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Abstract: This study explores the effectiveness of digital marketing strategies in enhancing 

customer engagement with reference to Jockey Page Industries. In today’s competitive retail 

and apparel market, digital platforms play a critical role in building strong connections between 

brands and consumers. The research highlights how tools such as social media marketing, 

content marketing, influencer collaborations, and personalized advertising, and online 

campaigns influence customer interaction, brand recall, and purchase behavior. The study also 

assesses customer perception towards Jockey’s digital presence and evaluates the extent to 

which these strategies contribute to brand loyalty and sustained engagement. Findings are 

expected to provide insights for improving digital initiatives and aligning them with evolving 

consumer preferences, ultimately supporting long-term business growth. 

 

I.INTRODUCTION 

Digital marketing has become one of the most powerful tools for organizations to engage customers and strengthen 

their brand presence. With the increasing use of the internet, smartphones, and social media, consumers are more informed 

and connected than ever before. This shift has forced companies to adopt innovative digital strategies to capture attention, 

create meaningful interactions, and sustain customer loyalty. 

Page Industries, the exclusive licensee of Jockey in India, has established itself as a leading brand in the apparel and 

innerwear segment. To maintain its competitive edge, Jockey has actively embraced digital marketing practices such as 

targeted online advertising, social media campaigns, influencer promotions, and customer-centric digital content. These 

strategies not only enhance visibility but also enable the brand to interact directly with its customers, gather feedback, and 

understand evolving preferences. 

 

II. OBJECTIVE OF THE STUDY 

 To study the impact of digital marketing strategies on customer engagement at Jockey (Page Industries). 

 To analyse the effectiveness of various digital platforms in building brand loyalty among Jockey’s customers. 

 To ascertain the preferences and behaviours of Jockey’s digital audience, especially among Gen Z and millennials. 

 To understand the challenges and opportunities in optimizing digital marketing for greater customer interaction and 

retention 
 

III. NEED FOR THE STUDY 

 This study offers a valuable opportunity to explore how a well-known brand like Jockey, operating in a competitive apparel 

and innerwear market, uses digital platforms to connect with consumers. 

 This study is essential to assess the return on investment in its digital marketing efforts. With customer attention shifting 

rapidly toward digital channels especially among Gen Z and millennials it becomes necessary to measure how these 

efforts are impacting customer engagement, brand loyalty, and purchasing behavior. 

 

IV. RESEARCH METHODOLOGY 

 The data Collected personally by the researcher from respondents identified for the study, using structured questionnaires. 

 

Research type Descriptive study 

Sampling size 50 sample 

Data collection instrument questionnaire 

 

http://www.fdrpjournals.org/ijire
http://creativecommons.org/licenses/by/4.0/


Effectiveness of Digital Marketing Strategies in Enhancing Customer Engagement at Jockey – Page Industries 

Published By: Fifth Dimension Research Publication             www.fdrpjournals.org/                                              36 | P a g e  

 

 

 

 

 

V. STATEMENT OF THE PROBLEM 

The effectiveness of these efforts in boosting customer engagement for Jockey (Page Industries) remains unclear. 

The innerwear and apparel sector are intensely competitive, with fast-changing consumer preferences and a strong push 

toward online platform. Although Jockey has launched a variety of digital strategies such as influencer partnerships, social 

media promotions, and upgrades to its e-commerce platform there is limited clarity on how these initiatives are truly 

influencing customer behavior, brand loyalty, and overall engagement. 

There is a growing need to evaluate which digital marketing approaches are most impactful, especially among 

younger audiences like Gen Z, and to explore the barriers that prevent digital visibility from translating into real customer 

connection and brand support. Gaining these insights will enable Page Industries to make more strategic digital marketing 

investments and reinforce Jockey’s market position. 

 

VI. LITERATURE REVIEW OF DIGITAL MARKETING STRATEGIES 

1. Drummond, O'Toole, and McGrath (2020) distinguish some of the most important digital engagement strategies and 

tactics, including connecting, engaging, coordinating and collaborating that serves to establish powerful online 

relationships and make the entrepreneurial firms record improvement in social media presence. Their study indicates that 

even well-structured strategies on social networks marketing, including specific plans and effective activities, will 

enhance the partnership with the customers and the loyalty to the companies in B2B very much. 

 

2. Li, F., Larimo, J., and Leonidou, L. C. (2023): In the review article on the theoretical background and development 

trends of social media in marketing, Li, Larimo, and Leonidou (2023) emphasize the centralizing role of platforms in the 

marketing research effort, strategy, and consumer communication environment. In their work they highlight on the 

shifting methodological traditions and theme directions which indicates that social media marketing has become essential 

in the establishment of customer relations and the enhancement of brand interaction development. 

 

3. Bryla, P., Chatterjee, S., Ciabiada-Bryla, B. (2022): Bryla, Chatterjee, and Ciabiada- Bryla (2022) perform the 

systematic literature review of the electric vehicles consumption by consumers and determine the main driving forces and 

obstacles. Their results indicate that information distribution and the usage of digital marketing widely influence the ways 

consumers think and trigger the adoption process in the active EV market. 

 

4. Habib, S., Hamadneh, N. N., Hassan, A. (2022): Habib, Hamadneh, and Hassan (2022) study the connection between 

digital marketing and client involvement and purchase intention through OTT stages. The research concludes that the 

most appropriate strategies of digital marketing remarkably increase the interest of customers, and hence affect the 

intentions of using digital entertainment in the positive trend. 

 

5. Barbosa, B., Saura, J. R., Bennett, D. (2024); the article by Barbosa, Saura, and Bennett (2024) discusses the way 

entrepreneurs apply digital marketing in different customer stages. They mention in their review the role that 

responsiveness to a particular stage, use of data analytics, and personalization to generate customized experiences to 

benefit reach and conversion levels. 

 

6. Srivastava, R., Gupta, P., Kumar, H., and Tuli, N. (2025): Srivastava et al. (2025) offer a methodical review of digital 

customer engagement, define its prevailing trends, and issues and areas requiring research. The paper highlights an 

increasing importance of digital touchpoints in building customer experience and loyalty, and suggests a research agenda 

to develop the field. 

 

7. Nair and Gupta (2021) show that digital marketing is changing with AI technology as it becomes possible to automate, 

personalize and use data-driven decisions. According to their research, such AI tools as chatbots and predictive analytics 

assist marketers in providing tailored content, enhancing customer engagement and impression, and increasing the 

campaign performance. The use of AI improves the efficiency of marketing and develops the more immersive customer 

experiences, which contributes to building stronger brand loyalty. 

 

VII. DATA ANALYSIS AND INTERPRETATION 

1. Gender 

PARTICULARS FREQUENCY PERCENTAGE 

MALE 27 54 

FEMALE 23 46 

TOTAL 50 100 

Analysis 

The gender distribution shows a fairly balanced representation, with 54% male and 46% female respondents. This 

slight male majority indicates a nearly equal participation from both genders. The data reflects a diverse perspective in 

responses. Such balance adds credibility and inclusiveness to the overall survey results. 
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Interpretation 

The data shows a fairly balanced gender distribution among respondents, with a slight majority of males. This near-

equal representation indicates that the views and responses collected are reflective of both male and female perspectives, 

contributing to a more balanced overall analysis 

 

2. Do you agree that digital campaigns provide useful information about new arrival or offers? 

 
PARTICULARS FREQUENCY PERCENTAGES 

AGREE STRONGLY 14 28 

AGREE 23 46 

NEUTRAL 9 18 

DISAGREE 2 4 

DISAGREE STRONGLY 2 4 

TOTAL 50 100 

Analysis: The data reflects a strong positive sentiment, with 46% agreeing and 28% Agree Strongly totaling 74% favorable 

responses. 18% of participants remained neutral, suggesting a moderate level of indecision. Only 4% disagree and 4% 

Disagree strongly expressed negative opinions. Overall, the majority of respondents show clear agreement, indicating a high 

level of satisfaction or support. 
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Interpretation: The responses indicate a strong lean toward agreement, suggesting overall approval or satisfaction among 

participants. While a portion remains neutral, showing a balanced or undecided stance, only a small minority expressed 

disagreement. This trend points to a largely favourable perception of the subject. 
 

Findings: 

 The gender distribution shows a fairly balanced representation, with 54% male and 46% female respondents. This slight 

male majority indicates a nearly equal participation from both genders. 

 The data indicates a predominantly positive response, with 46% agreeing and 20% agree strongly, totaling 66% favorable 

opinions. 26% of respondents are neutral, showing a moderate level of uncertainty or impartiality. Only 4% disagree and 

4% DISAGREE STRONGLY expressed negative views. 
 

Suggestion: 

 Place more emphasis on two-way communication through the platforms such as Instagram, Facebook, and YouTube. 

Interactive live questions, polls, behind the scene videos, partnership with influencers and user-generated content 

campaigns will be able to strengthen emotional connection and brand loyalty. 

 Partner with fitness, lifestyle and fashion influencers who can associate with the Jockey brand. Micro influencers may be 

especially useful in genuine interaction and budget expenditure as they increase coverage in the submarket sector. 

 As more and more users gain access to content through smartphone devices, Jockey digital platforms need to be converted 

to full mobile compatibility with quick loading rates, user friendly content, and mobile transaction checkouts. 

 Provide a consistent brand experience among all the on-line and off-line platforms; websites, mobile applications, emails, 

social media, and in-store displays. This smooth customer experience increases the trust and interaction. 

 Show and promote testimonials made by verifiable customers on online media. Incorporating stratified customer feedback 

will not only increase customer trust, but also assist in the polishing of product offerings and marketing message. 
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