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ABSTRACT 

 This study entitled “Advertising Approaches of Local Apparel Shops Selling Casual Wear 

in Batangas First District: Basis for a Fashion Marketing Strategy” determined the respondents’ 

perceptions regarding digital engagement strategies used by local apparel shops and the 

factors affecting the effectiveness of advertising approaches in promoting casual wear. 

Specifically, it examined the influence of influencer collaborations and user-generated content, 

the role of community-based storytelling and local influencer partnerships, and the 

effectiveness of immersive and experiential marketing tactics. It also assessed the 

trustworthiness and credibility of digital content and sources, the perceived authenticity and 

cultural relevance of advertising messages, and the impact of experiential marketing efforts 

on customer engagement and brand recall. The study utilized a quantitative descriptive-

correlational research design. Data were gathered through a structured questionnaire 

administered to 79 respondents and analyzed using weighted mean, standard deviation, and 

Pearson Product-Moment Correlation Coefficient.  

 The findings revealed that respondents strongly agreed with all dimensions of digital 

engagement strategies and advertising effectiveness, particularly on the effectiveness of 
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immersive and experiential marketing tactics (Composite Mean = 3.6177), the influence of 

influencer collaborations and user-generated content (Composite Mean = 3.5975), the role of 

community-based storytelling and local influencer partnerships (Composite Mean = 3.5848), 

trustworthiness and credibility of digital content and sources (Composite Mean = 3.5798), 

perceived authenticity and cultural relevance of advertising messages (Composite Mean = 

3.5696), and the impact of experiential marketing efforts on customer engagement and brand 

recall (Composite Mean = 3.5519). Furthermore, the study established a high significant 

relationship between respondents’ perceptions regarding digital engagement strategies and 

the factors affecting the effectiveness of advertising approaches (r = 0.85, p = 0.02). Based 

on the findings, a Fashion Marketing Strategy Framework (FMSF) was proposed to strengthen 

digital engagement, content credibility, cultural authenticity, experiential marketing, and 

customer engagement among local apparel shops selling casual wear in Batangas First District.  
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