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[bookmark: _wlt7z3ga7rs3][bookmark: _Toc224743541]Introduction
[bookmark: _e51ctgsr0hq2][bookmark: _Toc224743542]Background
The speed of e-commerce and social media development has altered the clothing business in Lahore, and customers tend to use online stores to buy clothes. Social media marketing, influencer marketing, and personalised marketing are now regarded as a necessity (Migkos, Giannakopoulos and Sakas, 2025). Nevertheless, the changing demands of customers in terms of convenience, trust and quality of the product necessitate that the brands are constantly changing their digital strategies to stay competitive and relevant.
[bookmark: _2sa4yyry38uv][bookmark: _Toc224743543]Problem Statement 
Lahore fashion brands are finding it difficult to synchronise their digital marketing strategies with the changing customer online expectations, resulting in low customer satisfaction and diminished purchase intentions in a competitive digital market.
[bookmark: _u9jdmd2d6yab][bookmark: _Toc224743544]Rationale
The emergence of consumer behaviour that is changing rapidly and heightened competition in the digital arena leads to this problem. The need to shop online in Lahore is growing and thus urgent. This gap is addressed when the brands enhance engagement, satisfaction, and the performance of the sales (Isibor et al., 2025). It is worth understanding this alignment so as to have effective marketing strategies and remain competitive in the ever-changing fashion industry.
[bookmark: _hyd5zq5bdsux][bookmark: _Toc224743545]Aim and objectives 
Aim
The purpose is to examine the compatibility between the online customer expectations and online marketing capabilities in the clothing industry of Lahore.
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: _i3fgerw847lk][bookmark: _Toc224743546]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: _z4s0ksxb9ow6][bookmark: _Toc224743547]Literature review
[bookmark: _1vndlynv2poy][bookmark: _Toc224743548]Online Customer Expectations in Apparel Shopping
Siddiqui, Zafar and Naseem (2025) emphasise the fact that social media marketing, content marketing and online convenience have a powerful impact on consumer buying behaviour, with eWOM serving as a mediator. Although the study itself presents very useful quantitative information, the use of self-reported survey materials could create bias. It is also general on the impact of digital marketing, but not an in-depth examination of digital marketing strategies in relation to the changing customer expectations in local situations, such as the case of Lahore.
[bookmark: _nlso46d39c3n][bookmark: _Toc224743549]Digital Marketing Capabilities of Clothing Brands
Rehman and Al-Ghazali (2022) offer an insightful understanding of how consumer buying behaviour is affected by social advertising, individual factors, and brand image, with the mediating effect of brand image. PLS-SEM is the tool that enhances the analytical rigour of the study. Nevertheless, non-representativeness because of convenience sampling use and applicability to other regions because of the Malaysian context are weaknesses. Besides, the study concentrates on behavioural outcomes, but it does not specifically look at changing online customer demands and how they are consistent with digital marketing strategies, implying a research gap.
[bookmark: _p67nkrbjgiqj][bookmark: _Toc224743550]Expectation Fulfilment and Purchase Intention
Irshad, Ahmad and Mahmood (2024) provide useful information about the role of corporate social responsibility (CSR) in determining purchase intention with the help of customer satisfaction, brand loyalty, and brand admiration as mediators. Structural equation modelling enhances the validity of the study. The study is more centred on CSR, but not on the dynamics of digital marketing, which is why its applicability to online businesses is restricted. Also, even though it is carried out in Pakistan, it is not contextually and sectorally targeting the apparel consumers or changing digital demands, which creates a research gap.
[bookmark: _livllhq06bf][bookmark: _Toc224743551]Strategic Alignment Between Customer Expectations and Digital Marketing
Tariq and Liaqat (2024) offer useful quantitative information about the importance of experiential marketing, positive e-WOM, and brand-related attributes in determining customer loyalty and repurchase intention in the Pakistani apparel industry. The originality of the study in the use of e-WOM as a moderator enhances its contribution. But the use of survey data constrains the richness of the consumer views, and the lack of qualitative information blocks the insights into the underlying behaviours. Also, the research fails to discuss the alignment of digital marketing strategies with changing customer expectations explicitly, and this is where another study can be conducted.
[bookmark: _qluj5z1dlg94][bookmark: _Toc224743552]Theoretical discussion
The theories that support the reviewed studies are the Technology Acceptance Model (TAM), Expectation Confirmation Theory (ECT) and Theory of Planned Behaviour (TPB). These theories clarify the effects of perceived usefulness, satisfaction, and attitudes on online purchase intentions. Digital marketing constructs like eWOM, social advertisement, and brand image are comparable to TAM and TPB concerning the formation of consumer perceptions and behaviours (Theocharis et al., 2025). Nonetheless, there is a gap in the literature in integrating these theories in order to explain the congruence between the changing customer expectations and digital marketing possibilities. Consequently, this paper takes a hybrid theoretical approach in order to comprehend the fulfilment of expectations and the alignment of strategies in the clothing industry.
[bookmark: _xnspjaem58ae][bookmark: _Toc224743553]Literature gap 
The available literature emphasises the concepts of digital marketing, customer behaviour and purchase intention, but does not emphasise their strategic positioning in the apparel industry of Lahore. The majority of the studies are contextual, methodologically constrained, or fail to take into account the changing customer expectations. Literature lacks cohesion of expectation fulfilment to digital marketing abilities, and thus, a more in-depth and location-specific study is required.


[bookmark: _a7pdewjikqd0][bookmark: _Toc224743554]Methodology
[bookmark: _ouonazm3q1o2][bookmark: _Toc224743555]Philosophy 
The research philosophy that will be used in this study will be that of positivism since it deals with measurable and observable phenomena concerning online customer behaviour and digital marketing strategies. The positivist approach will help the researcher to gather quantitative data and to test relationships among variables in an objective manner (Omodan, 2022). Such a philosophy will guarantee reliability, generalisability, and systematic analysis and, thus, will be appropriate to investigate customer expectations and purchase intentions trends in the Lahore apparel industry.
[bookmark: _u9pgz2a6nzse][bookmark: _Toc224743556]Approach 
The research will be created as a deductive approach, in which it is assumed that the existing theories will be proven in accordance with the collected data among respondents. The data obtained in the form of surveys will be analysed to test the relationships between variables (Ghanad, 2023). Such a strategy will provide the means of a structured process, which will allow to validate theoretical concepts in the light of online apparel shopping behaviour in Lahore.
[bookmark: _7cz6ppyj38it][bookmark: _Toc224743557]Design 
The research design that will be followed is explanatory research to examine the connection between digital marketing strategies, customer expectations, and purchase intention (Java et al., 2024). This design will be useful in establishing the cause-and-effect relationships between variables. A structured framework will be adopted to test hypotheses and analyse patterns in the study. The explanatory design will help gain better insight into how online marketing activities affect consumer behaviour in the online clothing market of Lahore.
[bookmark: _b3fvskiaxnyq][bookmark: _Toc224743558]Sampling 
The sampling method to be used in the study will be a non-probability convenience sampling, as it will need a sample made up of respondents with experience in online shopping of apparel in Lahore. The targeted sample size will be 71 participants to obtain adequate information to analyse. This approach will enable easy reach to respondents due to time and resource limitations. The weaknesses with regard to generalisability will be recognised as a result of unrandom sampling.
[bookmark: _3hez8hsniu96][bookmark: _Toc224743559]Data collection
The structured online questionnaire will be administered in the form of primary data to gather the required information via the Google Forms platform and social media. The survey will have closed-ended questions to assess the customer expectations, exposure to digital marketing and intentions to purchase (Asmawati, Astuti and Wisnalmawati, 2025). This approach will guarantee an effective collection of data from a broader population. The method will also assist in fast responses and data organisation that will be easily analysed further using statistics.
[bookmark: _8x7nivz452my][bookmark: _Toc224743560]Data Analysis
The Statistical Package of the Social Sciences (SPSS) will be used to analyse the collected data. The characteristics of respondents will be summarised with the help of descriptive statistics, and inferential statistics like correlation and regression analysis will be employed to prove the relationships between the variables (Rahayu, Muktiarni and Hidayat, 2024). The analysis will enable the establishment of important patterns and associations. This method will be applied to make sure that the data is interpreted correctly, and it can be used to test the hypothesis concerning customer expectations and digital marketing efficiency.
[bookmark: _spz3eenna20w][bookmark: _Toc224743561]Ethical Consideration
Ethical research standards to be followed in the study will be informed consent, confidentiality, and anonymity of the participants. The participants will be properly informed of the aim of the research in advance. No disclosure or misuse of personal data will occur, and participation will be voluntary. The researcher will make sure that the research does not harm the research participants and will observe academic integrity and ethics during the research process.
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