based on that, the conceptual framework uses a causal approach that states that the expected value of customers when they use the internet as a medium for communication acts as the variable that is independent, whereas the purchase intention becomes dependent in relation to the independent variable and the dependent variable in the figure in the prior step. Trust and service quality are placed as mediators because it presents how digital marketing capability impacts the customer behaviour. In terms of theory, the Resource Based View states that the digital marketing capabilities allow the companies to offer more valuable customer experiences to customers, by providing personalisation, communication and engagement. Based on these capabilities, E-SERVQUAL clarifies the mechanisms which lead to service quality result and the Expectation-Confirmation Theory suggests that the act of satisfying the expectations of customers increases trust and satisfaction. As a result, greater level of trust, higher level of service quality higher are purchase intention. Theoretically, this mediation structure offers clarity and it's an accurate representation of how capabilities of an organisation affect customer outcomes.
[bookmark: _Toc231046787]3.5 Data Collection Method
The focus of this research will be a primary approach of quantitative study that will be conducted by a questionnaire containing closed ended questions and will be distributed online to the consumers of Lahore who have a prior experience of buying clothes online. The closed ended questions will be asked using a (1 = Strongly Disagree to 5 = Strongly Agree) Likert scale in the questionnaire. The survey aims to address some of the fundamental research questions concerning the expectation from online clothes to the online clothing industry, the capability of online marketing, customer trust, service quality, and purchase intention among the customers of Lahore's online clothing sector. Specifically, the questionnaire is designed to highlight the factors that customers seek from online clothing retailers, how digital marketing skills relate to customer attitudes, the impact of trust and service quality on customer purchasing, and how well clothing brands match their digital marketing strategies with customer expectations. The questionnaire will be made available on the social media websites like Facebook, Instagram, and WhatsApp to reach digitally active online shoppers of Lahore. The number of convenience samples is 71 and all respondents who once bought clothes online will participate in the study. This approach is suitable for this research because it is a quantitative explanatory research with positivist philosophy, so that the numerical data can be analyzed statistically by SPSS to study the relationship between variables.
Bottom of Form
The research employs the primary quantitative technique of data collection, a structured online questionnaire. The questionnaire is structured in such a way that closed-ended questions evaluated on a Likert scale are used to reflect the perception of the respondents toward customer expectations, digital marketing capabilities, and purchase intention. The questionnaire will be sent by online platforms like Google Forms and social media to people in Lahore familiar with online apparel shopping (Siddiqui, Zafar and Naseem, 2025). In this study, a total of 71 respondents are to be targeted. The convenience sampling method will be used to choose these participants, and their selection criteria will be that they are active online shoppers in the clothing industry. A structured questionnaire is suitable because the researcher will be able to gather data in a standardised and uniform way (Ranganathan and Caduff, 2023). This technique will make sure that every respondent answers the same series of questions, and hence the data will be comparable and can be analysed statistically. It also allows effective data gathering in limited time and resource conditions.
A web-based survey is especially appropriate since it is cost-effective and can be used to communicate with a larger audience within a short period of time. It also makes data recording and organisation easy and eliminates the possibility of errors. Closed-ended questions are clear and enhance the response accuracy since the study is based on the measurable variables (Brosius, Hameleers and van der Meer, 2021). The data collection method chosen is very relevant to the research topic, as it is based on the customer expectations online and the digital marketing capabilities. According to Song (2024), gathering information using digital platforms indicates the reality on the ground where consumers engage with clothing brands. Moreover, the quantitative survey data will enable the researcher to examine the relationship between variables like service quality, trust and digital engagement. The strategy offers valuable details on the behaviour of consumers in Lahore that can guide businesses on how to align their digital marketing strategies with the changing customer expectations.
	Variable Type
	Variable
	Definition
	Measurement Items (5-point Likert Scale: 1=Strongly Disagree to 5=Strongly Agree)
	Source / Adapted From

	Independent Variable
	Online Customer Expectations
	Desired standards customers expect from online clothing retailers regarding service and shopping experience
	1. I expect fast delivery. 
2. I expect accurate product descriptions. 
3. I expect easy website/app navigation. 
4. I expect secure payment options. 
5. I expect responsive customer service.
	Oliver (1980); Kim and Yum (2024); Guo, Zhang and Xia (2023)

	Independent Variable
	Digital Marketing Capabilities
	Firm ability to use digital tools effectively for customer engagement and value creation
	1. Brand uses attractive social media marketing. 
2. Brand provides personalised recommendations. 
3. Brand communicates regularly online. 
4. Brand website/app is user-friendly. 
5. Brand uses promotions effectively.
	Barney (1991); Munir et al. (2023); Laradi et al. (2023)

	Mediating Variable
	Trust
	Customer confidence in the reliability and honesty of the online retailer
	1. I trust this online clothing brand. 
2. The brand delivers as promised. 
3. My payment information feels secure. 
4. I believe product quality matches description.
	Hazari (2024); Hipólito, Dias and Pereira (2025)

	Mediating Variable
	Service Quality
	Perceived quality of service delivered through online platform
	1. Orders arrive on time. 
2. Customer support is helpful. 
3. Returns process is easy. 
4. Website works efficiently. 
5. Overall service is reliable.
	SERVQUAL: Parasuraman et al.; Setiono and Hidayat (2022)

	Dependent Variable
	Purchase Intention
	Likelihood that customer will purchase clothing online
	1. I intend to buy clothing online soon. 
2. I would choose this brand over competitors. 
3. I would recommend this brand to others. 
4. I am likely to repurchase from this brand.
	Ko and Ho (2024); Ghosh (2024)


Table 3.6.1: Variable Framework
(Source: Self-Created)
This study will use a structured online questionnaire, created with Google Forms. The questions will be close-ended and rated on a 5-point Likert scale to assess customers' perceptions of online customer expectations, online marketing capabilities, trust and purchase intention. This online questionnaire format is suitable for the study because the respondents are digital consumers, who interact with online clothing retailers in Lahore. 
The internal consistency of the constructs of the questionnaire was validated with Cronbach's Alpha for measurement reliability to ensure measurement reliability. The values were classified as satisfactory between 0.70 and 0.89 or equal to or greater than 0.90. Adaption of measurement items from the previously validated studies and the consistent theories such as ECT, RBV and E-SERVQUAL helped to construct the validity of the measurement. In addition, pilot testing to enhance question clarity and decrease ambiguity was conducted prior to the Questions being sent to students. Several methodological limitations have to be recognized, however, in these measures. Convenience sampling was used and only 71 participants completed questionnaires reducing the generalisation of results and possibly rendering results of the study unrepresentative. All the respondents in this case are from Lahore thereby affecting the sample with urban bias. Further, the respondents' answers to the survey might themselves be biased. The above restrictions indicate that results must be interpreted with caution and are likely to be only a representative sample of all the internet users as far as Pakistani clothing consumers are concerned.
[bookmark: _14ukg57sqtw6][bookmark: _Toc231046788]3.6 Data Analysis
The process of processing, arranging and understanding gathered information in order to derive meaningful information and respond to research questions is known as data analysis. It converts raw data into organised information that can be applied to determine patterns, relationships and trends. Good data analysis results in accurate, reliable, and objective findings associated with the research objectives (Rangineni et al., 2023). Data analysis in research comes in a number of types. The basic characteristics of the data, including frequencies, percentages, means, and standard deviations, are summarised by descriptive analysis. The inferential analysis is applied to test the relationships between variables and make conclusions about a population on the basis of the sampling data (Rahayu, Muktiarni and Hidayat, 2024). The most commonly used inferential methods are correlation and regression analysis. Also, one can conduct reliability and validity testing to determine the consistency and accuracy of measurement tools. According to Edelsbrunner, Simonsmeier and Schneider (2025), Cronbach's tools are used to assess internal consistency in quantitative research. Factor analysis may also be used to carry out data analysis to determine the underlying patterns among variables.
This paper employs the methods of quantitative data analysis by relying on statistical packages like SPSS. Analysis will start with descriptive statistics that will reveal the demographic portrait of the respondents and summarise the important variables. Reliability analysis is carried out to verify that the measurement scales are consistent (Cheung et al., 2023). Moreover, the correlation analysis is employed to test the strength and direction of correlation between variables, including customer expectations and digital marketing capabilities. According to Shakir and Adzhar (2024), customer purchase intention is the variable that the regression analysis is used to estimate the influence of independent variables. It assists in determining the factors that have a great impact on consumer behaviour. The use of statistical analysis is appropriate because the study aims to measure relationships between variables in a structured and objective manner. Descriptive statistics give a clear picture of the data, whereas the inferential techniques enable the researcher to test the significance of the relationships. The regression analysis is also applicable because it assists in determining the main predictors of purchase intention (Sharma et al., 2022). This will help the researcher to identify the most influential aspects of digital marketing and customer expectations. Reliability testing is used to make sure that the data gathered is repeatable and reliable to improve the credibility of the results. 
The data analysis options selected are appropriate with respect to the research topic, which aims at uncovering the relationship between the changing customer expectations and digital marketing capabilities. The analysis of several variables and their effects on purchase intention is needed in the study, which can be successfully accomplished using statistical methods. Analysis of survey data collected among respondents in Lahore can be done in a systematic and accurate manner using SPSS (Ullah and Ameen, 2021). In addition to descriptive statistics, factor analysis was conducted to assess construct validity and confirm the underlying structure of the measurement scales. Multiple regression analysis was employed to determine the relative influence of customer expectations and digital marketing capabilities on purchase intention. Mediation analysis was also considered to evaluate the indirect effects of trust and service quality on the relationship between independent and dependent variables.
[bookmark: _16iy8y9rukx][bookmark: _Toc231046789]3.7 Ethical Considerations 
Ethical issues are necessary to make sure that the research is done in a responsible and ethical manner. This study will give proper information to the participants regarding the objective of the research prior to participation. Motivated consent will be used, and the respondents will be free to join the study without feeling pressured (Godskesen, Bjork and Juth, 2023). The participants will also have the right to pull out of the research at any point without any form of repercussions. The participants will be guaranteed anonymity and confidentiality in order to safeguard them. No personal or identifiable data will be gathered, and all answers will be employed in the context of academic purposes. According to Athanere and Thakur (2022), the information will be kept safe and not disclosed to a third party. The study will further make sure that the participants are not exposed to harm, discomfort, or misleading information. All questions will be acceptable and pertinent. Academic integrity will also be observed in the study through giving due credit to all sources and ensuring that no plagiarism is employed during the research process.
[bookmark: _ylhj51r6wtlg][bookmark: _Toc231046790]3.8 Chapter Summary
The chapter explained the research design adopted for the study of congruence of expectations made by online customers with the digital marketing capabilities in the clothing industry of Pakistan.This chapter showed the research design used in exploring the congruence between the expectations online customers and the digital marketing capabilities of the clothing industry of Pakistan. It explained that the objective and structured analysis were ensured by taking the help of a positivist research philosophy and deductive methodology. The research design used was exploratory in nature that is quantitative in order to test the relationship between variables. It also outlined the data collection method of Focusing Crescent by having a structured online survey which was filled by a sample of 71 respondents from Lahore. The method used gives an organized structure to research strategic fit between customers' expectations and digital marketing capabilities, but there are also possible constraints of the convenience sampling method and the small size of the sample and these should be taken into account in interpreting the results.
[bookmark: _Toc229498268][bookmark: _Toc231046791]Chapter 4: Data collection
[bookmark: _Toc229498269][bookmark: _Toc231046792]4.1 Chapter introduction
The chapter aims to transform raw data collected through the survey into meaningful insights. The researcher has surveyed  71 respondents who have experience in buying clothes online. The survey is based on 3 demographic and 12 non-demographic questions, which are answered by the respondents. Their responses help the researcher to identify their perceptions about online clothing shopping and customer expectations. The statistical output and the graphical representation allow the researcher to explore whether the research objectives are achieved.     
[bookmark: _Toc229498270][bookmark: _Toc231046793]4.2 Results	
[bookmark: _Toc229498271][bookmark: _Toc231046794]4.2.1 Survey responses
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[bookmark: _Toc230347538]Figure 4.1: What is your age group?
(Source: Self-developed)
The age distribution of the respondents of the study is shown in Figure 4.1. The age group 25-44 years old had the largest percentage of respondents (39.44%). Next, the age group of 35-44 years old accounted for 28.17% of the respondents. The results reveal that most of the respondents were adults in the active working age group, which can be attributed to the higher rate of online shopping amongst middle-aged consumers in Lahore than their older counterparts.
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[bookmark: _Toc230347539]Figure 4.2: What is your gender?
(Source: Self-developed)
Figure 4.2 shows the gender split of the respondents in the survey. The majority of the female respondents (52.11%) constituted the total number of participants. It indicates that the women in Lahore might be more inclined to access online clothes shopping sites in a frequent manner. The number of respondents who did not want to disclose their demography also suggests differences in preference for doing so in the context of online shopping.
[image: ]
[bookmark: _Toc230347540]Figure 4.3: How often do you purchase clothing online?
(Source: Self-developed)
As illustrated in Figure 4.3, the number of respondents who buy clothes online is relatively small. More than half of the respondents (50.7%) said that they buy clothes online on a monthly basis. The roughly equal number of weekly and rare shoppers also indicates differences in online shopping habits, and the comparatively small number of non-users signifies a rise in online acceptance of clothing purchasing sites.
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[bookmark: _Toc230347541]Figure 4.4: I expect online clothing stores to provide fast delivery services.
(Source: Self-developed)
Figure 4.4 shows respondents' perception of the expectations they had from fast delivery services in online clothes stores. Overall, 38.03% agreed they expect fast delivery services, and 30.99% strongly agreed. 11.3% of participants had neutral responses. The finding from the figure indicates that reliability is a key customer expectation in Lahore's online clothing industry. While consumers seem to value fulfilment performance more than promotional digital activities. The agreement levels suggest that quick delivery is a significant expectation for consumers and highlight the growing demand for speedy and prompt service in Lahore's e-commerce clothing industry.
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[bookmark: _Toc230347542]Figure 4.5: I expect online clothing websites/apps to provide accurate product descriptions and images.
(Source: Self-developed)
Figure 4.5 shows consumers' perceptions of accurate product descriptions and product images on online shopping platforms for clothes. One-third (30.99%) of respondents strongly agreed, and 39.44% agreed that they expect accurate descriptions and images. The finding implies that consumers heavily depend on product descriptions and images to make product judgments prior to buying them online.
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[bookmark: _Toc230347543]Figure 4.6: I expect online clothing platforms to have easy and user-friendly navigation.
(Source: Self-developed)
Figure 6 illustrates the opinions of the respondents on easy and user-friendly navigation on online clothing platforms. The figure shows 43.66% responded that online platforms should be easy to navigate, and 26.76% strongly agreed. The finding shows that customers demand easy digital transactions, which implies that they are growing more demanding of frictionless digital journeys. No matter how much effort is made to market a website, poor usability can have a negative impact on customer satisfaction.
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[bookmark: _Toc230347544]Figure 4.7: Clothing brands in Lahore use attractive and engaging social media marketing.
(Source: Self-developed)
The perception of the respondents about using attractive and engaging social media marketing by clothing brands in Lahore is depicted in Figure 4.7. The highest percentage of respondents (33.8%) strongly agreed with the statement, and 32.39% agreed. The results indicate there is a significant segment of consumers who are aware of the importance of social media marketing in their interactions with clothing brands. 
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[bookmark: _Toc230347545]Figure 4.8: Online clothing brands provide personalised product recommendations based on my preferences.
(Source: Self-developed)
Figure 8 shows the respondents' attitudes towards personalised recommendations offered by online clothing brands according to customer preferences. 38.03% strongly agreed with the statement, and 36.62% agreed. The findings suggest that the majority of the online consumers in Lahore are favouring the personalised recommendations. The level of agreement indicates that consumers value personalised shopping experiences in line with their interests and preferences.
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[bookmark: _Toc230347546]Figure 4.9: Online clothing brands communicate regularly with customers through digital platforms.
(Source: Self-developed)
Figure 4.9 shows the respondents' perspectives on the frequency of online clothing brands communicating with customers using digital channels. The graph shows that 39.44% respondents agreed and agreed strongly with the statement, but 9.86% of the respondents reported a neutral reaction. The results of equal percentages for agreement and strong agreement indicate that frequent digital engagement is a key element in sustaining customer engagement in the online clothing industry.
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[bookmark: _Toc230347547]Figure 4.10: I feel confident that my payment information is secure when shopping online for clothing.
(Source: Self-developed)
The respondents' perceptions with regard to the security of the payment information when shopping online for clothing are presented in Figure 4.11. The highest percentage of respondents, 43.66%, agreed that they feel confident about payment security, while 26.76% strongly agreed. 18.31% of the respondents indicated neutral responses. 5.63% disagreed, and 5.63% strongly disagreed with the statement. The results clarifies that consumers' trust in payment systems is still a key factor in their confidence in online shopping. Consumer behaviour in emerging markets is still influenced by security issues.  
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[bookmark: _Toc230347548]Figure 4.11: I trust online clothing brands that deliver products as promised.
(Source: Self-developed)
The respondents' perceptions of trust in online clothing brands that keep their promises are illustrated in Figure 4.11. Among 71 respondents, 43.66% agreed, and 26.76% strongly agreed with the statement. Based on the findings, it can be seen that the majority of the respondents are confident about the online clothing brands based in Lahore. The results suggest that there is a close relationship between trust and operational fulfilment. The reliability of retailers seems to be based on how they perform their deliveries.
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[bookmark: _Toc230347549]Figure 4.12: I believe the quality of online clothing products usually matches their descriptions.
(Source: Self-developed)
Figure 4.12 shows that respondents are divided about whether the quality of the online clothing products matches their description. Most of the respondents (42.25%) agreed, and 29.58% strongly agreed with the statement. The finding implies that in customer satisfaction, there is an expectation fulfilment which must not be overlooked. The accurate representation of products can help minimize dissatisfaction and returns. 
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[bookmark: _Toc230347550]Figure 4.13: Online clothing stores usually deliver orders on time.
(Source: Self-developed)
The perception of respondents about the online clothing stores' timely deliveries is shown in Figure 13. The number of people who agreed and strongly agreed was equal at 35.21%. The results show that the majority of the respondents are satisfied with the performance of the delivery services of online clothes shops in Lahore. The findings confirm the significance of logistics capabilities in the strategic area. Good delivery service seems to be a key element of a good online shopping experience.
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[bookmark: _Toc230347551]Figure 4.14: Customer support services of online clothing brands are helpful and responsive.
(Source: Self-developed)
The opinions of the respondents about the helpfulness and responsiveness of the customer support services of online clothing brands are presented in Figure 14. Overall, 38.03% agreed that the services provided by customer support are helpful and responsive, and 33.8% strongly agreed. This means that there is still a need for customer reassurance services to be responsive. However, subsequent regression analyses suggest that support alone is unlikely to be a powerful predictor of personal experiences.
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[bookmark: _Toc230347552]Figure 4.15: I am likely to continue purchasing clothing products online in the future.
(Source: Self-developed)
Some of the comments made by respondents to the question of what they plan to do after buying clothes online are summarised in Figure 15. A total of 39.44% of the respondents strongly agreed that they will continue buying clothing products online, and 36.62% agreed. The results suggest that the majority of the respondents in Lahore plan to continue using online clothing shopping platforms. The overall positive scores indicate a growing trend of consumer acceptance and preference for online shopping, highlighting their trust in online retail platforms and the rising importance of e-commerce in the clothing industry.
[bookmark: _Toc229498272][bookmark: _Toc231046795]4.2.2 Statistical data analysis
Descriptive statistics
Descriptive statistics analysis was done on 71 valid responses obtained from the consumers of Lahore on the topic of online clothing shopping and digital marketing skills in the clothing industry of Pakistan. The results revealed that the arithmetic mean age group was 2.30, and the standard deviation was .932, meaning that the respondents were mainly grouped around the Middle Ages. The mean value for Gender was 1.68 with a standard deviation of .789 indicating moderate variation between male, female and those respondents who did not wish to state their gender. Respondents had a mean of 2.08 for frequency of online clothing purchases and a standard deviation of 1.228, indicating that they made purchases of clothes online with different frequencies.
The results also indicated that the mean value for expectation of fast delivery service was 2.69, and the standard deviation was 1.517. The mean and SD for expectations of accurate product description and product images were 2.72 and 1.523, respectively. The mean score for user-friendly navigation was 2.49, while the standard deviation was 1.482. These values show that the speed of delivery, the accuracy of the product and the ease of navigation are believed to be important factors that affect the respondents' online shopping behaviours. The slightly large standard deviation values also indicate that there are varying perceptions among the respondents about the efficiency of existing online clothing websites in fulfilling these expectations.
There were also significant product quality, delivery performance, customer support and future purchase intention variables. The mean of product quality matching descriptions was 2.55 with a standard deviation of 1.491. The mean for the timely delivery was 2.82 with a standard deviation of 1.505. The mean and standard deviation for customer support services were 2.70 and 1.506, respectively, and for future online purchase intentions were 2.79 and 1.492, respectively. The results suggest that consumers are paying attention to the different dimensions of service quality, such as reliable delivery and customer response, and these are the factors that can affect their future purchase decisions regarding clothing products online. [Refer to Appendix 2]
Correlations
The correlation analysis revealed some of the significant relationships between the online customer expectations and the digital marketing variables. Expectations of fast delivery services were also found to have strong positive associations with personalised product recommendations (.502) and payment security (.483). The results suggest a strong link between customer convenience and reliability expectations with the use of digital marketing and online security.
Accurate information and digital communication were positively related to user-friendly navigation (.499), social media marketing (.403), indicating that online consumers in Lahore consider accurate information and communication as related factors that affect the customer experience. In addition, the user-friendly navigation was positively related to the intention to purchase online in the future (.416). This indicates that easing the user's navigation through the website can have a significant effect on the user's willingness to continue online shopping.
Product quality matching product description and future online purchase intention also had strong positive correlations with payment security (.353) and (.308). This indicates that consumers who feel secure when making online payments are more likely to trust the products and continue shopping online. The results showed that there is a strong positive correlation between customer support service and the quality of the product description (.544) and delivery on time (.574), thus it can be concluded that responsive customer service is one of the factors that strongly influences customer satisfaction. [Refer to Appendix 3]
Regression
The regression analysis is used to analyse the effect of selected digital marketing capability variables on personalised product recommendations. Personalised product recommendations based on customer preferences were the dependent variable for the model, whereas social media marketing, payment security, brand trust, timely delivery and customer support services were the predictors. The model summary showed an R value of .549 and an R Square value of .302. This means that the combination of the independent variables selected can account for 30.2% of the variance in personalised product recommendations. The adjusted R-squared value was .248, showing the model still had a good level of explanatory power for the number of predictors used in the analysis. The findings suggest that there are other factors that could impact personalised recommendations, but that the variables selected have significant explanatory power. This aligns with the idea that aligning customers' expectations with the role of digital marketing can enhance online consumer experiences in the clothing industry in Pakistan. The regression model was statistically significant (F = 5.619, p < 0.001) yet only accounted for about 30.2% of the variance (R² value) in the dependent variable of personalised product recommendations, suggesting that the chosen predictors had relatively limited explanatory power. This indicates that there are other factors affecting the consumers' perceptions which were not taken into the model. In addition, the predictors social media marketing (p = 0.312), payment security (p = 0.338) and customer support services (p = 0.746) had positive descriptive responses but were not statistically significant. These variables should thus be taken with a pinch of salt as drivers of personalised recommendations. The results could suggest that operational trust and fulfilment influences customer experiences more than promotional activities. [Refer to Appendix 4]
ANOVA
ANOVA analysis was performed to analyse the overall significance of the regression model. The regression sum of squares was equal to 48.057, and the residual sum of squares was equal to 111.182. The model's F value was 5.619, and the significance value was .000. These results indicate the statistical significance of the regression model as well as the influences of the independent variables on personalised product recommendations. The significance value of .000 indicates a very low probability of the observed (relationships) chance occurring. [Refer to Appendix 5]
Coefficients
The coefficients analysis gives a detailed knowledge of the individual contribution of each of the predictor variables in the regression model. Social media marketing was unstandardised, with a correlation coefficient (B) of .124 and a significance value of .312, meaning there is a positive correlation, but it is not statistically significant. The coefficient for payment security was .128 and its significance was .338, which were also positive but not significant to personalised recommendations.
The results indicate that the more a Web retailer can provide the products as promised and build trustworthy relations with the customers, the more likely consumers will appreciate the personalised recommendations. The coefficient value for Customer support services was negative (-.044) with a significance level of .746, suggesting that it was not a significant factor in the model when it comes to personalised recommendations. The constant value was .763 with a significance level of .092. [Refer to Appendix 6]
[bookmark: _Toc229498273][bookmark: _Toc231046796]4.3 Chapter Summary
The chapter shows that there is strong evidence that digital marketing capabilities (social media engagement, payment security, trust, timely delivery and customer support) are significantly linked to personalised marketing experiences. The discovery is closely aligned with the theme of the research, showing that customer expectations are transforming and are closely associated with the performance of digital marketing strategies in the online apparel industry of Lahore. All of these correlations indicate that there is a strong relationship between the skills of digital marketing and the dimensions of service quality in the online clothing industry in Pakistan. The results indicate that there is a correlation between digital marketing capabilities and customer experience within this sample; however, the relatively low level of explaining the results of the regression and the fact that other variables in the model are not statistically significant suggests that there may be other factors which impact on customer perceptions and purchasing behavior.
[bookmark: _Toc230168173]

[bookmark: _Toc231046797]Chapter 5: Discussion 
[bookmark: _Toc230168174][bookmark: _Toc231046798]5.1 Chapter Introduction
The chapter is based on analysing the findings identified from the statistical data analysis and interpreting those in relation to the research aim and objectives. The problem statement of the research stated earlier that there is a mismatch in fast-changing online customer expectations and digital marketing strategies. As a result, the brands are losing competitiveness in the fashion industry. The research aims to explore the compatibility between the online customer expectations and online marketing capabilities in the clothing industry of Lahore. The objectives of the research are to determine the major anticipations of online apparel buyers and the digital marketing ability utilised by clothing brands. The objectives also cover the connection between expectation fulfilment and customer purchase intention, and approaches to enhance the correspondence between the customer expectations and digital marketing.    
[bookmark: _Toc230168175][bookmark: _Toc231046799]5.2 Significant Patterns, Trends, or Anomalies
The data collection chapter revealed that there exist important patterns associated with customer expectations and the effectiveness of digital marketing in the online clothing industry of Lahore. Customer satisfaction is still a key consideration, with the majority of respondents looking for fast delivery, accurate product descriptions, secure payment methods and speedy customer support (Rashid and Rasheed, 2024). The customisation of product suggestions and interactive social media marketing also matched the positive feedback, as customers are growing receptive to personalised and participatory online interactions. This study demonstrates that personalisation and digital engagement are significant factors in enhancing online purchase intention and customer trust in fashion ecommerce. 
The statistical analysis results showed that a high positive correlation exists between user-friendly navigation, timely delivery, payment security, customer support, and future purchase intention. The most relevant factors impacting personalised recommendations are timely delivery and brand trust (Hassan, Abdelraouf and El-Shihy, 2025). This shows that it is still as crucial to run the business with reliability as much as it is to promote it. One of the remarkable exceptions to the results was that, although customer support services were agreed to quite well in the descriptive responses, there was a negative and statistically insignificant coefficient on this variable in the regression analysis. 
The results indicate that the reliability in operation is of greater strategic value than promotional digital marketing activities in the online clothing industry in Lahore. The results of the statistical analysis showed that, although social media interaction and personalized communication had a positive effect on the participants, the fulfillment aspect seems to be more influential in the participants' perception. This discovery extends the Expectation-Confirmation Theory with the implication that customer expectations are not only assessed during digital interactions, but also during the operation of the service. Beyond just promoting clothing, online vendors might need to focus on operational excellence such as logistics performance, accuracy in fulfilments, and customer experience management, as a more powerful strategy than promoting clothing.

[bookmark: _Toc230168176][bookmark: _Toc231046800]5.3 Findings 
[bookmark: _Toc230168177][bookmark: _Toc231046801]5.3.1 Finding 1
The answer to the first research question of the study is given in finding 1, which is about the major expectations of Lahore online apparel shoppers while buying apparel online. The data shows that speed of delivery, descriptions, and images of products are important to customers (Rodionov et al., 2022). The results indicate that the online users of Lahore would be expecting efficiency, reliability, and transparency from the clothes retailers. Since they cannot touch the product in the store, they are turning to digital information. This helps to increase dependency on the delivery quality and detailed product representation to minimise the level of uncertainty and perceived purchase risk.
The results corroborate the literature reviewed in the expectation-confirmation theory. The theory is based on the principle that customer satisfaction arises when the actual service performance is compared to what is expected before purchase. People want products delivered quickly and want to see pictures and information about a product on the website. If this expectation is met, trust and intention to purchase rise. Recent research has proved that usability of websites, the reliability of information, and quality of fulfilment are important drivers of customer satisfaction in e-commerce contexts (Guo, Zhang and Xia, 2023). This theoretical position has been confirmed in the present study through a demonstration of the fact that operational service quality is still central in the clothing industry in Lahore, which largely follows the online business model.
The results are also consistent with previous studies of service quality models like E-SERVQUAL. Avoiding delivery failures and ensuring the products are correctly represented online are cited as key factors influencing customer perception of online shopping experience (Mofokeng, 2021). With the advent of digital competition, there are more alternatives to retailing available, and customers are less tolerant of delayed shipments and product misinformation. This is why respondents strongly value the performance of their services as quick and reliable. The findings also confirm the ever-evolving consumer behaviour in the burgeoning e-commerce sector in Pakistan, where locals have grown accustomed to international service norms and demand the same for homegrown businesses.
This result is slightly at odds with previous research, which suggested that price sensitivity is the primary factor in consumer priorities in emerging markets. While affordability is still important, the study suggests that the convenience and service reliability have become a key consideration for Lahore consumers as well (Abdullah et al., 2021). This could be a result of the growing digital literacy of the younger generation of urban consumers and the rising trend of shopping through smartphones in Pakistan. The results thus extend the current literature by revealing that, in addition to the classic price considerations, operational quality and fulfilment efficiency are also important influences on online shopping behaviour.
[bookmark: _Toc230168178][bookmark: _Toc231046802]5.3.2 Finding 2
Finding 2 answers the second research question, which investigates the existing digital marketing capabilities used by clothing brands in Lahore. The results show that digital marketing, especially the use of social media and personalised product suggestions, has a significant impact on customer engagement in the online clothing industry (Fadil Bakri and Bakri, 2023). The interactive digital communication, tailored suggestions, and aesthetically captivating social media content resonate with consumers, fostering a more pertinent and engaging shopping journey. The data shows that online shoppers are becoming more and more demanding of brands, wanting them to understand them and then interact with them in a personalised way, rather than in a generic way.
The results corroborate the Resource-Based View mentioned in the Literature Review. This theory believes that firms can achieve a competitive advantage when they are able to effectively utilise strategic capabilities and resources (Mahdi and Nassar, 2021). The tools of digital marketing, like social media engagement, personalised suggestions, and customer data management, are valuable organisational assets, bolstering customer interactions and engagement. Recent studies have shown that personalisation and social media marketing are effective in enhancing consumer attention, engagement with brands and online purchasing in fashion e-commerce (Saldanha, 2025). The current study proves the argument by highlighting the acceptance of targeted digital experience in accordance with the interests and shopping habits of the consumers in Lahore.
The results are also consistent with the Expectation-Confirmation Theory, as a personalised recommendation has been found to help satisfy the customer's expectation for convenience and relevance. Online retailers that make a consumer's buying task easier by recommending products based on past searches or purchases, or their own personal preferences, are preferred by consumers (Stecuła, Wolniak and Aydın, 2024). The research exemplifies that customers are more satisfied and emotionally connected to digital brands when they have a personalised experience. This is the reason why respondents equate positive online shopping experiences with digital communication and personalisation.
The study's significance lies in the clothing industry of Pakistan, where there is not much research on the correlation between digital marketing capabilities and changing customer demands. Previous research tends to be more focused on Western or luxury stores. The present findings show that even in the context of an emerging market, consumers in Lahore are also willing to appreciate the personalised engagement through the medium of digital (Sohaib, Ali and Ahmad-ur-Rehman, 2025). This builds on previous research in that it demonstrates that digital marketing sophistication is gaining in significance even in price-sensitive markets. The results indicate that urban consumers in Pakistan are following similar trends of online shopping behaviours as those of the developed world.
One of the interesting things uncovered in the study is how much social media involvement impacts customer perceptions. Users seem to be quite receptive to engaging with digital material, social media influencers and regular online engagement (Wu et al., 2022). This can be attributed to the increasing adoption of smartphones and social media by younger consumers in Pakistan. Social media, like Instagram and Facebook, are increasingly influencing the fashion consciousness and buying habits of people living in the urban areas of Lahore. Cultural factors can also play a role since fashion products are closely tied to identity and lifestyle, and social visibility.
[bookmark: _Toc230168179][bookmark: _Toc231046803]5.3.3 Finding 3
Finding 3 shows how the third research question has been answered. The results suggest that trust and security of payment are highly related to consumers' intentions to make further purchases of clothing items online in the future. Clothing companies that make it easy for customers to buy online and deliver on their promises are more likely to get repeat orders (Stöcker, Baier and Brand, 2021). Customers are more likely to return to an online clothing company if they feel transactions are secure, products are real, and the retailer keeps its promises. The finding indicates that trust serves as a pivotal element in fostering sustainable customer relationships in Pakistan's emerging e-commerce landscape.
The findings support the Expectation-Confirmation Theory, as presented in the literature review, quite strongly. According to the theory, satisfaction and behavioural intentions will occur when consumers' expectations are met (Ramasamy, Ramasamy and Ramasamy, 2024). Online shoppers are not only looking for a safe checkout process, but they also want to know that the policies are transparent and that the products are delivered reliably. Trust is built, and repeat purchase intention is enhanced when these expectations are fulfilled. 
The results are also consistent with the theory of relationship marketing that was presented in the literature. Relationship marketing focuses on the need for trust, commitment and service delivery consistency to keep customers (Hidayat and Idrus, 2023). The high-risk environment of online clothes retailers stems from the fact that consumers cannot see the products up close and personal. In Pakistan, payment security is particularly crucial as consumers continue to express concerns about digital fraud and payment security (Sahi et al., 2022). Trust-building practices like safe payment services, clear return policies, and precise product descriptions are major contributors to fostering customer loyalty online in emerging markets. 
Another significant factor of the results is that payment security also has a direct impact on trust, as well as on the perception of product quality and reliability. The more confident consumers are about handling the digital payment systems, the more likely they are to keep shopping online and to recommend brands to friends (Tian et al., 2023). The study contributes to the current literature by exploring the relationship of operational trust factors with future behavioural intentions in the context of the clothing industry in Pakistan. Most of the previous studies have been conducted in general settings of e-commerce, whereas the current study shows the significance of trust in the fashion retail industry of Lahore.
The results also shed light on Pakistan's digital market-specific factors. Cash-on-delivery is still in use, as many consumers are not confident in online financial transactions. Despite the growing digitalisation, the fear of cybersecurity, fake sellers and misleading product information still influences online shopping (Wahab et al., 2023). This is why payment security becomes a more important determinant of future purchase intention. As a retailer adopts the digital channel to deliver the products and services, consumers seem ready to engage at the online level when they believe that the risk will be mitigated through trustworthy operational practices.
[bookmark: _Toc230168180][bookmark: _Toc231046804]5.3.4 Finding 4
Finding 4 resolves the third research question that investigates the impact of customer expectations of online shopping on purchase intention in the clothing industry of Lahore. The results show that prompt delivery and easy website navigation have a strong impact on consumers' intentions to keep using the Internet for purchases. Users have high expectations that online clothing stores will offer seamless browsing experiences, easy access to product details and fast delivery (Samy et al., 2025). If these operational factors operate successfully, the consumers are more likely to continue their future online purchases and stay engaged with the online retailers. The results show that convenience and efficiency are highly influential in the digital retailing landscape and contribute to customer loyalty.
The findings greatly confirmed the E-SERVQUAL model described in the literature review. The model specifies four aspects of the quality of online service, such as efficiency, responsiveness, fulfilment, and system usability. Easy navigation helps to minimise customer frustration, making it more user-friendly and convenient to search for products, compare prices, and shop efficiently (Spiratos and Kořistová, 2021). Delivering on time helps build customer trust that retailers are dependable, since they believe that good timekeeping is a sign of professionalism and trustworthiness. 
The results also support Expectation-Confirmation Theory since customers judge online retailers based on the actual performance of the services they receive and their expectations. Consumers have come to expect a fairly rapid response and smooth operation of the website, as well as timely delivery of orders (Rahman and Dekkati, 2022). Positive experiences boost customer satisfaction and the likelihood of repeat purchases. The result, therefore, confirms the importance of operational efficiency in maintaining customer relations in the competitive online retail landscape.
One of the main findings of the study is that even in the era of the rise of social media marketing and personalisation techniques, functional service quality factors still exert a strong influence. Previous studies tend to focus on promotional practices and online customer engagement as key triggers of online customer behaviour. The current study reveals that the role of operational performance remains the same for the online clothing industry in Lahore (Gul et al., 2021). While beautiful marketing campaigns may attract customers, practical service experiences like navigation ease and reliability of delivery play a key role in the continuity of behaviour.
The findings also shed light on the contextual factors of the changing landscape of e-Commerce in Pakistan. Deliveries are still hindered by inconsistent logistics systems, limited infrastructure, and delays in delivery within developing markets. Retailers who are known to deliver products on time and have efficient online platforms are therefore of greater value to consumers (Furr, Ozcan and Eisenhardt, 2022). That is why timely delivery becomes a compelling factor in the future of online shopping. Lahore consumers have high expectations for convenience and quality service in the local context, as they become more aware of international e-commerce practices. Lahore consumers are setting higher standards of convenience and service quality for local services, influenced by their exposure to international e-commerce standards.
[bookmark: _Toc230168181][bookmark: _Toc231046805]5.3.5 Finding 5
This research reveals how successful online retailers are getting better at matching their digital marketing skills to meet changing consumer expectations around convenience, trust, communication, personalisation and service quality. This demonstrates that customer satisfaction and future purchase intention are more influenced by the strategic alignment of several digital and operational capabilities than by individual marketing actions. An organisation gains a competitive edge by successfully integrating valuable and hard-to-emulate skills. This research underscores the capabilities of digital marketing tools that, combined with operational reliability and trust-building features, enhance the effectiveness of customer engagement, social media interaction, and personalised communication (Kamyabi, Özgit and Ahmed, 2025). Companies with better integration of digital capabilities and customer experience management (CEM) have higher customer retention and engagement rates. The findings of the current study support this argument by finding that there is a strong correlation between marketing communications and service fulfilment, which has a significant impact on online shopping practices of the clothing industry in Lahore (Wattoo and Iqbal, 2022). The results also support the Expectation-Confirmation Theory since customers always judge the online retailers on whether they meet the customer's expectation of service. This reinforces the idea that digital marketing can enhance the customer service and fulfilment process instead of working in isolation.
One of the key findings of the study is that Lahore is emerging as a fast-growing digital fashion market in an emerging economy. The literature often focuses on the strategic alignment of digital in more developed markets where digital infrastructure and systems are more ripe (Díaz-Arancibia et al., 2024). The present results show that despite the structural challenges present, consumers in Pakistan are now demanding international standards of digital interaction and reliability of operations. This contributes to the existing knowledge in the academic field by identifying the effect of the changing customer expectations on the strategic decision-making process in a new retail setting.
One important discovery is that the service quality during operation is also important, like promotion and marketing activities. Consumers like to be drawn into social media campaigns and given personalised recommendations, but they are still placing more importance on fulfilment reliability, secure transactions, and transparency (Morić et al., 2024). This means that digital marketing is not enough to keep customers engaged in the long term without consistent operation. This trend could be attributed to cultural and economic issues in Pakistan, where issues such as product authenticity, delayed deliveries, and online fraud are prevalent among digital consumers.
[bookmark: _Toc230168182][bookmark: _Toc231046806]5.4 Contribution of the Findings to Knowledge and Practice
The study enhances the academic literature by advancing the knowledge of the interaction between digital marketing capabilities, customer trust, service quality and customer expectations in the online clothing market in Pakistan. This study gives context-specific evidence in Lahore's emergent fashion e-commerce market, whereas existing studies are based in developed markets. The results further support Expectation-Confirmation Theory and the Resource-Based View, as they show that the strategic match between operational reliability and digital engagement capabilities influences customer satisfaction and purchase intention. Recent studies also show that personalised digital experiences and content engagement make a significant impact on online fashion shoppers' behaviour (Oualid, Selma and Soufyane, 2024). The study also has practical implications for business practice by highlighting practical practices that need strategic change within the online clothing sector. The results show that consumers value prompt delivery, safe payment, correct product details and customised communication (Asawawibul et al., 2025). These insights contribute to the overall objective of clothing brands in improving customer retention, building trust in digital environments and maximising their competitive edge by integrating digital marketing strategies. 
The results are similar to those of previous studies that showed that trust and service quality are crucial in the ecommerce environment. Within this market, however, a contextual difference comes to the fore: in Lahore, for instance, the security of payment and dependability of delivery and trust-building processes seem to have greater importance. This might show that digital marketing skills are not enough to build loyalty among customers if they do not have sufficient support from operational capabilities. The findings thus corroborate the need for a more holistic strategic approach, combining different CRM elements, omnichannel customer engagement, data-based personalisation, and capability building.
[bookmark: _Toc230168183][bookmark: _Toc231046807]5.5 Addressing Literature Gaps and how they are solved 
This research successfully fills the important gaps in the existing literature with respect to Pakistan's online clothing industry. Most of the previous research focuses on a single component of digital marketing skills, service quality, or purchase intention individually, and only a few studies address their strategic linkage in new fashion e-commerce markets (Rosário and Raimundo, 2021). The study aims to fill this gap by combining the expectations of customers, their trust, payment security, personalised marketing and service quality in a unified analytical framework in the context of Lahore. The research is further knowledge-generating as it offers an insight into redefining traditional digital marketing beliefs due to the emerging market conditions. In this research, operational trust is seen to be more than just a customer outcome, it is a strategic capability. However, the results of this relatively small convenience sample and the modest explanatory power of this regression model should be used with caution as indicative, rather than conclusive proof. 
[bookmark: _Toc230168184][bookmark: _Toc231046808]5.6 Chapter summary 
The findings above also show that developing customer engagement and digital skills is critical for sustainable e-commerce growth and customer loyalty in the long term. The present findings offer context-specific evidence that Lahore consumers feel more concerned about trust, personalisation, secure transactions, and fulfilment quality.	
[bookmark: _Toc230346270][bookmark: _Toc231046809]Chapter 6: Conclusion and Recommendations
[bookmark: _Toc230346271][bookmark: _Toc231046810]6.1 Chapter Introduction 
This chapter orients the reader towards the study's conclusion. This chapter concludes the study of how the changing expectations of online consumers compared with digital marketing in the footwear industry in Lahore. This chapter summarises the key results of the research and explains how the research aims were met. Also, it outlines the study's contribution to the existing knowledge and business practices. Lastly, the chapter offers suggestions to such clothing brands for the rapidly expanding online fashion industry in Lahore.
[bookmark: _Toc230346272][bookmark: _Toc231046811]6.2 Summary of the Research 
It was an objective of this research to analyse the association between expectations of online customers and digital marketing skills of the Lahore clothing industry. To study the General Fashion Online Retailers and their performance - A study of service quality, delivery system, trust, and online fashion retailing experiences in Pakistan, the study was conducted because the online fashion retailing has been rapidly growing in Pakistan, and customers' expectations on service quality, delivery system, trust and online fashion experiences have also risen over time. While plenty of companies make their efforts in digital marketing in Lahore, there is still a gap between the demands of their clients and what they offer.
A positivist research philosophy and deductive approach were used in the study. This study was quantitative explanatory research. The primary data were gathered by using an online questionnaire from 71 individuals in Lahore with prior experience of online shopping. Data collected was analysed using descriptive statistical features, coefficient, correlation and regression in SPSS software. The results revealed valuable insights into customer behaviour and digital marketing effectiveness in Lahore’s online clothing industry.
[bookmark: _Toc230346273][bookmark: _Toc231046812]6.3 Summary of Key Findings
[bookmark: _Toc230346274][bookmark: _Toc231046813]6.3.1 Online Customer Expectations
The study revealed the high expectations for service quality and digital shopping experience of online customers in Lahore. For most respondents, four key factors – fast delivery, accurate product description, secure payment systems and customer support – had the greatest impact on their online purchasing decisions. 
[bookmark: _Toc230346275][bookmark: _Toc231046814]6.3.2 Digital Marketing Capabilities of Clothing Brands
Another key finding from the study was that Lahore's fashion labels are continuing their digital marketing efforts to enhance their customer relationships and stay competitive. Among the leading digital marketing activities of clothing companies identified are social media marketing, collaboration with influencers, custom marketing, and customer relationship management (CRM). 
[bookmark: _Toc230346276][bookmark: _Toc231046815]6.3.3 Relationship Between Expectation Fulfilment and Purchase Intention
A significant finding was the relation between the fulfilment of expectations and purchase intention, which was found to be quite strong. When it comes to the results, the findings indicated that companies that successfully deliver what customers have come to expect – in terms of service quality, product reliability, and communication – are more likely to earn their trust and reliance and be able to recommend them for future purchases with their customers. However, in case their expectations were not met, they became dissatisfied and less trusting of the brand.
[bookmark: _Toc230346277][bookmark: _Toc231046816]6.3.4 Strategic Alignment Challenges
The study also highlighted several challenges that impact the strategic alignment of customer expectations and digital marketing capabilities. The delivery systems and payment security of many businesses remain problematic, and the speed and efficiency of customer service have not kept up. A few brands are all about the promo efforts, but try to do less about their efficiency and service quality. That is creating a disconnect between some marketing commitments and customer experiences. 
[bookmark: _Toc230346278][bookmark: _Toc231046817]6.4 Achievement of Research Objectives
[bookmark: _Toc230346279][bookmark: _Toc231046818]6.4.1 Achievement of Objective 1
The first objective of the study was to find out the most predominant expectations of online cloth purchasers of Lahore. This objective was met by analysing the opinions of online shoppers that were collected as part of the survey. The findings revealed that, while doing online shopping, customers focus on quick delivery, accurate information about products, security in Online Transactions, availability of customer service and user-friendly websites for women's apparel products. The study clearly revealed that the service Quality and trust-related factors have a significant impact on the expectations of the customers of Lahore.
[bookmark: _Toc230346280][bookmark: _Toc231046819]6.4.2 Achievement of Objective 2
The second objective was to see how much digital marketing potential is utilised by the clothing brands in Lahore. This objective was also accomplished. The results identified that various digital marketing tools, like social media advertising and marketing, influencers, personalised promotions, customer engagement methods, and buyer relationship management systems, are utilised by clothing brands. The results, however, also showed that some brands are more preoccupied with promotional activities than with being efficient in their work and good in their service. This means that digital marketing skills are not enough without the ability to market it strategically, considering the needs of the customer.
[bookmark: _Toc230346281][bookmark: _Toc231046820]6.4.3 Achievement of objective 3 
The third purpose was to study the relation between the fulfilment of expectations and the purchase intention of the customer. A strong positive correlation was seen between the variables and validated by the statistical analysis. Those customers who felt that they received better service, had secure purchases, got products delivered in time, and had accurate product information indicated a higher level of satisfaction and purchase intent. The findings supported Expectation-Confirmation Theory. However, the reverse of the situation, when it is disappointing, creates less confidence and adversely impacts customer loyalty.
[bookmark: _Toc230346282][bookmark: _Toc231046821]6.4.4 Achievement of Objective 4
The ultimate goal was to recommend ways to get the match right between customer expectations and marketing actions in the digital area. This paved the way to the study's objective of determining how an action-oriented improvement of companies can be produced by identifying practical areas of improvement for the companies. The results indicated that the clothing brands need to enhance their delivery systems, improve payment security, improve customer responses, and better leverage customer information for brand personalisation. It is also important that businesses keep a track of the services that are being delivered to ensure that the marketing messages are consistent with the services. By implementing these recommendations, clothing brands can enhance their customer trust, satisfaction and competitiveness in Lahore's online fashion market.
[bookmark: _Toc230346283][bookmark: _Toc231046822]6.6 Practical Implications
Based on the findings, online clothes shop retailers in Lahore are advised not to rely on digital marketing skills as a standalone marketing tool, but to integrate it with the customer experience of their business. Social media marketing and personalised recommendations bring in customers; however, customers' purchase intention relies on the store's reliability in providing quality services. This means that investment should not only be in customers, but also in the operational aspects like the fulfilment process, coordinating with logistic partners or ensuring secure payment systems.
A strategic view would lead managers to concentrate on connecting customer relationship management (CRM) and digital marketing efforts to develop a holistic customer experience. The data collected from online interactions can be leveraged to gain insights into customer preferences, personalise user experience, and enhance customer retention strategies. Yet it will take investment, training and technological infrastructure to realise these capabilities. Thus, businesses will have to weigh investing in marketing technologies against enhancements to operational performance. The results also indicate that companies that can match customer expectations with a quality service are more likely to establish a sustainable competitive advantage.
[bookmark: _Toc230346284][bookmark: _Toc231046823]6.7 Recommendations 
[bookmark: _Toc230346285][bookmark: _Toc231046824]6.7.1 Develop Integrated Customer Relationship Management Systems
Instead of just looking at social media interaction, clothing stores should put more effort into the CRM platform of their digital lifecycle that is centralised across all customer touchpoints. These are just a few ways that CRM integration can enhance customer segmenting, customise promotions, and create long-term customer support. These systems enable businesses to move rapidly and accurately to new demands and preferences.
[bookmark: _Toc231046825]6.7.2 Adopt AI-Enabled Customer Support and Predictive Analytics
AI chatbots and predictive analytics tools can enhance customer responsiveness and service efficiency for businesses. AI-driven support can deliver prompt answers to regular customer queries, and predictive analytics can enable companies to foresee customer buying habits, leading to increased inventory optimisation. The technologies can increase customer satisfaction levels, and they will save costs in running the operations. 
[bookmark: _Toc231046826]6.7.3 Strengthen Strategic Logistics Partnerships
Delivery reliability proved to be an important factor that affected customer expectations. Retailers should prioritise traditional channels for forming supply chain ties with logistics service providers and add real-time tracking capabilities. The partnership in logistics strategy can help minimise delivery delays, increase transparency and increase customer confidence. 
[bookmark: _Toc231046827]6.7.4 Enhance Payment Security and Trust Mechanisms
Security in payment processes, multi-factor authentication and clear privacy policies are worth the investment for businesses, especially as nearly all sales are settled by cash-on-delivery and online payment security remains a concern. Security measures can be communicated effectively to boost customer confidence and incentivise them to use digital payment options.
[bookmark: _Toc230346288][bookmark: _Toc231046828]6.8 Limitations of the Study
It must be recognised that there are several limitations to the results presented. 71 respondents were taken in Lahore, which was a convenience sample and not a representative sample. While the sample provided valuable insights, there is a possibility that it does not represent the broader population across Pakistan who shop for clothes online. This means that the results are not representative. The study was based on self-reported data from questionnaires. The responses may include socially desirable answers, or participants may not have been able to remember their experiences online, which could have led to some response bias. The research used a cross-sectional design, and data were collected at one time. The customer expectations and digital marketing methods are still changing. Hence, it is not possible to measure consumer behaviour over a period of time within the study. The study concentrated primarily on what customers think, thereby ignoring the views of business managers and digital marketing practitioners. Time could have been dedicated to incorporating organisational perspectives to get a broader understanding of the strategic alignment issues.
[bookmark: _Toc230346289][bookmark: _Toc231046829]6.9 Recommendations for Future Research 
Future studies should broaden the geographical diversity of respondents, including examination of consumers in various cities of Pakistan, to enhance the generalisability of the study. It is important to carry out comparisons between the towns and cities to gain insights into differences in the customers' expectations and digital engagement levels. Moreover, researchers can use mixed methods (survey and interview) to gain an in-depth understanding of how digital marketing capabilities influence customer behaviour. Qualitative data might be able to explain the differing influence digital strategies have on purchase intention and trust. Furthermore, future research could rely on Structural Equation Modelling (SEM) for more in-depth assessments of the relationships between customer expectations, service quality, customer trust and customer purchase intention. 
[bookmark: _Toc230346290][bookmark: _Toc231046830]6.10 Reflective Account
This research dissertation showed that alignment of online customer expectations with digital marketing is significant to enhance customer satisfaction, trust and purchase intention in the context of clothing firms in Lahore. The results indicated that service quality, secure transactions, customisation, and communication are significant value and importance factors consumers place on when shopping online. Meanwhile, the business needs to work on making operations more efficient, along with promotion efforts, so that it can be competitive in the future. The study seeks to make a unique contribution in the context of literature, which is the booming fashion e-commerce in the Pakistani market. In conclusion, the study emphasises the value of customer-oriented digital approaches to sustain growth in emerging online retail markets.
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1. What is your age group?
· 18–24
· 25–44
· 35–44
· 45 and above
2. What is your gender?
· Male
· Female
· Prefer not to say
3. How often do you purchase clothing online?
· Weekly
· Monthly
· Rarely
· Never
4. I expect online clothing stores to provide fast delivery services.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
5. I expect online clothing websites/apps to provide accurate product descriptions and images.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
6. I expect online clothing platforms to have easy and user-friendly navigation.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
7. Clothing brands in Lahore use attractive and engaging social media marketing.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
8. Online clothing brands provide personalised product recommendations based on my preferences.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
9. Online clothing brands communicate regularly with customers through digital platforms.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
10. I feel confident that my payment information is secure when shopping online for clothing.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
11. I trust online clothing brands that deliver products as promised.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
12. I believe the quality of online clothing products usually matches their descriptions.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
13. Online clothing stores usually deliver orders on time.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
14. Customer support services of online clothing brands are helpful and responsive.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
15. I am likely to continue purchasing clothing products online in the future.
· Strongly Agree
· Agree
· Neutral
· Disagree
· Strongly Disagree
[bookmark: _Toc231046834]Appendix 2: Descriptive statistics 
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	1. What is your age group?
	71
	1
	4
	2.30
	.932

	2. What is your gender?
	71
	1
	3
	1.68
	.789

	3. How often do you purchase clothing online?
	71
	1
	4
	2.08
	1.228

	4. I expect online clothing stores to provide fast delivery services.
	71
	1
	5
	2.69
	1.517

	5. I expect online clothing websites/apps to provide accurate product descriptions and images.
	71
	1
	5
	2.72
	1.523

	6. I expect online clothing platforms to have easy and user-friendly navigation.
	71
	1
	5
	2.49
	1.482

	7.  Clothing brands in Lahore use attractive and engaging social media marketing.
	71
	1
	5
	2.80
	1.420

	8.  Online clothing brands provide personalised product recommendations based on my preferences.
	71
	1
	5
	2.80
	1.508

	9. Online clothing brands communicate regularly with customers through digital platforms.
	71
	1
	5
	2.58
	1.421

	10.  I feel confident that my payment information is secure when shopping online for clothing.
	71
	1
	5
	2.45
	1.422

	11.  I trust online clothing brands that deliver products as promised.
	71
	1
	5
	2.52
	1.511

	12.  I believe the quality of online clothing products usually matches their descriptions.
	71
	1
	5
	2.55
	1.491

	13.  Online clothing stores usually deliver orders on time.
	71
	1
	5
	2.82
	1.505

	14.  Customer support services of online clothing brands are helpful and responsive.
	71
	1
	5
	2.70
	1.506

	15.  I am likely to continue purchasing clothing products online in the future.
	71
	1
	5
	2.79
	1.492

	Valid N (listwise)
	71
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	Correlations

	
	1. What is your age group?
	2. What is your gender?
	3. How often do you purchase clothing online?
	4. I expect online clothing stores to provide fast delivery services.
	5. I expect online clothing websites/apps to provide accurate product descriptions and images.
	6. I expect online clothing platforms to have easy and user-friendly navigation.
	7.  Clothing brands in Lahore use attractive and engaging social media marketing.
	8.  Online clothing brands provide personalised product recommendations based on my preferences.
	9. Online clothing brands communicate regularly with customers through digital platforms.
	10.  I feel confident that my payment information is secure when shopping online for clothing.
	11.  I trust online clothing brands that deliver products as promised.

	1. What is your age group?
	Pearson Correlation
	1
	.171
	-.072
	.167
	-.011
	.162
	.109
	.205
	.236*
	.070
	.204

	
	Sig. (2-tailed)
	
	.154
	.550
	.165
	.928
	.177
	.364
	.087
	.048
	.559
	.089

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	2. What is your gender?
	Pearson Correlation
	.171
	1
	.102
	.178
	.220
	.297*
	.337**
	.330**
	.373**
	.234*
	.240*

	
	Sig. (2-tailed)
	.154
	
	.395
	.139
	.065
	.012
	.004
	.005
	.001
	.050
	.044

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	3. How often do you purchase clothing online?
	Pearson Correlation
	-.072
	.102
	1
	.175
	-.002
	.110
	.092
	.171
	-.078
	.019
	.038

	
	Sig. (2-tailed)
	.550
	.395
	
	.144
	.984
	.360
	.447
	.154
	.521
	.876
	.756

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	4. I expect online clothing stores to provide fast delivery services.
	Pearson Correlation
	.167
	.178
	.175
	1
	.444**
	.425**
	.376**
	.485**
	.502**
	.483**
	.190

	
	Sig. (2-tailed)
	.165
	.139
	.144
	
	.000
	.000
	.001
	.000
	.000
	.000
	.113

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	5. I expect online clothing websites/apps to provide accurate product descriptions and images.
	Pearson Correlation
	-.011
	.220
	-.002
	.444**
	1
	.499**
	.403**
	.249*
	.453**
	.396**
	.183

	
	Sig. (2-tailed)
	.928
	.065
	.984
	.000
	
	.000
	.000
	.036
	.000
	.001
	.127

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	6. I expect online clothing platforms to have easy and user-friendly navigation.
	Pearson Correlation
	.162
	.297*
	.110
	.425**
	.499**
	1
	.434**
	.249*
	.419**
	.449**
	.305**

	
	Sig. (2-tailed)
	.177
	.012
	.360
	.000
	.000
	
	.000
	.037
	.000
	.000
	.010

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	7.  Clothing brands in Lahore use attractive and engaging social media marketing.
	Pearson Correlation
	.109
	.337**
	.092
	.376**
	.403**
	.434**
	1
	.262*
	.340**
	.356**
	.195

	
	Sig. (2-tailed)
	.364
	.004
	.447
	.001
	.000
	.000
	
	.028
	.004
	.002
	.103

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	8.  Online clothing brands provide personalised product recommendations based on my preferences.
	Pearson Correlation
	.205
	.330**
	.171
	.485**
	.249*
	.249*
	.262*
	1
	.487**
	.342**
	.422**

	
	Sig. (2-tailed)
	.087
	.005
	.154
	.000
	.036
	.037
	.028
	
	.000
	.004
	.000

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	9. Online clothing brands communicate regularly with customers through digital platforms.
	Pearson Correlation
	.236*
	.373**
	-.078
	.502**
	.453**
	.419**
	.340**
	.487**
	1
	.357**
	.377**

	
	Sig. (2-tailed)
	.048
	.001
	.521
	.000
	.000
	.000
	.004
	.000
	
	.002
	.001

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	10.  I feel confident that my payment information is secure when shopping online for clothing.
	Pearson Correlation
	.070
	.234*
	.019
	.483**
	.396**
	.449**
	.356**
	.342**
	.357**
	1
	.235*

	
	Sig. (2-tailed)
	.559
	.050
	.876
	.000
	.001
	.000
	.002
	.004
	.002
	
	.049

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	11.  I trust online clothing brands that deliver products as promised.
	Pearson Correlation
	.204
	.240*
	.038
	.190
	.183
	.305**
	.195
	.422**
	.377**
	.235*
	1

	
	Sig. (2-tailed)
	.089
	.044
	.756
	.113
	.127
	.010
	.103
	.000
	.001
	.049
	

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	12.  I believe the quality of online clothing products usually matches their descriptions.
	Pearson Correlation
	.231
	.214
	.333**
	.462**
	.302*
	.322**
	.227
	.182
	.266*
	.353**
	.157

	
	Sig. (2-tailed)
	.053
	.073
	.005
	.000
	.011
	.006
	.057
	.128
	.025
	.003
	.192

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	13.  Online clothing stores usually deliver orders on time.
	Pearson Correlation
	.131
	.262*
	.047
	.438**
	.413**
	.438**
	.223
	.443**
	.571**
	.473**
	.369**

	
	Sig. (2-tailed)
	.277
	.027
	.696
	.000
	.000
	.000
	.061
	.000
	.000
	.000
	.002

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	14.  Customer support services of online clothing brands are helpful and responsive.
	Pearson Correlation
	.073
	.111
	.199
	.578**
	.324**
	.354**
	.360**
	.282*
	.441**
	.443**
	.245*

	
	Sig. (2-tailed)
	.543
	.359
	.096
	.000
	.006
	.002
	.002
	.017
	.000
	.000
	.040

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71

	15.  I am likely to continue purchasing clothing products online in the future.
	Pearson Correlation
	.302*
	.050
	.002
	.343**
	.338**
	.416**
	.391**
	.299*
	.402**
	.308**
	.309**

	
	Sig. (2-tailed)
	.010
	.677
	.986
	.003
	.004
	.000
	.001
	.011
	.001
	.009
	.009

	
	N
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71
	71



	Correlations

	
	12.  I believe the quality of online clothing products usually matches their descriptions.
	13.  Online clothing stores usually deliver orders on time.
	14.  Customer support services of online clothing brands are helpful and responsive.
	15.  I am likely to continue purchasing clothing products online in the future.

	1. What is your age group?
	Pearson Correlation
	.231
	.131
	.073
	.302*

	
	Sig. (2-tailed)
	.053
	.277
	.543
	.010

	
	N
	71
	71
	71
	71

	2. What is your gender?
	Pearson Correlation
	.214
	.262*
	.111
	.050

	
	Sig. (2-tailed)
	.073
	.027
	.359
	.677

	
	N
	71
	71
	71
	71

	3. How often do you purchase clothing online?
	Pearson Correlation
	.333**
	.047
	.199
	.002

	
	Sig. (2-tailed)
	.005
	.696
	.096
	.986

	
	N
	71
	71
	71
	71

	4. I expect online clothing stores to provide fast delivery services.
	Pearson Correlation
	.462**
	.438**
	.578**
	.343**

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.003

	
	N
	71
	71
	71
	71

	5. I expect online clothing websites/apps to provide accurate product descriptions and images.
	Pearson Correlation
	.302*
	.413**
	.324**
	.338**

	
	Sig. (2-tailed)
	.011
	.000
	.006
	.004

	
	N
	71
	71
	71
	71

	6. I expect online clothing platforms to have easy and user-friendly navigation.
	Pearson Correlation
	.322**
	.438**
	.354**
	.416**

	
	Sig. (2-tailed)
	.006
	.000
	.002
	.000

	
	N
	71
	71
	71
	71

	7.  Clothing brands in Lahore use attractive and engaging social media marketing.
	Pearson Correlation
	.227
	.223
	.360**
	.391**

	
	Sig. (2-tailed)
	.057
	.061
	.002
	.001

	
	N
	71
	71
	71
	71

	8.  Online clothing brands provide personalised product recommendations based on my preferences.
	Pearson Correlation
	.182
	.443**
	.282*
	.299*

	
	Sig. (2-tailed)
	.128
	.000
	.017
	.011

	
	N
	71
	71
	71
	71

	9. Online clothing brands communicate regularly with customers through digital platforms.
	Pearson Correlation
	.266*
	.571**
	.441**
	.402**

	
	Sig. (2-tailed)
	.025
	.000
	.000
	.001

	
	N
	71
	71
	71
	71

	10.  I feel confident that my payment information is secure when shopping online for clothing.
	Pearson Correlation
	.353**
	.473**
	.443**
	.308**

	
	Sig. (2-tailed)
	.003
	.000
	.000
	.009

	
	N
	71
	71
	71
	71

	11.  I trust online clothing brands that deliver products as promised.
	Pearson Correlation
	.157
	.369**
	.245*
	.309**

	
	Sig. (2-tailed)
	.192
	.002
	.040
	.009

	
	N
	71
	71
	71
	71

	12.  I believe the quality of online clothing products usually matches their descriptions.
	Pearson Correlation
	1
	.243*
	.544**
	.291*

	
	Sig. (2-tailed)
	
	.041
	.000
	.014

	
	N
	71
	71
	71
	71

	13.  Online clothing stores usually deliver orders on time.
	Pearson Correlation
	.243*
	1
	.574**
	.377**

	
	Sig. (2-tailed)
	.041
	
	.000
	.001

	
	N
	71
	71
	71
	71

	14.  Customer support services of online clothing brands are helpful and responsive.
	Pearson Correlation
	.544**
	.574**
	1
	.366**

	
	Sig. (2-tailed)
	.000
	.000
	
	.002

	
	N
	71
	71
	71
	71

	15.  I am likely to continue purchasing clothing products online in the future.
	Pearson Correlation
	.291*
	.377**
	.366**
	1

	
	Sig. (2-tailed)
	.014
	.001
	.002
	

	
	N
	71
	71
	71
	71


[bookmark: _Toc231046836]Appendix 4: Regression
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.549a
	.302
	.248
	1.308


[bookmark: _Toc231046837]Appendix 5: ANOVA
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F

	1
	Regression
	48.057
	5
	9.611
	5.619

	
	Residual
	111.182
	65
	1.710
	

	
	Total
	159.239
	70
	
	


[bookmark: _Toc231046838]Appendix 6: Coefficients 
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t

	
	B
	Std. Error
	Beta
	

	1
	(Constant)
	.763
	.446
	
	1.713

	
	7.  Clothing brands in Lahore use attractive and engaging social media marketing.
	.124
	.122
	.117
	1.019

	
	10.  I feel confident that my payment information is secure when shopping online for clothing.
	.128
	.132
	.121
	.966

	
	11.  I trust online clothing brands that deliver products as promised.
	.277
	.112
	.277
	2.463

	
	13.  Online clothing stores usually deliver orders on time.
	.283
	.138
	.283
	2.053

	
	14.  Customer support services of online clothing brands are helpful and responsive.
	-.044
	.134
	-.044
	-.325

	Coefficientsa

	Model
	Sig.

	
	

	1
	(Constant)
	.092

	
	7.  Clothing brands in Lahore use attractive and engaging social media marketing.
	.312

	
	10.  I feel confident that my payment information is secure when shopping online for clothing.
	.338

	
	11.  I trust online clothing brands that deliver products as promised.
	.016

	
	13.  Online clothing stores usually deliver orders on time.
	.044

	
	14.  Customer support services of online clothing brands are helpful and responsive.
	.746
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