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[bookmark: _Toc216747363]ABSTRACT
Digital marketing has become a vital tool for expanding market reach and shaping customer purchasing behavior. This study investigated the impact of digital marketing on customer purchasing decisions in the fashion industry in Mwenge, Dar es Salaam, Tanzania. Specifically, it examined the perceived influence of mobile marketing on customer satisfaction, explored customer attitudes toward email marketing, and assessed the role of social media in shaping purchasing decisions. The study adopted a positivist philosophy and employed a descriptive, cross-sectional research design with a quantitative approach. Data were collected from 82 fashion customers using structured questionnaires. A probability sampling technique specifically simple random sampling via the lottery method was used to select respondents. Data analysis involved descriptive statistics (frequencies and percentages) and inferential analysis using multiple linear regression to examine relationships between dependent and independent variables. Findings revealed that mobile, email, and social media marketing significantly influence customer purchasing decisions. Mobile marketing enhances real-time communication, website access, and personalized messaging. Email marketing is appreciated for its cost-effectiveness, relationship-building potential, and information sharing. Social media fosters brand engagement through product promotion, audience interaction, content sharing, and transparency. The study concludes that these digital marketing channels are key drivers of customer behavior in the fashion industry. To strengthen digital marketing strategies, businesses are advised to invest in mobile tools for instant updates, design personalized and targeted email campaigns, and build trust through consistent and authentic social media engagement. Customers should be encouraged to interact actively with these platforms to enhance their shopping experience. For further research, future studies could explore the long-term effects of digital marketing on customer loyalty, compare digital marketing effectiveness across different industries.


[bookmark: _Toc216747364]TABLE OF CONTENTS

DECLARATION	i
COPYRIGHT	ii
CERTIFICATION	iii
DEDICATION	iv
ACKNOWLEDGEMENT	v
ABSTRACT	vi
TABLE OF CONTENTS	vii
LIST OF FIGURES	xi
LIST OF TABLES	xii
LIST OF ABBREVIATIONS	xiii
CHAPTER ONE	1
INTRODUCTION	1
1.0 Introduction	1
1.1 Background to the Problem	1
1.2 Statement of the Problem	3
1.3 Objectives of the Study	4
1.3.1 General Objective	4
1.3.2 Specific Objectives	4
1.4 Research Questions	4
1.6 Justification	5
1.7 Scope of the Study	5
1.8 Significance of the Study	5
CHAPTER TWO	6
LITERATURE REVIEW	6
2.0 Introduction	6
2.1 Definition of Key Terms	6
2.1.1 Digital Marketing	6
2.1.2 Customer Purchasing Decisions	6
2.1.3 Fashion Industry	6
2.2 Theoretical Review	6
2.3 Empirical Literature Review	8
2.3.1 Mobile Marketing on Customer Purchasing Decisions	8
2.3.2 Email Marketing on Customer Purchasing Decisions	9
2.4 Research Gap	10
2.5 Conceptual Framework	11
CHAPTER THREE	12
RESEARCH METHODOLOGY	12
3.0 Introduction	12
3.1 Research Philosophy	12
3.2 Research Approach	12
3.3 Research Design	12
3.4 Study Area	13
3.5 Population of the Study	13
3.6 Sample Size	14
3.7 Sampling Procedures	15
3.8 Data Collection Method	15
3.8.1 Questionnaire	15
3.9 Pilot Study	16
3.10 Data Processing and Analysis	16
3.10.1 Data Processing	16
3.10.2 Data Analysis	16
3.11 Assumption of Multiple Linear Regression Model	17
3.11.1 Linearity	17
3.11.2 Absence of Multicollinearity	17
3.11.3 Homoscedasticity of Variances	17
3.11.4 Residuals are Normally Distributed	18
3.12 Validity and Reliability	18
3.12.1 	Validity	18
3.12.2 	Reliability	18
3.13 Ethical Consideration	18
CHAPTER FOUR	19
DATA PRESENTATION, ANALYSIS, AND DISCUSSION	19
4.0 Introduction	19
4.1 Socio-demographic Characteristics of Respondents	19
4.1.1 Age of Respondents	19
4.1.2 Sex/Gender of Respondents	20
4.1.3 Level of Education of Respondents	21
4.1.4 Marital Status of Respondents	21
4.3 The Perceived Influence of Mobile Marketing on Customer Purchasing Decisions	22
4.3.1 Opportunity to Get Message for Promotion	23
4.3.2 Communication	23
4.3.3 Visiting Organization’s Website	24
4.3.4 Send Message to Business Owners	25
4.4 Analysis of Customers’ Attitude toward the Influence of Email Marketing on Purchasing Decisions	26
4.4.1 Sharing Information	27
4.4.2 Decreases communication costs	28
4.4.3 Long-term Relationship	29
4.4.6 High Response Rates	31
4.5 Analysis of the Perceived Influence of Social Media on Customer Purchasing Decisions in Fashion Industry	34
4.5.1 Product Promotion	34
4.5.2 Audience Reach	35
4.5.3 Idea Exchange	35
4.5.4 User Engagement	36
4.5.5 Personal Content Sharing	37
4.5.6 Transparency	37
4.6 Customer Purchasing Decisions	40
4.7 Inferential Analysis of the Findings	41
4.7.1 Reliability	41
Table 4.5: Reliability Test of the Study Variables	42
4.7.2 Validity Results	42
4.7.3 Assumption of Multiple Linear Regression Model	42
4.7.4 Multiple Linear Regression Analysis Results	45
CHAPTER FIVE	48
SUMMARY, CONCLUSION AND RECOMMENDATIONS	48
Appendix I: Questionnaire for customers of fashion products	57
Appendix II: Working Plan	60
Appendix III: Research Budget	61
Appendix IV: Research Clearance	62




[bookmark: _Toc216747365]LIST OF FIGURES
Figure 2.1: Conceptual framework	11
Figure 4.1: Customer Purchasing Decisions	41
Figure 4.2: Linearity	43
Figure 4.3: Homoscedasticity	44
Figure 4.4: Normally Distributed……………………………………………………45
[bookmark: _GoBack]

[bookmark: _Toc216747366]LIST OF TABLES
Table 3.1: Sample Size Description	14
Table 4.1: Socio-Demographic Characteristics of Respondents	22
Table 4.2: The Perceived Influence of Mobile Marketing on Customer Purchasing Decisions	26
Table 4.3: The Customers’ Attitude towards Influence of Email Marketing on Customer Purchasing Decisions	33
Table 4.4: The Perceived Influence of Social Media on Customer Purchasing Decisions in the Fashion Industry	39
Table 4.5: Reliability Test of the Study Variables	42
Table 4.6: KMO Test	42
Table 4.7: Multicollinearity Test	43
Table 4.8: Model Summary	46
Table 4.9 ANOVA Results	46
Table 4.10: Regression Analysis Coefficient Results………………………………	47


















[bookmark: _Toc216747367]LIST OF ABBREVIATIONS
KMO		Kaiser-Mayer-Oikin 
SM		Social Media
TAM		Technology Acceptance Model
TIA 		Tanzania Institute of Accountancy
USA 		United States of America

xi

[bookmark: _Toc216747368]CHAPTER ONE
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[bookmark: _Toc216747370]1.0 Introduction
This chapter introduces the study of the impact of digital marketing on customer purchasing decisions in the fashion industry. It covers the background of the problem, the statement of the problem, the research objectives, and the research questions. The chapter also gives details on the justification of the study, the scope of the study, and significance of the study.

[bookmark: _Toc216747371]1.1 Background to the Problem
Globally, digital marketing plays a key role in broadening market reach while supporting customers and clients in making purchasing decisions (Becker et al., 2017). In today’s dynamic and competitive environment, the internet has become indispensable for modern advertising and marketing strategies (Voramontri and Klieb, 2019).  Digital marketing not only focuses on promoting products and services online but also spans diverse platforms, including mobile devices (Francis et al., 2023).  Furthermore, digital marketing has made remarkable advancements in recent years, particularly in developed nations such as the United States of America (USA), China, and Spain. A significant number of both local and global companies have shifted their marketing efforts to digital platforms (Beqaj et al., 2019) Consequently, the internet has evolved into an integral part of daily life, supporting activities like shopping, banking, education, research, and data storage (Gillpatrick, 2019).

In African countries, digital marketing has become an increasingly important today (Francis et al., 2023). Over the past decade, Africa’s digital marketing application has been significantly undergoing growth, fueled by increased digital penetration, the shift towards mobile technology, and social media (SM) platforms (Tamirat and Zewdie, 2023). Besides,  Galal (2024) stipulates that Africa’s internet user base grew significantly in the last five years. In 2019 the continent documented 330 million internet users, this increased to 570 million in 2022 and reached 646 million in 2024. This indicates the rapid digital transformation attributed to the increasing adoption of mobile devices and improved telecommunication infrastructure in some African countries (Galal, 2024). For example, countries like Nigeria, Egypt, and South Africa record the highest number of internet users (Eze, 2025). The increasing number of internet users across Africa has influenced the application of digital marketing strategies which, which also has a positive impact on customer purchase decision (Raji et al., 2024). Platforms like Instagram, Facebook, Twitter (X), and lately Tik Tok, have become crucial tools for digital marketing. These platforms also give customers an opportunity to review the advertisements for products hence a right decision is made (Razak, 2024). 

In Tanzania, a recent development in digital marketing is the increasing use of mobile channels (Ndalahwa, 2021). Digital marketing is one of the fastest-growing sectors, driven by the rise in the number of middle-income customers, and it is projected to reach millions of users in the coming decade (Group Managed Service Accountants-GMSA, 2020). Like many other African countries, Tanzania has seen digital marketing emerge as an empowerment tool for ordinary citizens, allowing them to gather and disseminate information through blogs, Facebook, X (formerly Twitter), YouTube, and other platforms, sometimes directly competing in business operations (Hussein & Akpabio, 2023).

Furthermore, scholars like (Changalima et al., 2023; Harner-Morrill, 2023; and Shauri et al., 2023) Tanzania has adopted various digital marketing strategies, including search engine optimization, content marketing, social media marketing, email campaigns, influencer partnerships, paid advertisements, and data analysis. The widespread use of mobile phones and improved internet connectivity within the country has significantly boosted digital engagement among Tanzanians, creating an ideal setting for influencing purchasing decisions (Mushi, 2024). 

 In addition, reviewed documents from different scholars such as  Gonzalez (2022) stipulates that social media networks such as Twitter, Instagram, and You Tube and review sites act as platforms for digital marketing which later leads to customer purchase decisions. Furthermore,  (Ally, 2019; Samsudeen & Kaldeen, 2020; Sawicki, 2016; Segal, 2023) digital marketing has become fundamental to customer purchasing decisions because it enhances businesses serving as tools for promoting products, collecting customers’ feedback, and boosting sales. That is, the application of digital marketing has potential for the customers to understand about the companies and products available, this has been helpful on purchasing decisions for products (Chopra, 2021; Kanje, 2020). 
Fashion industry, like in other countries different from Tanzania has arisen as a result of strengthened digital marketing efforts, enhanced branding strategies, and the creative application of technology integrated into the latest fashion trends (Rathnayaka, 2018). Besides, despite the widespread adoption of digital marketing for online communication, advertisements, and mobile applications in many developed countries, the situation in Tanzania appears to be different. Many people continue to rely on traditional methods to access services, particularly in the fashion industry. For instance, statistics from March 2022 showed that Tanzania's internet user base reached approximately 29.9 million, accounting for about half of the nation's population (Communications Statistics 2021/2022). This indicates that half of the population does not use digital platforms to access services. Moreover, scholars like Ertz et al., (2018) and Gautam and Sharma (2017) have highlighted that customers’ purchasing decisions is an internal process that unfolds within the consumer's mind, ultimately leading to the final decision, in addition digital marketing is a fundamental catalyst for increasing customer purchasing decisions. 

From this perspective, this study therefore investigated the impact of digital marketing on customer purchasing decisions in the fashion industry. Specifically, the study intends to determine the impact of mobile marketing, email marketing, and social media marketing on customer purchasing decisions.
[bookmark: _Toc216747372]1.2 Statement of the Problem
The digital era has transformed every aspect of the fashion industry (Gomes & Moda, 2024). Digital marketing strategies have become essential for both fashion brands and consumers' purchasing decisions. Scholars such as  Gomes and Moda (2024); Segal, (2023); and Shan and Murthi (2020) have highlighted the advantages of digital marketing in the fashion sector, which include the ability to instantly discover products, purchase them, and share favorite styles.

Research in both theoretical and empirical contexts has demonstrated the impact of digital marketing on customer purchasing decisions. However, most studies reviewed (Grumbach and Sahn, 2020; Hosain and Mamun, 2023; Kaur and Kaur, 2022; Mehrabi et al., 2019; Taylor and Lee, 2019) to mention a few have not focused on specific industries where the effects of digital marketing can be clearly observed. While a few studies have explored the relationship between digital marketing and customers' purchasing decisions in Tanzania, Medlicott (2021) asserts that the fashion industry is ideally suited for digital marketing. In addition, another study by  Samsudeen and Kaldeen (2020) indicates that digital marketing tools enable companies to promote their products with ease as well as build customer relationships at lower costs, leading to an increase in customer purchasing decisions. 

In the rapidly evolving fashion industry, digital marketing has become a crucial tool for influencing customer purchasing decisions. However, the extent and nature of this influence remain underexplored. This study aims to investigate how various digital marketing strategies influence consumer purchasing decisions within the fashion industry. By understanding these dynamics, fashion brands can better tailor their marketing efforts to meet consumer needs and preferences, ultimately driving sales and enhancing customer satisfaction.
[bookmark: _Toc216747373]1.3 Objectives of the Study
[bookmark: _Toc216747374]1.3.1 General Objective
The study aims to investigate the influence of digital marketing on customer purchasing decisions in the fashion industry in Mwenge, Dar es Salaam, Tanzania.

[bookmark: _Toc216747375]1.3.2 Specific Objectives
i. To examine the perceived influence of mobile marketing on customer purchasing decisions in the fashion industry. 
ii. To determine the customers’ attitude towards the influence of email marketing on customer purchasing decisions in the fashion industry.
iii. To determine the perceived influence of social media on customer purchasing decisions in the fashion industry. 
[bookmark: _Toc216747376]1.4 Research Questions
i. What is the perceived influence of mobile marketing on customer purchasing decisions in the fashion industry? 
ii. What is the customers’ attitude toward the influence of email marketing on customer purchasing decisions in the fashion industry?
iii. What is the perceived influence of social media on customer purchasing decisions in the fashion industry?

[bookmark: _Toc216747377]1.6 Justification
The concept of digital marketing holds significant potential for enhancing customer purchasing decisions. Besides, customer purchasing decisions has always been a concern of marketers as it is considered that it is one of the factors that can encourage business to develop. Digital marketing can shape customer satisfaction (Bachri et al., 2023). For this reason, this study aims to investigate whether there is an influence on digital marketing and customer satisfaction in Equity Bank in Dar es Salaam, Tanzania. 

This study is also of significance to the improvement of applying a technology in searching, reviewing, and buying of products. This is because the findings of the study show how technological advancement, particularly digital marketing, connect companies with customers remotely. Then it helps to enhance the application of digital marketing technology as the advanced marketing strategy.
[bookmark: _Toc216747378]1.7 Scope of the Study
This study was conducted at Mwenge in Kinondoni District, Dar es Salaam Region, Tanzania.  The study focused on investigating the impact of digital marketing on customer purchasing decisions in the fashion industry.

[bookmark: _Toc216747379]1.8 Significance of the Study
This study is significant to people who are dealing with the fashion industry at both national and international levels. This is because understanding the influence of digital marketing on customer purchasing decisions promotes the development of digital technology in business sectors in the fashion industry. 

Furthermore, the findings of this study have research implications to other studies which will be conducted under a similar topic. Specifically, the current study is helpful to literature and methodology which would be applied by     other scholars to accomplish their studies. It is through this study that the other scholars would get a lot of references on the impact of digital marketing on customer purchasing decisions

.

[bookmark: _Toc216747380]CHAPTER TWO 
[bookmark: _Toc216747381]LITERATURE REVIEW
[bookmark: _Toc216747382]2.0 Introduction
This chapter presents the relevant theory, framework, literature, summary, empirical studies, and knowledge gaps identified in the study.
[bookmark: _Toc216747383]2.1 Definition of Key Terms
[bookmark: _Toc216747384]2.1.1 Digital Marketing
Digital marketing refers to the use of online channels, facilitated by various access platforms and communication tools. Marketers utilize these channels to build relationships with customers. Additionally, digital marketing encompasses several subcategories, including social networking, online communities, wikis, blogs, and micro-blogs, all of which fall under the umbrella of social media (Sawicki, 2016). In this study, whenever the word digital marketing is used it specifically refers to describing the only services provided to customers of the fashion industry business.
[bookmark: _Toc216747385]2.1.2 Customer Purchasing Decisions
Customer purchasing decisions refer to the process when customers make a final decision about which product or service to buy. The process of purchasing intention is linked by product reviews, detailed description, and pricing information provided by the businesses to help customers compare or choose between different options Wharton, (2020).  In this study, the term ‘customer purchasing decision’ is described as the stage in which customers make a final decision about buying fashion products or services.
[bookmark: _Toc216747386]2.1.3 Fashion Industry
The fashion industry refers to the economic sector focused on creating wearable items, including apparel, footwear, accessories, and beauty products (Gomes and Moda, 2024. The origins of the fashion industry can be traced back to centuries when skilled artisans and tailors intricately crafted garments (Zha, 2019). In this study, the fashion industry refers to the business dealing with the production of clothing, footwear, accessories and domestics.
[bookmark: _Toc216747387]2.2 Theoretical Review
This study is based on the Technology Acceptance Model (TAM), which was developed by Davis in 1989. In this context, the model explains how information systems influence users and customers in their willingness to adopt and utilize technology. The theory explains how users come to accept and use technology, which can be applied to understand how customers interact with digital marketing.
Furthermore, TAM considers four key components. The first component is perceived ease of use; this indicates how easy customers find technology as the marketing tool to use. The second component is perceived usefulness, which indicates how customers perceive technology as an effort to be in aiding their purchase decisions. The third component includes attitude toward using technology, this indicates the overall attitude of customers towards using technology. Lastly, the behavioral intention to use, this is the intention of customers to use technology channels in purchasing process (Ndondole, 2021).
Applicability of the Theory in the Current Study: This theory is designed to explain how external variables influence individual decisions based on their level of understanding the specific products or services. The two components of the theory (perceived ease of use, and attitude towards using technology) have use to create the three objective of this study. The idea is to examine the perceived influence of mobile marketing (technology) on customer purchasing decisions. To examine the attitudes of customers towards the influence of email on customers’ purchasing decisions. The concept of TAM has also been used to formulate the objective of determining the perceived influence of social media (technology) on customer purchasing decisions.

Strengths of the Theory: According to Olushola and Abiola (2017) the Technology Acceptance Model (TAM) has major strengths, with its ability to predict consumer purchasing decisions or intentions across a wide range of consumer products.

Weaknesses of the Theory: However, the TAM also has some weaknesses. The theory suggests that consumers do not have complete control over their behavioral intentions, which can be influenced by the indirect effects of their attitudes. Additionally, the model does not account for personality traits, demographics, or social roles that may affect customer purchasing decisions, as it is known that demographic characteristics such as age, education, marriage, or employment status may also affect the person’s decision making (Ajibade, 2018).

[bookmark: _Toc216747388]2.3 Empirical Literature Review
[bookmark: _Toc216747389]2.3.1 Mobile Marketing on Customer Purchasing Decisions
Kaur and Kaur (2022) emphasized that mobile marketing uses remote communication channels to share information and benefit customers. It involves leveraging mobile devices to enable the exchange of information, incorporating advertising through devices like smartphones, tablets, and more. This practice falls under broader marketing and advertising strategies.  Similarly, Taylor and Lee (2019) highlighted the rapid growth of mobile advertising, which is expected to continue flourishing alongside advancements in mobile technology. To optimize marketing opportunities during early business stages, advertisers must consider factors shaping customer attitudes and purchase behaviors regarding SMS promotions.

Kaushik and Prativindhya (2019) recognized mobile advertising as a widely accepted approach, allowing individuals to purchase goods and access services via mobile platforms that deliver promotional content. Likewise, Salo (2017) described mobile advertising as sponsored communications distributed through mobile channels. These aims to influence consumer attitudes and behaviors, targeting specific audiences with details about products and services, often using smartphones to deliver promotional messages. Patil and Chordiya (2020) noted the significant role of mobile advertising in digital marketing, encouraging users to engage with websites or send inquiries. Technological advancements in mobile devices have further enhanced customer communication.

Heitman et al., (2017) stated that mobile marketing focuses on reaching specific audiences through smartphones and other devices, utilizing tools like websites, emails, SMS/MMS, online media, and apps. Recently, both customers and advertisers have shifted their focus toward mobile platforms, with advertisers striving for omnichannel engagement. Personalizing content has become essential to attract and retain potential clients. To ensure the success of mobile marketing, businesses must prioritize building lasting relationships with clients. These relationships serve as crucial indicators of success by fostering connections across stages that influence purchasing decisions.


[bookmark: _Toc216747390]2.3.2 Email Marketing on Customer Purchasing Decisions
Mehrabi et al., (2019) describe email marketing as a highly effective tool for sharing information that has gained popularity for promoting products in the digital era. It establishes communication between organizations and consumers effectively. Similarly, Zhang et al., (2017) emphasize that advancements in web technologies have significantly reduced communication expenses, making email advertising a cost-efficient strategy. Direct marketing approaches are crucial for fostering customer loyalty and building lasting relationships. Sterne et al., (2019) also note that email marketing enhances consistent interaction between companies and their clients, serving as a reliable method for business communication.

 Grumbach and Sahn, (2020) highlight the reliability of classified advertisements delivered through email compared to conventional methods. This form of marketing can be tailored to boost brand recognition, strengthen customer loyalty, and drive purchasing behavior. Practitioners employ email marketing in diverse ways, with Kaur and Kaur, (2022) emphasizing its effectiveness for sponsors to establish relationships and long-term commitments with customers.  Wreden et al., (2018) refer to email marketing as a groundbreaking application of the web due to its customizable, targeted, and cost-efficient nature. Organizations frequently rely on email for mass communication because of its affordability and automation, although consumer influence on corporations remains limited, with response rates often exceeding expectations.

 Hoekstra et al., (2019), discuss the rapid growth and undeniable benefits of email marketing, including low costs and high response rates. They focus on acquisition email marketing aimed at attracting new customers, though email marketing also supports retention efforts. The primary goal has shifted from creating new relationships to nurturing customer loyalty. Jensen and Palacios (2019) regard email marketing as a distinctive form of electronic advertising that delivers targeted marketing campaigns to select audiences in an effective and impactful manner.

2.3.3 Social Media on Customer Purchasing Decisions
Hosain and Mamun (2023) identified social media as a pivotal tool for promoting and strengthening consumer relationships while supporting established connections and activities. Shareef et al., (2019) contrasted social media with traditional marketing methods, highlighting its increasing penetration and the evolving social nature of the Internet. This transformation has led customers to rely more on social media for information, diminishing their trust in conventional advertising and reducing its effectiveness. Hennink et al., (2020) emphasized the importance of shifting from a brand-centric to a customer-centric approach, which gives consumers direct control over their interactions with brands on social media platforms and enhances the perceived power of marketing.
Social media marketing enables both organizations and individuals to boost their online presence, advertise products or services, and reach wider audiences. A key strategy involves identifying and showcasing content on social media platforms.  (Adelaar et al., 2023). Zhang et al., (2017) suggested that further studies are needed to explore the effects of social media marketing on customer perceptions and purchasing behavior concerning brands and products. Despite potential challenges (Siang et al., 2018; and Siang et al., 2018) underscored the vital role of brands in utilizing social media as a communication medium. Tey et al., (2019) further noted the effectiveness of social media as an independent tool for product promotion, with businesses allocating more resources to these platforms.
 Kaplan (2015) described social media as comprising diverse online tools that allow users to create, share, and engage with content. It facilitates personal content creation and interaction through formats such as local platforms, wikis, microblogging, and social networking sites. Siguencia et al., (2016) offered a refined definition, emphasizing its ability to produce personalized content through collaboration between organizations and individuals. Social media marketing has gained traction locally, attracting a broad range of creators. Experts argue that SMM promotes transparency and strengthens connections with both existing and future customers.
[bookmark: _Toc208958026][bookmark: _Toc216747391]2.4 Research Gap
Research in both theoretical and empirical contexts has demonstrated the impact of digital marketing on customer purchasing decisions. However, most studies reviewed (Grumbach and Sahn, 2020; Hosain and Mamun, 2023; Kaur and Kaur, 2022; Mehrabi et al., 2019; Taylor and Lee, 2019) to mention a few have not focused on specific industries where the effects of digital marketing can be clearly observed. Instead, they generally address the influence of digital marketing on customer purchasing intentions across various organizations and firms without identifying business sectors. It is also crucial to recognize that the impact may vary from one industry to another and from one geographical region to another. As most of the reviewed studies have not been conducted in Tanzania, there exists a knowledge gap regarding how digital marketing affects customer purchasing decisions in Tanzania. To address this gap, this study aims to specifically investigate the impact of digital marketing on customer purchasing decisions within the fashion industry in Tanzania.
[bookmark: _Toc216747392]2.5 Conceptual Framework
2.6 Conceptual Framework 
Based on the literature review, this study has developed a conceptual framework illustrating how customer purchasing decisions are influenced by digital marketing. Digital marketing is assessed over three specific variables: mobile marketing, email marketing, and social media marketing. In this framework, the dependent variable, customer purchase decision is positioned in the light side center, indicating that it is impacted by the other variables (independent variables) in the left side particularly mobile marketing, email marketing, and social media marketing. (Figure, 2.1).
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· [bookmark: _Toc202094348][bookmark: _Toc198158595][bookmark: _Toc192716889][bookmark: _Toc197796713][bookmark: _Toc208958045][bookmark: _Toc216747405]High response rates 








[bookmark: _Toc208958034][bookmark: _Toc198158596][bookmark: _Toc202094337][bookmark: _Toc197796714][bookmark: _Toc192716890][bookmark: _Toc216747406]Customer Purchasing Decisions
· [bookmark: _Toc202094338][bookmark: _Toc208958035][bookmark: _Toc216747407]Happy with products
· [bookmark: _Toc208958036][bookmark: _Toc202094339][bookmark: _Toc216747408]No complaints
· [bookmark: _Toc202094340][bookmark: _Toc208958037][bookmark: _Toc216747409]Spread positive news about products
· [bookmark: _Toc197796718][bookmark: _Toc198158600][bookmark: _Toc202094341][bookmark: _Toc208958038][bookmark: _Toc216747410]Purchasing products 












[bookmark: _Toc192716891][bookmark: _Toc197796720][bookmark: _Toc202094349][bookmark: _Toc198158602][bookmark: _Toc208958046][bookmark: _Toc216747411]Social Media Marketing
· [bookmark: _Toc198158603][bookmark: _Toc197796721][bookmark: _Toc202094350][bookmark: _Toc192716892][bookmark: _Toc208958047][bookmark: _Toc216747412]Promote products
· [bookmark: _Toc202094351][bookmark: _Toc198158604][bookmark: _Toc197796722][bookmark: _Toc192716893][bookmark: _Toc208958048][bookmark: _Toc216747413]Connect with a broader audience
· [bookmark: _Toc197796723][bookmark: _Toc192716894][bookmark: _Toc208958049][bookmark: _Toc202094352][bookmark: _Toc198158605][bookmark: _Toc216747414]Exchange ides 
· [bookmark: _Toc197796724][bookmark: _Toc208958050][bookmark: _Toc192716895][bookmark: _Toc202094353][bookmark: _Toc198158606][bookmark: _Toc216747415]Engagement 
· [bookmark: _Toc208958051][bookmark: _Toc202094354][bookmark: _Toc198158607][bookmark: _Toc197796725][bookmark: _Toc192716896][bookmark: _Toc216747416]Share personal content
· [bookmark: _Toc208958052][bookmark: _Toc202094355][bookmark: _Toc198158608][bookmark: _Toc197796726][bookmark: _Toc192716897][bookmark: _Toc216747417]Transparency 









	Constructed by a Researcher (2024).
[bookmark: _Toc216747418]
CHAPTER THREE
[bookmark: _Toc216747419]RESEARCH METHODOLOGY
[bookmark: _Toc208958056][bookmark: _Toc216747420]3.0 Introduction
This chapter is beneficial for identifying and describing the methodology which was used to conduct this research based on what, how, when, and why. Therefore, the chapter elaborates on all the components of different techniques that were applied from the study design and data collection stage to the data analysis stage.
[bookmark: _Toc208958057][bookmark: _Toc216747421]3.1 Research Philosophy
Research philosophy refers to the framework that governs how knowledge is developed and the nature of that knowledge within a specific research context (Nickerson, 2024). It plays a crucial role in helping researchers understand their approach to their study while also aiding in comprehending other researchers' work (Kaushik and Walsh, 2019).
This study adopted the philosophy of positivism. Positivist research often employs quantitative methods such as surveys, experiments, and statistical analysis to test hypotheses and measure variables (Nickerson, 2024). The rationale for using this philosophy in the study is that it enables the objective measurement of phenomena, ensuring that the results are based on observable and quantifiable data rather than subjective interpretations
[bookmark: _Toc208958058][bookmark: _Toc216747422]3.2 Research Approach
This research utilized a quantitative approach. According to Vosloo (2014) A quantitative approach in research involves the systematic investigation of phenomena by collecting and analyzing numerical data. Therefore, with this approach, this study involved surveying to study the influence of digital marketing on customer purchasing decisions in fashioning industry. The motivation to apply a quantitative approach is because it enables the use of statistical techniques to analyze data, identify patterns, and test hypotheses, providing robust and reliable results.
[bookmark: _Toc208958059][bookmark: _Toc216747423]3.3 Research Design
This study employed a descriptive cross-sectional research design. As defined by Thomas, (2020) descriptive research aims to systematically portray phenomena by identifying and detailing their characteristics. Given the objective of this study to explore and articulate the features and current practices of digital marketing a descriptive design was most appropriate. Unlike experimental or exploratory designs, which focus on causality or hypothesis generation, descriptive design allows for a comprehensive snapshot of existing conditions without manipulating variables. Other designs, such as longitudinal or experimental, were not suitable because the study did not seek to examine changes over time or test interventions. Instead, the goal was to provide a clear, contextualized understanding of digital marketing as it exists, making descriptive design the most fitting choice.
[bookmark: _Toc216747424]3.4 Study Area
Study area refers to the specific area where the study is conducted (Kothari2004). The study was carried out among the fashion industry business in Mwenge, Dar es Salaam. The justification to locate this study in Dar es Salaam is because Dar es Salaam is known to be the largest business hub compared to other cities. It is also the only city in which the fashion business is done to a higher extent compared to other cities in the country (Todd & Levira, 2019). In this case, Dar es Salaam is the right location to obtain information based on the impact of digital marketing on customer purchasing decisions. This is because the city is also characterized by a large number of people who use social networks and mobile phones which would be used for digital marketing. For example, the statistics indicate that the distribution of SIM cards per region, Dar es Salaam ranks first by having 18.41% (11.8 million SIM Cards), followed by Mwanza 6.63% (4.2 million SIM Cards), and Arusha 6.02% (3.8 million SIM Cards) (Tanzania Communication Regulatory Authority, 2023). 
Mwenge ward has been selected as a study area because the area attracts a mix of residents and visitors, providing a diverse sample for your study. This diversity can offer insights into how digital marketing influences different consumer groups (Mapcarta, 2024). In addition, Mwenge is home to various fashion-related businesses, from local artisans to modern fashion businesses. This concentration of fashion enterprises provides a relevant context for this research.
[bookmark: _Toc208958060][bookmark: _Toc216747425]3.5 Population of the Study
Population refers to the entire group of elements a researcher intends to study or make inferences about. It encompasses people, services, events, or objects relevant to the research focus (Murry et al., 2022). In this study, the target population comprised customers of fashion businesses located in Mwenge, Dar es Salaam. Due to the absence of official statistics on the exact number of such customers, the population size was estimated using a scientific approach. Specifically, the estimation was based on preliminary field observations and consultations with local business owners, who reported an average of 15–20 customers per day per shop. With approximately 25 active fashion shops in the area, and assuming a conservative average of 18 customers per shop, the estimated daily customer flow is 450. This figure was rounded to 460 to account for occasional fluctuations and walk-ins. While not derived from formal census data, this estimation method aligns with practices in urban market research where direct enumeration is impractical, and expert judgment combined with observational sampling provides a reasonable population frame.
[bookmark: _Toc208958061][bookmark: _Toc216747426]3.6 Sample Size
The sample size of this study was obtained using the formula Yamane recommended in 1961. In Dar es Salaam, the involved population was 460 individuals (customers).  In this case, the sample size was calculated as follows:
n =		N
		     1 + N (e)2
Whereas:
n=size of the sample 
N=population of sample size/
e=is probability of error of (0.1).
Therefore: 	

	460
	=82

	1+460(0.1)2
	


n =

So, this study's sample size will comprise 82 customers as illustrated in Table 3.1. 
[bookmark: _Toc192716908][bookmark: _Toc197796737][bookmark: _Toc198158619][bookmark: _Toc202094365][bookmark: _Toc208958062][bookmark: _Toc216747427]Table 3.1: Sample Size Description
	S/N
	Category
	                 Population
	        Sample Size

	1.
	Customers 
	                                460
	                         82

	
	Total 
	                                460
	                         82


[bookmark: _Toc208958063]
[bookmark: _Toc216747428]3.7 Sampling Procedures
Sampling in research refers to the strategic selection of individuals or a subset of a population, with the goal of making inferences about the entire population (Bisht, 2023). This study employed probability sampling to select respondents. The choice of probability sampling was justified by the need to ensure objectivity, representativeness, and reduced selection bias. Since the study aimed to generalize findings to the broader population of fashion business customers in Mwenge, Dar es Salaam, it was essential to give each individual in the population an equal chance of being selected. Probability sampling methods such as simple random sampling or systematic sampling are scientifically recognized for producing statistically valid and generalizable results. 
3.7.1 Probability Sampling Procedure 
This study employed probability-sampling techniques to reach all customers needed in a study. For specificity in probability-sampling, 82 customers of fashion business were selected randomly by using lottery method. In reflection to lottery method, when the researcher reaches the fashion business office, the list of all customers was provided. Then, first, the list of customers was arranged alphabetically and numbered accordingly. The second step was to write numbers listed in the sampling frame on small pieces of paper and place them in a jar. The third step was the mixing of all papers well and taking out one piece of paper from the jar. The process was repeated until 82 customers were reached. The main reason for applying the simple random sampling was to avoid bias in selecting the customers to involve in the current study. 
[bookmark: _Toc208958064][bookmark: _Toc216747429]3.8 Data Collection Method
This study collected only primary data through surveying. In addition to this method, a questionnaire was employed as a tool for data collection.
[bookmark: _Toc208958065][bookmark: _Toc191333676][bookmark: _Toc216747430]3.8.1 Questionnaire 
A survey questionnaire was used to collect information from 82 customers in Mwenge, Dar es Salaam. In addition, only closed-ended questions were included in the questionnaire. The justification for closed-ended questions is to limit information based on specific themes that are potential for a study.  Henceforth, before collecting information, all necessary information about the topic understudy was clearly explained to all individuals. When explaining, emphasis was put on the study's reasons, significance, and intended advantages. In addition, confidentiality was also maintained, without forgetting to emphasize the freedom to respond to questions that the respondent feels comfortable with. Lastly, the questionnaire was researcher-administered to provide room for clarification whenever respondents need it. 
[bookmark: _Toc172285940][bookmark: _Toc172285996][bookmark: _Toc175175703][bookmark: _Toc191333678][bookmark: _Toc216747431]3.9 Pilot Study
[bookmark: _Toc172285997][bookmark: _Toc172285941][bookmark: _Toc191333679][bookmark: _Toc175175704]A pre-test of the tools were conducted with 10% of the total sample size. This pre-testing aims to eliminate any ambiguity in the questions. Additionally, it will identify weaknesses in the questionnaire, assess the acceptability of the instrument, gauge the respondents' reactions, and determine the time needed to complete the questionnaire. Following this, improvement strategies were implemented before proceeding with the main data collection.
[bookmark: _Toc208958066][bookmark: _Toc216747432]3.10 Data Processing and Analysis 
[bookmark: _Toc208958067][bookmark: _Toc175175705][bookmark: _Toc191333680][bookmark: _Toc216747433]3.10.1 Data Processing 
[bookmark: _Toc175175706]Data processing in this study was continuously done, starting at the data gathering stage, data entry, and analysis. In the gathering stage, a questionnaire was translated into the Kiswahili language to avoid errors and bias; then, the researcher compared questions in both questionnaires in Kiswahili and English. In the data entry stage, the researcher looked at if the number of respondents is the same as the number of rows in a data set, and then the entire column was checked to avoid duplicates. Lastly, the researcher considered the total number of columns in the spreadsheet to be the same as the total number of questions in the questionnaire. It is also important to understand that the Statistical Package for the Social Sciences (SPSS) software was used for analysis. It is also important to note that data from the pilot was analysed independently before going to the field for the main data of this study. This means the produced report does not include analysis of data from the pilot; it shows only the main data analysis. 
[bookmark: _Toc191333681][bookmark: _Toc208958068][bookmark: _Toc216747434]3.10.2 Data Analysis
The study considered descriptive statistics, especially frequencies and percentages, to generate findings during the analysis of quantitative information. In addition, apart from descriptive statistics, the study also considered inferential analysis, especially a multiple linear regression, to determine the relationship between digital marketing (independent variable) and customer purchasing decisions (dependent variable). Furthermore, in multiple linear regression, the score value for interpreting results was be p-value≤0.05. 
The multiple linear regression model formula is specified as follows:
Y = a + b1X1 + b2X2 + b3X3 ……………………… bnXn 
Y = Dependent variable (Digital Marketing)
XS = Independent Variables (Purchasing decisions)
a = intercept Y, where the regression line crosses the Y axis
b1 = the partial slope for X1 on Y 
X1 = mobile marketing
X2 = email marketing
X3 = social media marketing
[bookmark: _Toc208958069][bookmark: _Toc216747435][bookmark: _Toc191333682][bookmark: _Toc175175707]3.11 Assumption of Multiple Linear Regression Model 
[bookmark: _Toc197071117][bookmark: _Toc208958070][bookmark: _Toc216747436]3.11.1 Linearity 
Prior to conducting a multiple linear regression analysis to explore the relationships among variables, the study first evaluated whether the assumption of linearity is met. This was done using scatter plots, where the dependent variables are displayed on the vertical axis and the independent variables on the horizontal axis.
[bookmark: _Toc197071118][bookmark: _Toc208958071][bookmark: _Toc216747437]3.11.2 Absence of Multicollinearity
Multicollinearity arises when the independent variables in a model are highly correlated with each other. In this study, it was evaluated using the Variance Inflation Factor (VIF) and Tolerance values. Tolerance was measured on a scale from 0 to 1. The VIF was computed using the formula VIF = 1 / (1 - R²), where R² represents the coefficient of determination. A strong indication of multicollinearity is present when the correlation coefficient (R) is equal to or exceeds ±0.9.
[bookmark: _Toc208958072][bookmark: _Toc197071119][bookmark: _Toc216747438]3.11.3 Homoscedasticity of Variances
To assess homoscedasticity, the study used residual plots, where residuals (errors) are plotted against predicted values. A random scatter of residuals around zero, without any visible pattern, suggested that homoscedasticity is present. In addition, formal statistical tests such as the White test was conducted to verify whether the variance of residuals remains consistent across different levels of the independent variables. Confirming homoscedasticity is essential for ensuring the accuracy of regression coefficients and the overall reliability of the regression model.
[bookmark: _Toc208958073][bookmark: _Toc197071120][bookmark: _Toc216747439]3.11.4 Residuals are Normally Distributed
This assumption highlights that if residuals are not normally distributed, it can lead to unreliable confidence intervals either too wide or too narrow which undermines the model’s effectiveness. In this study, the normality of residuals was examined using P-P plots, which help visualize whether the data follows a linear trend. The assumption is considered valid when the plotted points closely follow the diagonal line, indicating that the residuals are approximately normally distributed;
[bookmark: _Toc216747440]3.12 Validity and Reliability
[bookmark: _Toc191333683][bookmark: _Toc175175708][bookmark: _Toc208958074][bookmark: _Toc216747441]3.12.1 	Validity
[bookmark: _Hlk192713193][bookmark: _Toc175175709]The study determined the suitability of the collected data for further analysis through a Kaiser-Mayer-Oikin (KMO) test. The Kaiser-Meyer-Olkin (KMO) test is a statistical measure used to evaluate the suitability of data for factor analysis (McCombes, 2021). Through the KMO test, the study also determined data adequacy, credibility, and transferability. In addition, (Kulshreshtha, 2013) stipulates that the value of a KMO test score of 0.5 and above always indicates that the collected data are suitable for analysis. In addition, this study establishes questions that meet the objectives for credibility issues. Also, these questions were asked in Kiswahili, a native language most Tanzanians understand. 
[bookmark: _Toc208958075][bookmark: _Toc191333684][bookmark: _Toc216747442]3.12.2 	Reliability 
[bookmark: _Toc175175710][bookmark: _Toc172286005][bookmark: _Toc172285949]In this study, reliability was employed by Cronbach’s Alpha (α) to determine the consistency of collected data to avoid errors. The value of the score considered a range from 0 to 1; this means 1 is the highest score, which shows the consistency of the data. It is also important to understand that the value of a score higher than 0.7 indicates that there is reliability; however, if the value of a score is less than 0.7, it means a lack of reliability. Generally, the value of a score of α ≥ 0.7 is acceptable. 
[bookmark: _Toc191333685][bookmark: _Toc208958076][bookmark: _Toc216747443]3.13 Ethical Consideration
[bookmark: _Hlk192713221]The Tanzania Institute of Accountancy (TIA) reviewed and approve the submitted proposal for permission to collect data. Thereafter, a clearance letter was prepared and given to the study. After finishing the procedures at the university level, a permission letter for data collection was sought from the Dar es Salaam region. The study also prepared consent for respondents who accepted to participate in the study during data collection. .
[bookmark: _Toc216747444]CHAPTER FOUR
[bookmark: _Toc216747445]DATA PRESENTATION, ANALYSIS, AND DISCUSSION
[bookmark: _Toc208958080][bookmark: _Toc216747446]4.0 Introduction 
This Chapter Four presents and analyzes the findings gathered from 82 respondents, focusing on the demographic characteristics of participants and aligning the data with the study’s objectives. The chapter addresses the main objective of examining the influence of digital marketing on customer purchasing decisions in the fashion industry within Mwenge, Dar es Salaam. In accordance with the specific objectives, the analysis explores respondents’ perceptions of mobile marketing, evaluates their attitudes towards email marketing in shaping purchasing intentions, and investigates the perceived impact of social media on their purchasing decisions. This chapter sets the foundation for interpreting the results and drawing connections between digital marketing and customer purchasing decisions in fashion industry. 
[bookmark: _Toc208958081][bookmark: _Toc216747447]4.1 Socio-demographic Characteristics of Respondents 
This section provides an overview of the socio-demographic characteristics of the 82 respondents who participated in the study. It highlights key variables such as age, gender, level of education, and marital status, which are essential for understanding the background and diversity of the sample population. Analyzing these attributes helps contextualize the findings related to digital marketing influences on customer purchasing decisions, as demographic factors often shape consumer behavior and preferences in the fashion industry.
[bookmark: _Toc208958082][bookmark: _Toc216747448]4.1.1 Age of Respondents
The age distribution of respondents in Table 4.1 reveals that the majority, 49(59.8%), fall within the 18–25 years age group, indicating a youthful population actively engaged in the fashion industry in Mwenge, Dar es Salaam. This is followed by 23(28.0%) of respondents aged 26–35 years, suggesting a substantial presence of young adults. A smaller segment comprises individuals aged 36–45 years 6(7.3%), while only 4(4.9%) are aged 46 years and above. These findings highlight the prominence of younger demographics in shaping digital marketing trends and purchasing behaviors within the local fashion market.

The predominance of younger respondents in the 18–25 and 26–35 age brackets aligns with existing literature emphasizing the central role of youth in shaping fashion consumption and digital marketing trends. For instance, Gaikwad and Rane (2024) highlight that youth are highly fashion-conscious and use clothing as a means of self-expression and social identity, making them particularly responsive to digital marketing strategies such as influencer content and social media campaigns. Similarly, Dewinatalia (2022) found that young consumers are early adopters of digital platforms and are significantly influenced by mobile and social media marketing, which directly affects their purchasing decisions. These studies reinforce the observed age distribution in Mwenge, suggesting that the fashion industry’s digital marketing efforts are well-targeted toward the most engaged and responsive demographic segments.
[bookmark: _Toc208958083][bookmark: _Toc216747449]4.1.2 Sex/Gender of Respondents 
The gender distribution of the 82 respondents in Table 4.1 indicates that female participants formed the majority, accounting for 52(63.4%) of the total sample, while male respondents comprised 30(36.6%). This disparity suggests that women are more actively engaged or represented in the fashion consumer base within Mwenge, Dar es Salaam. Such a pattern may reflect broader trends in the fashion industry, where female consumers often show higher involvement in fashion-related purchasing and may be more responsive to digital marketing strategies targeting this sector.

The observed gender distribution aligns with existing research highlighting the dominant role of women in fashion consumption and their responsiveness to digital marketing. For instance, McKinsey and Company (2025) found that female consumers exhibit greater fashion and brand awareness, often driven by emotional and aesthetic motivations in clothing purchases. Similarly, Kim and Lee, (2023) emphasized that women tend to engage in shopping as a form of leisure and self-expression, making them more susceptible to targeted marketing strategies. Moreover, Siraj et al., (2024) demonstrated that gender significantly influences consumer decision-making, with women showing higher fashion consciousness and price sensitivity. These findings support the notion that the fashion industry’s digital marketing efforts are particularly effective when tailored to female consumer behavior and preferences.
[bookmark: _Toc208958084][bookmark: _Toc216747450]4.1.3 Level of Education of Respondents 
The educational background of the 82 respondents reveals that the majority, 51(62.2%), possess a college-level education, followed by 22(26.8%) who have attained university degrees. A smaller part completed primary education 5(6.1%) and secondary education 4(4.9%). This distribution suggests that the fashion consumer base in Mwenge, Dar es Salaam, is largely composed of individuals with post-secondary education, indicating a relatively informed population likely to engage with and respond to digital marketing strategies that appeal to educated audiences.

The educational profile of respondents in this study is consistent with existing literature that links higher education levels to increased engagement with digital marketing and informed consumer behavior. For instance, Wani et al., (2023) emphasize that educated consumers are more likely to interact with digital platforms, critically evaluate marketing content, and make purchasing decisions based on personalized and data-driven campaigns. Similarly, Dolbec (2024) highlights that individuals with post-secondary education are more responsive to targeted digital marketing strategies due to their familiarity with online tools and greater access to digital resources. These findings support the notion that the fashion industry in Mwenge, Dar es Salaam, benefits from a consumer base that is not only digitally literate but also receptive to sophisticated marketing approaches.
[bookmark: _Toc208958085][bookmark: _Toc216747451]4.1.4 Marital Status of Respondents
The marital status distribution among the 82 respondents in Table 4.1 indicates that married individuals make up the majority, representing 48(58.5%) of the sample. This is followed by single respondents at 16(19.5%), while divorced individuals account for 14(17.1%). A smaller proportion, 4(4.9%), comprises widows or widowers. This profile suggests that the fashion consumer base in Mwenge, Dar es Salaam, includes a diverse mix of marital backgrounds, with married individuals forming a significant portion. Their dominant presence may imply different purchasing motivations or priorities shaped by household responsibilities, economic considerations, and lifestyle preferences, which are important factors in understanding responses to digital marketing.

The predominance of married respondents in this study is supported by research emphasizing how marital status influences consumer behavior, particularly in fashion and digital marketing contexts. Spasova (2024) found that married individuals are more susceptible to persuasion strategies rooted in commitment and social proof, suggesting they may respond more favorably to marketing that emphasizes family values and reliability. Similarly, Chowdhury et al., (2024) observed that married consumers tend to prioritize purchases that align with household needs and are more influenced by family opinions when making buying decisions, especially in categories like apparel and accessories. These findings show the idea that married individuals in Mwenge may engage with digital marketing differently, guided by practical and relational motivations that shape their purchasing patterns.
[bookmark: _Toc202094389][bookmark: _Toc208958086][bookmark: _Toc216747452]Table 4.1: Socio-Demographic Characteristics of Respondents 
	Characteristics
	Category
	Frequency
	Percent

	Age of Respondents 
	18-25 years
	49
	59.8

	
	26-35 years
	23
	28.0

	
	36-45 years
	6
	7.3

	
	46  and above years
	4
	4.9

	Gender of Respondents 
	Female
	52
	63.4

	
	Male
	30
	36.6

	Level of Education 
	Primary
	5
	6.1

	
	Secondary
	4
	4.9

	
	College
	51
	62.2

	
	University
	22
	26.8

	Marital Status 
	Single
	16
	19.5

	
	Married
	48
	58.5

	
	Widow/widower
	4
	4.9

	
	Divorce
	14
	17.1


Source: Field Data, (2025)
[bookmark: _Toc208958087][bookmark: _Toc216747453]4.3 The Perceived Influence of Mobile Marketing on Customer Purchasing Decisions 
This section presents the analysis of the first specific objective, which aims to examine the perceived influence of mobile marketing on customer purchasing decisions in the fashion industry. Data were collected using a structured questionnaire employing a five-point Likert scale (strongly disagree, disagree, neutral, agree, and strongly agree) to quantify respondents’ perceptions. The analysis focuses on key indicators of mobile marketing success, namely: message of promotions, communication, visiting the organization’s website, and sending messages to business owners. These signs were selected to capture the multifaceted ways in which mobile marketing strategies engage consumers and potentially influence their buying behavior within the fashion sector in Mwenge, Dar es Salaam.
[bookmark: _Toc208958088][bookmark: _Toc216747454]4.3.1 Opportunity to Get Message for Promotion 
The findings in Table 4.2 indicate that among 82 respondents of this study, 50(61.0%) strongly agreed that mobile marketing gives an opportunity to get messages for promotion which later influence their purchasing decisions and 19(23.2%) agreed with the statement, reflecting a combined 84.2% positive affirmation. A small fraction remained neutral 2(2.4%), while a minority expressed disagreement 6(7.3%) disagreed and 5(6.1%) strongly disagreed. These results underscore the powerful role that mobile-delivered promotions play in the fashion industry in Mwenge, Dar es Salaam, particularly in attracting consumer attention and prompting purchase behavior through timely and direct messaging.

The strong agreement among respondents about the influence of mobile promotional messages on purchasing decisions is well-supported by existing literature. Alameer et al., (2022) found that mobile marketing significantly enhances consumer purchase intention due to its immediacy, personalization, and interactivity, making it more effective than traditional advertising channels. Similarly, Banabo and Otobo (2024) stressed that mobile marketing especially through SMS and social media platforms has a positive and significant impact on consumer buying behavior by delivering timely, relevant content that resonates with users’ preferences. These results align with the results from Mwenge, suggesting that mobile promotions are a strategic tool for engaging fashion consumers and influencing their purchasing behavior.
[bookmark: _Toc208958089][bookmark: _Toc216747455]4.3.2 Communication 
The findings in Table 4.2 demonstrate strong agreement among respondents that mobile marketing enhances communication and influences their purchasing decisions. A combined 89.1% with 44(53.7%) agreeing and 29(35.4%) strongly agreeing affirmed the positive role of mobile marketing in shaping consumer purchasing decisions. Only a small portion of respondents were neutral 6(7.3%), while a negligible minority either disagreed1 (1.2%) or strongly disagreed 2(2.4%). These results highlight the effectiveness of mobile marketing as a communication tool that fosters timely interaction between fashion businesses and consumers in Mwenge, ultimately supporting informed and responsive purchasing decisions.

The strong consensus among respondents that mobile marketing enhances communication and purchasing decisions is aligned in several empirical studies. Chille et al., (2022) in a Tanzanian context, found that mobile marketing significantly improves business-to-customer interactions by offering timely, personalized communication that supports informed decision-making. Similarly, Osei et al., (2024) demonstrated that mobile marketing positively influences consumer decision-making and brand relationships, particularly among university students, by enhancing convenience and real-time engagement. Moreover, Tan et al., (2024) emphasized that mobile communication in the fashion industry strengthens customer relationships and loyalty by aligning with consumers’ shopping motivations and technological preferences. These studies reveal that mobile marketing is a powerful communication channel that shapes customer purchasing decisions in dynamic retail environments.
[bookmark: _Toc208958090][bookmark: _Toc216747456]4.3.3 Visiting Organization’s Website
The data indicate that a substantial majority of respondents recognize the ability to visit an organization’s website via mobile phones as a significant aspect of their digital engagement. Specifically, 38(46.3%) agreed and 29(35.4%) strongly agreed with the statement, totaling 81.7% in positive affirmation. A moderate 11(13.4%) remained neutral, while only a small fraction either disagreed 1(1.2%) or strongly disagreed 3(3.7%). These findings imply the growing reliance on mobile devices for accessing business websites, suggesting that mobile-optimized platforms are essential for fashion businesses in Mwenge, Dar es Salaam, aiming to attract and convert digitally active consumers.

The strong agreement among respondents regarding the use of mobile phones to access organizational websites is well-supported by existing research. For instance, Urmi (2023) found that mobile-friendly website design significantly influences consumer purchase decisions by enhancing usability, navigation, and trust in online platforms. Similarly, (Sharma and Sharma (2024) emphasized that mobile engagement is a dynamic, context-driven process that shapes both pre- and post-purchase behavior, especially in industries like fashion where visual appeal and convenience are critical. Moreover, Shemesh (2024) stressed that over 70% of online fashion purchases occur via mobile devices, reinforcing the need for responsive, fast-loading websites to meet consumer expectations and reduce cart abandonment. These studies affirm that mobile website accessibility is not just a convenience but a strategic necessity for fashion retailers targeting digitally engaged consumers.
[bookmark: _Toc208958091][bookmark: _Toc216747457]4.3.4 Send Message to Business Owners 
The findings in Table 4.2 indicate that in a total of 82 respondents who participated in this study, a substantial 82.9% of participants affirmed that they are enabled to send message to business owner via mobile phone, this enhances their purchasing decisions, with 46(56.1%) agreeing and 22(26.8%) strongly agreeing.  A smaller segment remained neutral 7(8.5%), while a limited number disagreed 1(1.2%) disagreed and 6(7.3%) strongly disagreed. These results highlight how mobile-based direct communication enhances a sense of accessibility and trust, empowering consumers in Mwenge, Dar es Salaam, to engage more confidently in the purchasing process within the fashion industry.

The positive perception of mobile-based direct communication influencing purchasing decisions is supported by several studies emphasizing its role in building trust and enhancing consumer engagement. Mensah and Boateng (2024) found that electronic integrated marketing communication, particularly direct messaging, and significantly boosts customer purchase intention by enhancing personalized interaction and trust. Similarly, Garg (2024) highlighted that real-time communication through mobile platforms strengthens consumer-brand relationships, especially in fashion retail, by offering immediacy and responsiveness. (Mahskey et al., (2024)  also demonstrated that mobile communication tools, such as branded apps and messaging features, increase consumer confidence and loyalty by enabling direct access to business representatives. These findings imply that mobile messaging is not only a convenience but a strategic asset in influencing purchasing decision in digitally active markets like fashion industry in Mwenge.


[bookmark: _Toc202094395][bookmark: _Toc208958092][bookmark: _Toc216747458]Table 4.2: The Perceived Influence of Mobile Marketing on Customer Purchasing Decisions 
	Variable 
	Frequency (n=82)
	 Percent (100%)

	Mobile marketing gives an opportunity to get messages for promotion which later influence our purchasing decisions  
	
	

	
	Strongly disagree
	5
	6.1

	
	Disagree
	6
	7.3

	
	Neutral 
	2
	2.4

	
	Agree
	19
	23.2

	
	Strongly agree
	50
	61.0

	Mobile marketing enhances communication and our purchasing decisions 
	
	

	
	Strongly disagree
	2
	2.4

	
	Disagree
	1
	1.2

	
	Neutral
	6
	7.3

	
	Agree
	44
	53.7

	
	Strongly agree
	29
	35.4

	We can visit organization’s website via our mobile phones
	
	

	
	Strongly disagree
	3
	3.7

	
	Disagree
	1
	1.2

	
	Neutral
	11
	13.4

	
	Agree
	38
	46.3

	
	Strongly agree
	29
	35.4

	I am enabled to send a message to the business owner via my mobile phone, this enhances my purchasing intentions 
	
	

	
	Strongly disagree
	6
	7.3

	
	Disagree
	1
	1.2

	
	Neutral
	7
	8.5

	
	Agree
	46
	56.1

	
	Strongly agree
	22
	26.8


[bookmark: _Toc202094396][bookmark: _Toc201006700][bookmark: _Toc208958093][bookmark: _Toc216747459]Source: Field Data, (2025)
[bookmark: _Toc208958094][bookmark: _Toc216747460]4.4 Analysis of Customers’ Attitude toward the Influence of Email Marketing on Purchasing Decisions
This section presents results related to the second goal of the study, which aimed to determine customers’ attitudes toward the effect of email marketing on their purchasing decisions in the fashion industry. The analysis draws on primary data collected via structured surveys, where respondents expressed their perceptions using a five-point Likert scale ranging from strongly disagree to strongly agree.

To capture diverse dimensions of email marketing, six key indicators were included in the instrument: sharing information, decreasing communication costs, long-term relationship building, connection between company and customers, enhancing awareness, and high response rates. These indicators were selected to reflect both the functional and relational aspects of email marketing in shaping customer engagement and decision-making behavior.

The findings are summarized in Table 4.3, offer insights into how respondents perceive each email marketing attribute in relation to its potential to influence their purchasing decisions. The detailed interpretation of each indicator is provided in the sub-sections that follow, offering a granular view of consumer sentiment in the Tanzanian fashion industry.
[bookmark: _Toc208958095][bookmark: _Toc216747461]4.4.1 Sharing Information 
The findings present a clear indication of how email marketing as a tool for sharing information significantly influences customer purchasing decisions in the fashion industry, particularly in the commercial area of Mwenge, Dar es Salaam. Out of the 82 respondents: 53(64.6%) strongly agreed and 23(28.0%) agreed that email marketing effectively enables businesses to share information. This means an overwhelming 92.6% of respondents positively affirmed the value of email communication in driving purchasing decisions. Only a small fraction 3(3.7%) strongly disagreed, 2(2.4%) neither agreed nor disagreed (neutral), and 1(1.2%) disagreed. (Table 4.3).

These results suggest that customers in Mwenge highly appreciate receiving relevant, timely, and perhaps personalized content through email. In the fashion industry, where trends change rapidly and promotions are frequent, access to curated product information, special offers, or new arrivals via email may serve as a catalyst for decision-making and impulse buying. This resonates with global research that positions email marketing as a cost-effective and high-impact channel, especially when content is tailored to the recipients’ interests.

The strong consensus also implies a level of digital maturity among consumers in urban Tanzanian markets, highlighting opportunities for local fashion businesses to deepen engagement and sales through email-driven strategies.
Several studies support these findings, affirming the positive influence of email marketing on purchasing decisions. For instance, a study by  Purwaningati et al., (2016) on Traveloka.com found that email marketing had a statistically significant impact on online purchasing decisions, with a regression coefficient of 0.716, indicating a strong positive relationship between email campaigns and consumer behavior. Similarly, Wamamba (2023)   at Mahidol University concluded that email marketing enhances customer awareness and engagement, ultimately increasing purchasing intention. However, contrasting evidence from a study by Shruthi and Madhiyarsi (2023) on student consumers revealed that email marketing had a comparatively weaker influence on their purchase decisions, suggesting that demographic and contextual factors may moderate its effectiveness. These comparisons reinforce the idea that while email marketing is generally effective, its impact can vary depending on the target audience and industry context.
[bookmark: _Toc208958096][bookmark: _Toc216747462]4.4.2 Decreases communication costs
The findings in Table 4.3 show a strong consensus among respondents in Mwenge, Dar es Salaam that email marketing plays a key role in reducing communication costs within the fashion industry. Out of 82 participants, a combined  74.2% either agreed 49(59.8%) or strongly agreed 20(24.4%), indicating that most customers perceive email as a cost-efficient channel through which businesses can share information, offers, and updates. In contrast, 8(9.8%) strongly disagreed, 3(3.7%) disagreed, and 2(2.4%) remained neutral. The relatively high agreement suggests that customers recognize email as a low-cost alternative to traditional advertising channels like print media, phone calls, or SMS, which often incur higher operational expenses for businesses.

This trend also hints at consumers' increasing familiarity with digital communication methods and their acceptance of email as a standard part of brand engagement. In fast-paced urban markets like Mwenge, where fashion trends are competitive, businesses that effectively leverage email campaigns can minimize outreach costs while maintaining regular, targeted contact with their clientele thereby influencing purchasing behavior efficiently.

This aligns with global evidence positioning email marketing as one of the most economical digital marketing tools. According to Kumar and Ravichandran (2024) email marketing remains a cornerstone of digital outreach due to its low operational costs and high return on investment (ROI), especially when campaigns are personalized and data-driven. Their study emphasizes that well-segmented and timely email campaigns can significantly reduce the need for more expensive channels like print or broadcast media, while still achieving high engagement and conversion rates. Moreover, Sempelidou et al., (2024) argue that the frequency, type, and characteristics of email campaigns directly influence their effectiveness and cost-efficiency. They highlight that when businesses tailor content to specific customer segments, they not only improve relevance but also optimize resource allocation, thereby reducing unnecessary expenditure on broad, untargeted campaigns.

These insights support the local findings by suggesting that email marketing’s affordability is not only recognized by consumers but also validated by empirical research. For fashion retailers in urban Tanzanian markets, this presents a strategic opportunity: by investing in well-crafted email campaigns, they can maintain reliable customer engagement at minimal cost, thereby enhancing purchasing decisions.
[bookmark: _Toc208958097][bookmark: _Toc216747463]4.4.3 Long-term Relationship
The findings in Table 4.3 reveal that a significant majority of respondents in Mwenge, Dar es Salaam 49(59.8%) agree and 14(17.1%) strongly agree that email marketing contributes to building long-term relationships between fashion businesses and their customers. This suggests that targeted, consistent, and personalized digital communication has a meaningful influence on consumer purchasing decisions in the fashion industry. Meanwhile, the neutral responses 10(12.2%) may reflect limited exposure to such campaigns or uncertainty about their long-term impact.  Only a small portion 7 (8.5%) strongly disagreed and 2 (2.4%) disagreed expressed skepticism, indicating that negative perceptions of email marketing are minimal within this fashion industry in Mwenge, Dar es Salaam.

Several studies support these findings, affirming that email marketing enhances long-term customer relationships in the fashion industry. For instance, a case study by Kelly (2018) on a fashion e-commerce platform in Brazil found that personalized email campaigns significantly boosted customer engagement and sales conversion, enhancing the value of targeted digital communication. Similarly, Sommella and Sorrentino (2023) emphasized the role of digital customer relationship management (e-CRM) in segmenting fashion consumers and tailoring communication strategies, which enhances loyalty and purchasing behavior. Additionally, a study in Malaysia by Tan et al., (2024) revealed that informative and interactive content in digital marketing especially via email positively influences customer engagement in online fashion stores. However, contrasting perspectives exist; Kumar (2023) research suggests that while email marketing is valuable, social media marketing and store atmosphere may exert a stronger influence on customer relationships in some fashion markets. These insights collectively highlight the contextual effectiveness of email marketing, with its impact varying based on consumer behavior, digital literacy, and market dynamics.

4.4.4 Connection between company and customers 
The findings in Table 4.3 indicate that exactly half 41(50.0%) of respondents of this agreed and 27 (32.9%) strongly agreed that email marketing is a meaningful channel for building connections between companies and customers. This reflects the effectiveness of personalized, relevant digital communication in enhancing customer engagement and influencing purchasing decisions within the fashion industry. The minimal level of disagreement 3(3.7%) strongly disagreed and 3(3.7%) disagreed suggests that negative sentiments toward email marketing are rare, while the 8 respondents (9.8%) who remained neutral may be undecided or less familiar with such marketing efforts. 

Several studies align with the findings in Table 4.3, supporting the idea that email marketing is a powerful tool for enhancing customer and company connections in the fashion industry. For example, Zhang and Lee (2024) demonstrated through a case study in Brazil that personalized email campaigns significantly increased customer engagement and repeat purchases in fashion e-commerce platforms. Moreover, Army (2023) emphasized that email marketing allows fashion brands to maintain consistent communication, showcase new collections, and build loyalty through exclusive offers and storytelling. 

4.4.5 Enhancing Awareness 
The findings in Table 4.3 reveal that in a total of 82  majority of respondents in Mwenge, Dar es Salaam 50 (61.0%) agreed and 25 (30.5%) strongly agreed that email marketing plays a significant role in increasing their awareness related to purchasing decisions in the fashion industry. This emphasizes the effectiveness of using email for product offerings, promotions, and brand updates, ultimately shaping customers’ purchasing decisions. The low percentage of disagreement just 2(1.2%) for both “strongly disagree” and “disagree” indicates limited resistance to this form of communication. Meanwhile, the 6.1% who remained neutral may either not actively engage with such content or are still forming perceptions about its impact. Overall, the data suggests that well-crafted email marketing is a critical touch point for fashion industry in Mwenge, offering both informational value and influence over consumer purchasing decisions.

Recent study continues to affirm the role of email marketing in enhancing customer awareness and influencing purchasing decisions in the fashion industry. For example, Prasanth and Jyothsna (2024) found that digital marketing particularly email has transformed consumer behavior in retail fashion by delivering timely, informative content that supports decision-making. Similarly, Archana and Shree (2024) emphasized that personalized digital strategies, including email campaigns, are effective in attracting Gen Z consumers to fashion retail outlets by increasing brand visibility and product awareness. These findings align with the high engagement rates reported in the fashion sector, where email open and click-through rates remain among the highest across industries. However, the literature also notes that while email is impactful, its influence is often maximized when combined with interactive platforms like social media and influencer collaborations, which offer more immersive brand experiences. This implies that while email marketing is a powerful tool for raising awareness, a multichannel approach may yield even greater results.

[bookmark: _Toc216747464]4.4.6 High Response Rates 
The findings in Table 4.3 indicate that a combined 76.6% of respondents in Mwenge, Dar es Salaam 48 (58.5%) agreed and 28 (34.1%) strongly agreed that email marketing generates high response rates among customers in the fashion industry. This implies that well-designed email campaigns are effectively capturing attention, prompting engagement, and influencing purchase-related actions such as clicking links, exploring new arrivals, or redeeming promotional offers. The minimal disagreement 1(1.2%) and low neutrality 5(6.1%) further reinforce the idea that fashion consumers in this market are not only receptive to email communication but actively respond to it. These results underscore the importance of email marketing as a high-impact channel in digital strategy, particularly in fostering direct interactions and timely decision-making among fashion buyers.
Several academic studies support the findings in Table 4.3, affirming that email marketing drives high response rates in the fashion industry. For instance, (Kumar, 2023) found that personalized and visually appealing email significantly increased click-through and conversion rates among fashion consumers in urban India, highlighting the importance of timing and content design. Likewise, a study by Mensah and Boateng (2024) on digital marketing in sub-Saharan Africa revealed that email marketing outperformed other channels in eliciting customer responses when campaigns were tailored to local preferences and purchasing behaviors. Additionally, Zhang and Li (2022) emphasized that segmentation and behavioral targeting in email marketing led to higher engagement rates in Chinese fashion e-commerce platforms. However, contrasting evidence from Al-Mutairi and Alshammari (2023) suggests that while email marketing is effective, its impact is often enhanced when integrated with social media strategies, especially among younger demographics. These studies collectively implies the value of email marketing in prompting customer action, while also advocating for a multichannel approach to maximize engagement.

















[bookmark: _Toc202094401][bookmark: _Toc208958098][bookmark: _Toc216747465]Table 4.3: The Customers’ Attitude towards Influence of Email Marketing on Customer Purchasing Decisions 
	Variable 
	Frequency (n=82)
	 Percent (100%)

	Email marketing effectively enables businesses to share information  
	
	

	
	Strongly disagree
	                                 3
	                            3.7

	
	Disagree
	                                 1
	                            1.2

	
	Neutral 
	                                 2
	                            2.4

	
	Agree
	                               23
	                          28.0

	
	Strongly agree
	                               53
	                          64.6

	Email is a cost-efficient channel which businesses  shares information
	
	

	
	Strongly disagree
	                                 8
	                            9.8

	
	Disagree
	                                 3
	                            3.7

	
	Neutral
	                                 2
	                            2.4

	
	Agree
	                               49
	                          59.8

	
	Strongly agree
	                               20
	                          24.4

	Email marketing contributes to building long-term relationships between fashion businesses and customers
	
	

	
	Strongly disagree
	                                 7
	                            8.5

	
	Disagree
	                                 2
	                            2.4

	
	Neutral
	                               10
	                          12.2

	
	Agree
	                               49
	                          59.8

	
	Strongly agree
	                               14
	                          17.1

	Email marketing is a meaningful channel for building connections between companies and customers 
	
	

	
	Strongly disagree
	                                 3
	                            3.7

	
	Disagree
	                                 3
	                            3.7

	
	Neutral
	                                 8
	                            9.8

	
	Agree
	                               41
	                          50.0

	
	Strongly agree
	                               27
	                          32.9

	Email marketing plays a significant role in increasing my awareness related to purchasing decisions in the fashion industry 
	
	

	
	Strongly disagree
	                                 1
	                            1.2

	
	Disagree
	                                 1
	                            1.2

	
	Neutral 
	                                 5
	                            6.1

	
	Agree
	                               50
	                          61.0

	
	Strongly agree
	                               25
	                          30.5

	Email marketing generates high response rates among customers in the fashion industry
	
	

	
	Strongly disagree
	                                 0
	                            0.0

	
	Disagree
	                                 1
	                            1.2

	
	Neutral
	                                 5
	                            6.1

	
	Agree
	                               48
	                          58.5

	
	Strongly agree
	                               28
	                          34.1


Source: Field Data, (2025)


[bookmark: _Toc208958099][bookmark: _Toc216747466]4.5 Analysis of the Perceived Influence of Social Media on Customer Purchasing Decisions in Fashion Industry 
The social media platforms has fundamentally transformed how consumers interact with fashion brands, influencing purchasing decisions through dynamic, real-time engagement and personalized content. In addressing the third objective of this study which is to determine the perceived influence of social media on customer purchasing decisions in the fashion industry a quantitative approach was adopted to examine how digital interactions shape consumer choices. 
Data were collected from a sample of 82 fashion consumers using a five-point Likert scale ranging from ‘strongly disagree’ to ‘strongly agree’. The analysis focused on key social media indicators including: product promotion, audience reach, idea exchange, user engagement, personal content sharing, and transparency. These dimensions capture the multifaceted ways social media platforms foster brand-consumer relationships, create trust, and influence buying decisions. This section presents the results of the analysis, offering insights into how respondents perceive the role of social media in shaping their fashion-related purchases. Results are illustrated in Table 4.4.
[bookmark: _Toc208958100][bookmark: _Toc216747467]4.5.1 Product Promotion
Out of 82 customers surveyed in this study, more than half 43(52.4%) agreed that social media is an effective tool for promoting products and influencing customer purchasing decisions within the fashion industry, 29(35.4%) strongly agreed. In contrast, only small portion, 2(2.4%) strongly disagreed, 2(2.4%) disagreed, while 6(7.3%) remained neutral. (Table 4.4).
These results underscore the pivotal role social media plays in shaping consumer purchasing decisions, particularly as a promotional medium that enhances visibility and stimulates purchasing interest in fashion products.
The findings of this study align with a growing body of literature emphasizing the influential role of social media in shaping consumer behavior within the fashion industry. The research by Chowdhury et al., (2024) highlighted that platforms like Instagram and TikTok enhance consumer engagement and brand visibility, ultimately driving purchase decisions through influencer collaborations and personalized content strategies. These studies support the current results by demonstrating that social media is not merely a communication tool but a strategic marketing channel that directly impacts consumer choices. 
[bookmark: _Toc208958101][bookmark: _Toc216747468]4.5.2 Audience Reach
The results in Table 4.4 reveal that 50(61.0%) of respondents agreed that social media effectively facilitates connection with a broader audience, 21(25.6%) strongly agreed with this view, demonstrating widespread recognition of social media’s expansive reach. A minimal number expressed disagreement as 4(4.9%) strongly disagreed and 2(2.4%) disagreed, while 5(6.1%) remained neutral. These findings imply the integral role of social media as a networking catalyst, enabling fashion brands to engage diverse audiences beyond traditional market boundaries.

The findings from this study are strongly supported by existing literature that highlights social media’s capacity to connect fashion brands with broader and more diverse audiences. For example, Soliwal, (2024) emphasizes that platforms like Instagram, Facebook, and TikTok have revolutionized brand communication by enabling real-time engagement and global visibility, particularly through influencer marketing and user-generated content. Similarly, Osei et al., (2024) argue that social media has created new advertising channels and online communities that allow fashion brands to bypass traditional gatekeepers and directly interact with consumers across geographic and cultural boundaries. These studies affirm the current results by illustrating how social media enhances inclusivity and accelerates trend diffusion. However, Vavrová (2024) notes that while the reach is expansive, the effectiveness of these connections can be influenced by content audience saturation, suggesting that not all connections translate into meaningful engagement.
[bookmark: _Toc208958102][bookmark: _Toc216747469]4.5.3 Idea Exchange
Out of 82 respondents of this study, 50(61.0%) agreed that social media marketing enhances the exchange of ideas in the fashion industry in Mwenge, Dar es Salaam, followed by 21(25.6%) strongly agreed, 7(8.5%) strongly disagreed, 3(3.7%) remained neutral, and 1(1.2%) disagreed. (Table 4.4).
Additionally, the consolidated findings indicate a total of 86.6% respondents either agreed or strongly agreed that social media marketing enhances the exchange of ideas within the fashion. This consensus underscores the significant role that platforms like Instagram, Facebook, and TikTok play in fostering interactive dialogue among consumers, designers, and marketers. This indicates that platforms like Instagram and Facebook are not only promotional tools but also interactive spaces where customers share insights, trends, and experiences that shape purchasing decisions. The minimal levels of disagreement and neutrality suggest that most consumers perceive social media as a dynamic environment that influences their choices through peer opinions, style inspiration, and brand engagement highlighting its strong impact on digital consumer behavior in this context.

Several studies concur with these findings, reflecting the idea that social media marketing significantly enhances the exchange of ideas in the fashion industry. For instance, Mahskey et al., (2024) highlight how platforms like Instagram and YouTube enhance online communities where users share fashion trends, opinions, and personal styles, thereby shaping purchasing behavior and accelerating trend diffusion. Similarly, a systematic literature review by Kim and Lee, (2023)  emphasizes that social media facilitates electronic word-of-mouth and consumer-brand interaction, particularly in the fashion sector. These studies support the high agreement levels observed in Mwenge, Dar es Salaam. 
[bookmark: _Toc208958103][bookmark: _Toc216747470]4.5.4 User Engagement
In a total of 82 respondents, 54(65.9%) agreed that social media marketing influences engagement among customers, 15(18.3%) strongly agreed, 8(9.8%) remained neutral, 3(3.7%) disagreed, and 2(2.4%) strongly disagreed. (Table 4.4).

The findings reveal that a combined 84.2% of respondents either agreed or strongly agreed that social media marketing influences customer engagement in the fashion industry in Mwenge, Dar es Salaam. This strong consensus suggests that social media platforms serve as interactive spaces where customers connect with brands, share feedback, and participate in fashion-related conversations. 

These findings of this study are supported by several empirical investigations that highlight the role of social media in enhancing customer engagement within the fashion industry. For instance, Tripathi (2023) found that social media platforms enable real-time interaction and personalized communication, which significantly boosts customer involvement and brand loyalty in fashion markets. Similarly,  Chowdhury et al., (2024) emphasized that platforms like Instagram and TikTok enhance consumer participation through influencer collaborations and user-generated content, thereby deepening engagement and shaping purchasing decisions. These studies align with the high agreement levels observed in Mwenge, Dar es Salaam. 
[bookmark: _Toc208958104][bookmark: _Toc216747471]4.5.5 Personal Content Sharing
In a total of 82 respondents of this study, out 50(61.0%) strongly agreed that social media marketing enhances sharing of personal content concerning a needed product, 21(25.6%) agreed, followed by 6(7.3%) disagreed, 3(3.7%) strongly disagreed, and 2(2.4%) remained neutral.
The consolidated findings reveal that a dominant majority of respondents 71 out of 82, representing 86.6% either strongly agreed or agreed that social media marketing enhances the sharing of personal content concerning needed products in the fashion industry. This high level of affirmation shows the perceived effectiveness of social platforms in encouraging users to post personal reviews, product experiences, and style preferences, which can serve as peer-generated endorsements influencing others’ purchasing decisions. 

The findings of this study are strongly supported by existing literature that emphasizes the role of social media in encouraging users to share personal content related to products, particularly in the fashion industry. For example, Kumar (2023) highlights that user-generated content on platforms like Instagram and Pinterest significantly influences peer purchasing decisions by showcasing authentic product experiences and personal style narratives. Similarly, Mahskey et al., (2024) found that social media facilitates a participatory culture where consumers actively contribute to brand storytelling through reviews, outfit posts, and product recommendations. These studies align with the high percentage (86.6%) of respondents in Mwenge, Dar es Salaam, who acknowledged the impact of social media marketing on content sharing. 
[bookmark: _Toc208958105][bookmark: _Toc216747472]4.5.6 Transparency
The findings in Table 4.4 show that among 82 respondents who participated in this study, 54(65.9%) agreed that application of social media marketing enhances transparency, 15(18.3%) strongly agreed, 8(9.8%) remained neutral, 3(3.7%) disagreed, and 2(2.4%) strongly disagreed. 
The consolidated findings indicate that a significant majority of respondents 69 out of 82, or 84.2% either agreed or strongly agreed that the application of social media marketing enhances transparency in the fashion industry. This strong consensus shows that consumers perceive social media platforms as effective tools for providing clear, timely, and accessible information about fashion products, including pricing, availability, and brand values. The relatively low levels of disagreement (6.1%) and neutrality (9.8%) further indicates the notion that social media enhances openness and accountability, enabling customers to make more informed purchasing decisions and engage with brands in a more transparent and trustworthy environment.
Furthermore, in line with Seethal (2022)   transparency has become a key expectation among fashion consumers, particularly younger demographics. It highlights how social media enables brands to share behind-the-scenes content, ethical sourcing practices, and real-time updates, which emphasizes trust and openness. 




















[bookmark: _Toc208958106][bookmark: _Toc202094409][bookmark: _Toc216747473]Table 4.4: The Perceived Influence of Social Media on Customer Purchasing Decisions in the Fashion Industry  
	Variable 
	Frequency (n=82)
	 Percent (100%)

	Social media is an effective tool for promoting products and influencing customer purchasing decisions within the fashion industry 
	
	

	
	Strongly disagree
	                                 2
	                            2.4

	
	Disagree
	                                 2
	                            2.4

	
	Neutral 
	                                 6
	                            7.3

	
	Agree
	                               43
	                          52.4

	
	Strongly agree
	                               29
	                          35.4

	Social media effectively facilitates connection with a broader audience 
	
	

	
	Strongly disagree
	                                 4
	                            4.9

	
	Disagree
	                                 2
	                            2.4

	
	Neutral
	                                 5
	                            6.1

	
	Agree
	                               50
	                          61.0

	
	Strongly agree
	                               21
	                          25.6

	Social media in marketing enhances exchange of ideas
	
	

	
	Strongly disagree
	                                 7
	                            8.5

	
	Disagree
	                                 1
	                            1.2

	
	Neutral
	                                 3
	                            3.7

	
	Agree
	                               50
	                          61.0

	
	Strongly agree
	                               21
	                          25.6

	Social media marketing influences engagement among customers 
	
	

	
	Strongly disagree
	                                 2
	                            2.4

	
	Disagree
	                                 3
	                            3.7

	
	Neutral
	                                 8
	                            9.8

	
	Agree
	                               54
	                          65.9

	
	Strongly agree
	                               15
	                          18.3

	Social media marketing enhances sharing of personal content concerning a needed product 
	
	

	
	Strongly disagree
	                                 3
	                            3.7

	
	Disagree
	                                 6
	                            7.3

	
	Neutral 
	                                 2
	                            2.4

	
	Agree
	                               21
	                          25.6

	
	Strongly agree
	                               50
	                          61.0

	Application of social media marketing enhances transparency
	
	

	
	Strongly disagree
	                                 2
	                            2.4

	
	Disagree
	                                 3
	                            3.7

	
	Neutral
	                                 8
	                            9.8

	
	Agree
	                               54
	                          65.9

	
	Strongly agree
	                               15
	                          18.3


Source: Field Data, (2025)



[bookmark: _Toc208958107][bookmark: _Toc216747474]4.6 Customer Purchasing Decisions
In this study, purchasing decision is treated as the dependent variable, representing the outcome influenced by various digital marketing strategies. To capture this construct comprehensively, four key purchasing decision indicators were considered: satisfaction with products (i.e., whether customers are happy with their purchases), absence of complaints (reflecting post-purchase contentment), willingness to spread positive news about products (indicating advocacy and brand loyalty), and actual purchasing decision. These indicators collectively reflect both attitudinal and behavioral dimensions of consumer decision-making. Data were collected through a Likert scale reneging from ‘strongly disagree’ to ‘strongly agree’. Findings are presented in Figure 4.1.

Out of the 82 respondents, 33 (40.2%) agreed and 44 (53.7%) strongly agreed that they always reach the decision of purchasing fashion products after reviewing them through a digital platform. This high level of agreement totaling 93.9% demonstrates the strong influence digital platforms exert on consumer purchasing decisions in the fashion industry in Mwenge, Dar es Salaam.  

Similarly, 30 respondents (36.6%) agreed and 49 (59.8%) strongly agreed that they are willing to spread positive news about products after reviewing them on digital platforms. The combined 96.4% reflects that social media marketing not only encourages purchases but also empowers satisfied customers to become proactive advocates, contributing to organic brand promotion through peer recommendations.
Regarding post-purchase evaluation, 29(35.4%) respondents agreed and 48 (58.5%) strongly agreed that they don’t have any complaints about products advertised on digital platforms. This cumulative 93.9% indicates high customer satisfaction with digitally marketed products, indicating that what is presented online largely matches the actual product experience, enhancing customer purchasing decisions.

Lastly, 32 respondents (39.0%) agreed and 47 (57.3%) strongly agreed that they are happy with products advertised through digital marketing platforms. Together, 96.3% of respondents affirmed their satisfaction, indicating the effectiveness of digital marketing in not only influencing purchases but also ensuring those purchases meet customer expectations an essential factor for sustained engagement in the fashion retail space.
[bookmark: _Toc202094411][bookmark: _Toc208958108][bookmark: _Toc216747475]Figure 4.1: Customer Purchasing Decisions 

Source: Filed Data, (2025)
[bookmark: _Toc208958109][bookmark: _Toc216747476]4.7 Inferential Analysis of the Findings 
[bookmark: _Toc208958110][bookmark: _Toc216747477]4.7.1 Reliability 
The results in Table 4.5 indicate that all three marketing constructs exhibit acceptable levels of internal consistency, as evidenced by their respective Cronbach’s Alpha values. Mobile marketing demonstrates the highest reliability (α = 0.872), reflecting strong internal consistency among its items. Email marketing also shows reliable measurement (α = 0.769), indicating an acceptable level of item interrelatedness. Social media marketing, with an Alpha of 0.713, meets the minimum threshold for acceptability, suggesting its items are sufficiently consistent but may benefit from minor refinement to enhance reliability. Overall, the scales used in this study are suitable for further analysis.

[bookmark: _Toc147380778][bookmark: _Toc147125624][bookmark: _Toc138544035][bookmark: _Toc168865695][bookmark: _Toc139402544][bookmark: _Toc169989287][bookmark: _Toc165238862][bookmark: _Toc147381297][bookmark: _Toc165239256][bookmark: _Toc139023519][bookmark: _Toc178953422][bookmark: _Toc199410037][bookmark: _Toc201006705][bookmark: _Toc202094414][bookmark: _Toc208958111][bookmark: _Toc216747478]Table 4.5: Reliability Test of the Study Variables
	Variable
	Cronbach's Alpha in item

	Email marketing
	0.769

	Mobile marketing
	0.872

	Social media marketing
	0.713


Source: Field Data, (2025).

[bookmark: _Toc208958112][bookmark: _Toc216747479]4.7.2 Validity Results 
The results displayed in Table 4.6 indicate acceptable levels of sampling adequacy across the three items of digital marketing. Mobile marketing recorded the highest KMO value of 0.829, classified as “meritorious,” signifying that the data is well-suited for factor analysis due to strong inter-item correlations. Email marketing followed with a KMO value of 0.711, categorized as “middling,” which also meets the recommended threshold for valid factor extraction. Social media marketing posted a KMO of 0.694, just below the “middling” range but still above the minimum acceptable cutoff of 0.6, suggesting that while factor analysis is permissible, the variable may benefit from refinement to enhance its construct validity.
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	Variable
	Kaiser-Meyer-Olkin (KMO)

	Email marketing
	0.711

	Mobile marketing
	0.829

	Social media marketing
	0.694


Source: Field Data, (2025).
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4.7.3.1 Linearity 
The scatterplot visually in Figure 4.2 evaluates the linearity assumption in the regression model predicting customer purchase decisions. The graph displays regression standardized residuals against standardized predicted values. The overall pattern appears to be randomly scattered without any discernible curve, funnel shape, or systematic structure, which supports the assumption of a linear relationship between the independent variables and the dependent variable. This randomness suggests that the linear model is appropriately specified and that the residuals do not exhibit non-linear trends, reinforcing the model’s validity for further analysis.

[bookmark: _Toc202094418][bookmark: _Toc208958115][bookmark: _Toc216747482]Figure 4.2: Linearity 
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4.7.3.2 Absence of Multicollinearity 
The multicollinearity diagnostics presented in Table 4.7 demonstrate that all predictor variables meet acceptable thresholds, indicating an absence of multicollinearity in the regression model. Specifically, the Tolerance values for email marketing (0.875), mobile marketing (0.831), and social media marketing (0.947) are all well above the critical cutoff of 0.10, suggesting minimal redundancy among the predictors. Correspondingly, the Variance Inflation Factor (VIF) values: 1.143, 1.203, and 1.056 respectively are all below the commonly accepted maximum threshold of 5, further confirming that multicollinearity is not a concern. This supports the reliability of the independent variables in explaining customer purchase decisions without inflating standard errors or distorting coefficient estimates.
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	Model
	Collinearity Statistics

	
	Tolerance
	VIF

	
	Email marketing
	0.875
	1.143

	
	Mobile marketing
	0.831
	1.203

	
	Social media marketing
	0.947
	1.056


Source: Field Data, (2025).



4.7.3.3 Homoscedasticity of Variances
The histogram shown in Figure 4.3 assesses the distribution of regression standardized residuals, which indirectly supports the assumption of ‘homoscedasticity’ the requirement that residuals have constant variance across predicted values. The residuals appear symmetrically clustered around zero with a bell-shaped pattern that roughly follows the overlaid normal curve. This symmetry and concentration suggest that the residuals are fairly normally distributed without extreme skewness or variability shifts, implying that variance remains stable across observations. While histograms are not the primary test for homoscedasticity (scatterplots are preferred), the lack of distortion in this figure supports the notion that the regression model maintains constant error variance, a key requirement for valid linear regression inferences.
[bookmark: _Toc202094420][bookmark: _Toc208958117][bookmark: _Toc216747484]Figure 4.3: Homoscedasticity 
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4.7.3.4 Residuals are Normally Distributed 
The Normal P-P Plot of regression standardized residuals in Figure 4.4 illustrates how closely the residuals follow a normal distribution, a key assumption in linear regression analysis. In this figure, the residuals are plotted against a diagonal line representing the expected normal distribution. Most of the points lie reasonably close to the line, with only minor deviations, suggesting that the residuals are approximately normally distributed. This pattern supports the normality assumption, indicating that the model’s error terms are symmetrically distributed, which is important for making valid statistical inferences such as confidence intervals and hypothesis tests.
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In this study, a multiple linear regression was to regress the independent variables (email marketing, mobile marketing, and social media marketing) and one dependent variable (purchasing decisions). The results are presented in Table 4.8, 4.9, and 4.10.
4.7.4.1 Model Summary 
The model summary in Table 4.8 indicates that the regression model including email marketing, mobile marketing, and social media marketing as predictors has a strong explanatory power for customer purchasing decisions. The correlation coefficient (R) of 0.761 suggests a strong positive linear relationship between the predictors and the outcome variable. The R Square value of 0.578 means that approximately 57.8% of the variance in customer purchasing decisions is explained by the model, which is substantial in social science research. The Adjusted R Square of 0.562 adjusts for the number of predictors and confirms the model's stability and generalizability. The Standard Error of the Estimate at 0.15929 reflects the average distance that the observed values fall from the regression line, indicating an acceptable level of prediction accuracy. Overall, the model demonstrates solid predictive capability.
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	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.761a
	.578
	.562
	.15929

	a. Predictors: (Constant), Social media marketing, Email marketing, Mobile marketing

	b. Dependent Variable: Customer purchasing decisions


Source: Field Data, (2025)
4.6.4.2 ANOVA Results
The ANOVA results in Table 4.9 assess the overall significance of the regression model predicting customer purchase decisions. The F-statistic of 35.678, with a corresponding p-value of 0.000, indicates that the model is statistically significant at the 0.05 level. This means that the combined effect of the independent variables email marketing, mobile marketing, and social media marketing significantly improves the prediction of customer purchase decisions compared to a model without these predictors. The  regression sum of squares (2.716) compared to the residual sum of squares (1.979) further suggests that a substantial proportion of the total variability in customer purchase decisions is explained by the model, validating the usefulness of these digital marketing strategies in influencing consumer purchasing decisions.
[bookmark: _Toc208958121][bookmark: _Toc202094424][bookmark: _Toc216747488]Table 4.9 ANOVA Results 
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	2.716
	3
	.905
	35.678
	.000a

	
	Residual
	1.979
	78
	.025
	
	

	
	Total
	4.695
	81
	
	
	

	a. Predictors: (Constant), Social media marketing, Email marketing, Mobile marketing

	b. Dependent Variable: Customer purchase decisions
	
	


Source: Field Data, (2025)
4.6.4.3 Regression Analysis Coefficient Results
Table 4.10 displays the regression coefficients estimating the influence of digital marketing tools on customer purchasing decisions. All three predictors; email marketing, mobile marketing, and social media marketing are positively, statistically significant, as indicated by their p-values being below 0.05. Specifically, mobile marketing exhibits the strongest influence, with an unstandardized coefficient of 0.494 and a p-value of 0.000, suggesting it has the greatest predictive power among the variables. Additionally, Social media marketing also contributes significantly (B = 0.163, p-value = .004), while email marketing, though the weakest contributor (B = 0.078), is also statistically significant (p-value= .004), implying a meaningful, smaller, influence.  These results collectively affirm that each digital marketing channel plays a distinctive and statistically significant role in shaping customer purchasing decisions.
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	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	.284
	.082
	
	3.481
	.001
	
	

	
	Email marketing
	.078
	.072
	.085
	1.080
	.004
	.875
	1.143

	
	Mobile marketing
	.494
	.062
	.645
	8.006
	.000
	.831
	1.203

	
	Social media marketing
	.163
	.055
	.223
	2.946
	.004
	.947
	1.056

	a. Dependent Variable: Customer purchasing decisions


Source: Field Data, (2025). 
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[bookmark: _Toc216747491]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc208958125]5.0 Introduction 
This chapter presents a comprehensive summary of the research findings, drawing together the core insights revealed through the study. The chapter provides summary of the results in relation to the research objectives and questions, providing a clear narrative of what has been discovered. It further presents these findings into meaningful conclusions that highlight the broader implications of the study. Building on this foundation, it also offers well-grounded recommendations of the study. 
[bookmark: _Toc208958126][bookmark: _Toc201006720][bookmark: _Toc199410053]5.1 Summary of the Study Findings
The findings reveal that mobile marketing significantly influences customer purchasing decisions in the fashion industry in Mwenge, Dar es Salaam. Respondents largely agreed that mobile marketing provides timely promotional messages, enhances communication, facilitates easy access to organizational websites, and enables direct messaging with business owners all of which contribute to a more informed and engaged shopping experience. These mobile-driven interactions enhance trust, personalization, and convenience, aligning with broader empirical studies that emphasize mobile marketing’s impact on consumer behavior, digital engagement, and brand relationships in dynamic retail environments.
Additionally, the study reveals that customers in Mwenge, Dar es Salaam generally perceive email marketing as a highly influential factor in their purchasing decisions within the fashion industry. Most respondents strongly agree that email marketing effectively shares information, reduces communication costs, builds long-term relationships, enhances brand awareness, fosters company-customer connections, and achieves high response rates. These perceptions align with global research affirming email's cost-effectiveness, personalization potential, and strategic value in engaging fashion consumers. 
Lastly, this study indicates that social media significantly shapes customer purchasing decisions in the fashion industry in Mwenge, Dar es Salaam, through multiple dimensions. Respondents overwhelmingly agreed that platforms like Instagram and Facebook enhance product promotion, expand audience reach, encourage idea exchange, drive user engagement, support personal content sharing, and increase transparency. These interactions emphasize trust and community around fashion brands, empowering consumers with information and peer influence that guide their purchasing decisions. 
[bookmark: _Toc201006721][bookmark: _Toc208958127]5.2 Conclusion
Based on the study findings, it is concluded that mobile marketing plays a critical role in shaping customer purchasing decisions in the fashion sector within Mwenge, Dar es Salaam. The ability of mobile platforms to deliver real-time promotions, facilitate personalized communication, and provide seamless access to product and brand information contributes to enhanced customer convenience and trust. 
The study also concludes that email marketing remains a powerful and strategic tool within the fashion industry, influencing customers through its cost-effectiveness, direct communication, and capacity for personalization. Customers perceive email as an effective means of information dissemination and relationship building, helping brands maintain visibility and loyalty in a competitive market. 
Furthermore, it is concluded that social media emerges as a multidimensional force in influencing consumer purchasing decisions. Its ability to simultaneously promote products, enable interactive dialogue, and cultivate transparency enhances brand authenticity and customer trust. 
[bookmark: _Toc208958128][bookmark: _Toc201006722][bookmark: _Toc216747492]5.3 Recommendations 
[bookmark: _Toc216747493]5.3.1 Recommendation for action
Based on findings and conclusions, the study comes up with recommendations for both fashion industry customers and business owners:
First, embrace Mobile Communication for Real-Time Updates: Fashion business owners should actively utilize mobile marketing tools like SMS campaigns, App notifications, or WhatsApp broadcasts to deliver timely promotions and updates. Meanwhile, customers should be encouraged to subscribe to these mobile alerts to stay informed about new arrivals, discounts, and trends with greater convenience and personalization.
Second, Leverage Email for Personalized Engagement: Businesses should design email campaigns that go beyond advertisements by offering style tips, exclusive offers, and loyalty rewards tailored to individual preferences. Customers, in turn, should regularly check their email promotions to benefit from valuable deals and maintain an ongoing relationship with their favorite fashion brands.
Lastly, utilize social media for trust and community building: Fashion brands should consistently engage with customers on social media through authentic content, interactive stories, and transparent practices such as sharing behind-the-scenes or customer testimonials. Customers should also be encouraged to follow, interact with, and review these brands on social platforms to enhance trust and help others make informed decisions.
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This research study gathers data on the impact of digital marketing on customer purchasing intention.

Section A: Demographic Information 
Personal details 
1. Age	(Years)


i. 18-25 	years 	
ii. 26-35	years 	
iii. 36-45 years
iv. 46 years and above 
2. Your gender/sex is …….
i. Female 
ii. Male 
3. Level of education 
i. Primary 
ii. Secondary 
iii. College
iv. University	

4. Marital status …….
i. Single 
ii. Married
iii. Widow/widower
iv. Divorce 
v. Separated 	

Section B: Mobile Marketing
Kindly tick (√) in the appropriate box on the statement along as your response regarding mobile marketing. The ratings are on the following scale: 1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 =agree, and 5 = strongly agree.
	S/N
	Statement
	1
	2
	3
	4
	5

	5
	Mobile marketing gives an opportunity to get messages for promotion which later influence our purchasing decisions
	
	
	
	
	

	6
	Mobile marketing enhances communication and our purchasing decisions 
	
	
	
	
	

	7
	We can visit organization’s website via our mobile phones
	
	
	
	
	

	8
	I am enabled to send a message to the business owner via my mobile phone, this enhances my purchasing intentions
	
	
	
	
	



Section C: Email Marketing 
Kindly tick (√) in the appropriate box on the statement alone, indicating your level of agreement or disagreement on the following statement regarding email marketing on the 5-point Likert scale below: 1=Strongly disagree, 2=Disagree,3=Neither agree nor disagree;4 =agree, and 5=Strongly agree.
	S/N
	Statement
	1
	2
	3
	4
	5

	9
	Email marketing effectively enables businesses to share information  
	
	
	
	
	

	10
	Email is a cost-efficient channel which businesses  shares information
	
	
	
	
	

	11
	Email marketing contributes to building long-term relationships between fashion businesses and customers
	
	
	
	
	

	12
	Email marketing is a meaningful channel for building connections between companies and customers 
	
	
	
	
	

	13
	Email marketing plays a significant role in increasing my awareness related to purchasing decisions in the fashion industry 
	
	
	
	
	

	14
	Email marketing generates high response rates among customers in the fashion industry
	
	
	
	
	



Section D: Social Media Marketing 
Kindly tick (√) in the appropriate box on the statement alone, indicating your level of agreement or disagreement on the following statement regarding social media marketing on the 5-point Likert scale below: 1=Strongly disagree, 2=Disagree,3=Neither agree nor disagree;4 =agree; 5=Strongly agree.
	S/N
	Statement
	1
	2
	3
	4
	5

	15
	Social media is an effective tool for promoting products and influencing customer purchasing decisions within the fashion industry 
	
	
	
	
	

	16
	Social media effectively facilitates connection with a broader audience 
	
	
	
	
	

	17
	Social media in marketing enhances exchange of ideas
	
	
	
	
	

	18
	Social media marketing influences engagement among customers 
	
	
	
	
	

	19
	Social media marketing enhances sharing of personal content concerning a needed product 
	
	
	
	
	

	20
	Application of social media marketing enhances transparency
	
	
	
	
	




Section E: Customer Purchasing Decisions 
Kindly tick (√) in the appropriate box on the statement alone, indicating your level of agreement or disagreement on the following statement regarding customer purchasing decisions on the 5-point Likert scale below: 1=Strongly disagree, 2=Disagree,3=Neither agree nor disagree;4 =agree; 5=Strongly agree.
	S/N
	Statement
	1
	2
	3
	4
	5

	21
	I always reach to the decision of purchasing products after reviewing through a digital platform 
	
	
	
	
	

	22
	I am willing to spread positive news about products after I review it in digital platforms 
	
	
	
	
	

	23
	I don’t have any complaints about products advertised in digital platforms 
	
	
	
	
	

	24
	I am happy with products advertised through a digital marketing platform  
	
	
	
	
	




Thank you for your cooperation






[bookmark: _Toc202094435][bookmark: _Toc208958132][bookmark: _Toc216747497]Appendix II: Working Plan
	Activity
	2025

	
	Jan
	Feb
	Mar
	Apr
	May
	June
	July
	Aug
	Sep
	Oct

	Development of concept note
	
	
	
	
	
	
	
	
	
	

	Development of research proposal
	
	
	
	
	
	
	
	
	
	

	Submission and review by a supervisor
	
	
	
	
	
	
	
	
	
	

	Review and submission
	
	
	
	
	
	
	
	
	
	

	Ethical clearance

	
	
	
	
	
	
	
	
	
	

	Data collection

	
	
	
	
	
	
	
	
	
	

	Data analysis

	
	
	
	
	
	
	
	
	
	

	Dissertation Write Up

	
	
	
	
	
	
	
	
	
	

	Dissertation submission for review
	
	
	
	
	
	
	
	
	
	

	Final submission of dissertation
	
	
	
	
	
	
	
	
	
	



















[bookmark: _Toc202094434][bookmark: _Toc208958131][bookmark: _Toc216747498]Appendix III: Research Budget
	
S/N
	Item
	Description of activity
	Amount

	1. 
	Stationeries
	Printing and Binding
	             400,000

	2. 
	Materials needed 
	Purchasing voice 1 recorder
	             140,000

	3. 
	Transport 
	Data collection travel expenses
	            300,000

	4. 
	Allowance fee  
	Fee for 2 research assistants
	          1,000,000

	
	TOTAL COST
	
	           1,840,000/-









































[bookmark: _Toc216747499]Appendix IV: Research Clearance
[image: ]

I always reach to the decision of purchasing products after reviewing through a digital platform 	
Strongly disagree	Disagree	Neutral	Agree	Strongly agree	0	1.2	4.9000000000000004	40.200000000000003	53.7	I am willing to spread positive news about products after I review it in digital platforms	
Strongly disagree	Disagree	Neutral	Agree	Strongly agree	0	1.2	2.4	36.6	59.8	I don’t have any complaints about products advertised in digital platforms 	
Strongly disagree	Disagree	Neutral	Agree	Strongly agree	0	1.2	4.9000000000000004	35.4	58.5	I am happy with products advertised through a digital marketing platform  	
Strongly disagree	Disagree	Neutral	Agree	Strongly agree	0	1.2	2.4	39	57.3	
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