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Abstract 

This study examines the impact of online advertising on brand equity and customer relationships, 

using Davis & Shirtliff Ltd in Zambia as a case study. It explores how digital marketing influences 

brand awareness, perceived quality, associations, and loyalty, along with customer trust, 

satisfaction, and engagement. 

A quasi-experimental design incorporating Propensity Score Matching (PSM) was used to control 

selection bias and estimate causal effects. The mixed-methods approach integrated quantitative 

surveys, digital engagement metrics, and in-depth interviews. Participants were divided into 

experimental and control groups, with additional qualitative insights gathered from interviews. 

Findings reveal that online advertising significantly enhances brand equity and customer 

relationships, driving notable improvements in brand awareness, perceived quality, brand 

associations, and loyalty. Similarly, customer trust, satisfaction, and engagement increased, 

highlighting the effectiveness of digital marketing. A Net Promoter Score (NPS) analysis further 

confirms improved brand perception and advocacy among those exposed to online ads. 

Demographic insights show most participants are frequent internet users, with a significant 

portion in the young professional age group, emphasizing the need for tailored digital strategies. 

Reliability tests validate the data’s consistency. 

The study underscores the effectiveness of targeted online advertising in strengthening brand 

presence, particularly in business-to-business (B2B) markets for technical products. It 

recommends that firms in industrial and technical sectors invest in digital marketing to enhance 

brand credibility, awareness, and customer engagement, ensuring a competitive edge in the 

digital marketplace. 

 

Keywords: Online advertising, brand equity, client relationships, digital marketing, customer 

engagement, brand awareness, consumer perception, social media marketing, online brand 

positioning, customer loyalty, digital communication, Davis & Shirtliff, Lusaka, Zambia. 
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CHAPTER ONE, INTRODUCTION 

1.0 Introduction 

The development of Internet technologies in the past has been so rapid that advertising has 

undergone a technological revolution since companies have learned to use it to the best 

advantage in marketing their products and/or services to the right target audience. Through online 

advertising, companies are using the internet to reach out to consumers in every feasible way; 

some of the online marketing tools include social media, search engines, websites, and mobile 

applications. During this digital age, startups in Lusaka’s CBD need to be aware of the concept 

of online marketing with customers and the significance of online advertising to the brand. 

Furthermore, businesses can market goods through definite segments or targets by going directly 

to the point. Thus, the chances of getting more customers are vast. Innumerable ads are 

personalized for such individuals as like-minded activity-goers horse-riding and, therefore, be 

demographic. The mutual online talk between the two results in the increment of the active 

marketing strategy which is also more demand-driven and in the product creation phase. With a 

very strong level of interaction, it is obvious that firms should be distinct in the market and get 

many faithful and close bonds with their customers. Brand loyalty and engagement are the most 

vital things in today's market and directly affect sales and growth. Employing online marketing 

strategies offers businesses freedom from competition. Therefore, it is of utmost importance to 

whoever wishes to do well in today’s competitive markets to not only introduce online advertising 

in their business plan but also make it an integral part. 

On the other hand, internet advertising also has some bad sides. The trading platform is 

constantly changing with the new platforms, technologies, and developments, which are the 

reasons for it. On the one hand, companies should be engaging in market competitiveness, but 

on the other hand, they should not overdo this, so they would customize internet marketing 

campaigns to such cascades. In addition, other issues such as privacy breaches, fraudulent 

adverts or the wide spread of misinformation, and horizontal communications, which affect the 

company’s reputation, can also reduce the impact of their internet marketing campaigns. Thus, 

businesses should produce a comprehensive plan that will solve the above-mentioned issues 

while trying to make the most of the advantages offered by the digital market
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1.1 Background of the Study  

The rapid growth of internet access in Zambia, with penetration reaching 59.2% in 2023 (ZICTA), has led 

businesses to adopt online advertising for brand visibility and customer engagement. While industries 

such as retail and banking have leveraged digital marketing effectively, there is limited research on its 

impact in business-to-business (B2B) markets, particularly among industrial and technical service 

providers. 

Davis & Shirtliff, a leader in the supply and maintenance of pumping systems, has embraced 

online advertising to enhance brand awareness, perceived quality, and customer trust. However, 

the effectiveness of these efforts, especially among industrial clients in Lusaka’s light and heavy 

industrial sectors, remains underexplored. Unlike consumer markets, industrial clients prioritize 

technical reliability and long-term service relationships, requiring a tailored approach to digital 

marketing. 

Existing studies on digital marketing in Zambia have primarily been descriptive or correlational, 

lacking rigorous methodologies to establish causal links between online advertising and brand 

equity. Furthermore, research has largely overlooked industrial customers, whose purchasing 

decisions differ from general consumers. This study addresses these gaps by employing a quasi-

experimental design with Propensity Score Matching (PSM) to control for selection bias. Using 

econometric models such as Average Treatment Effect (ATE) and Average Treatment Effect on 

the Treated (ATET), the study measures the impact of online advertising on brand awareness, 

perceived quality, customer trust, and engagement. 

The findings will provide empirical insights into how industrial businesses can refine their digital 

marketing strategies to enhance brand positioning, customer loyalty, and competitive advantage 

in Zambia’s evolving digital landscape. 

1.2 Statement of the Problem  

The growing adoption of digital marketing in Zambia, particularly in Lusaka’s Central Business 

District (CBD) and industrial area, has transformed how businesses engage customers. Online 

advertising is increasingly used to enhance brand visibility and customer relationships. However, 

its effectiveness in industrial markets—where purchasing decisions are complex and involve 

multiple stakeholders—remains largely unexplored. Existing research on digital marketing in 

Zambia primarily focuses on consumer goods and retail sectors, neglecting business-to-business 

(B2B) industries such as the light and heavy industrial markets. 
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Davis & Shirtliff Ltd, a leading supplier of pumping systems and related technical services, invests 

significantly in online advertising to engage industrial clients. Yet, there is limited empirical 

evidence on whether these efforts improve brand awareness, perceived quality, brand 

associations, and customer loyalty. Additionally, little is known about how online advertising 

influences trust, satisfaction, and engagement among industrial customers, who prioritize 

technical reliability and long-term partnerships over traditional brand appeal. 

Most studies on digital marketing in Zambia rely on descriptive or correlational analyses, lacking 

rigorous causal methodologies to assess impact. There is a gap in research applying quasi-

experimental designs to measure the direct effects of online advertising on brand equity and 

customer relations, particularly within Lusaka’s industrial sector, which consists of SMEs in light 

industry and large corporations in heavy industry. 

This study addresses these gaps by employing a quasi-experimental research design with 

Propensity Score Matching (PSM) to isolate the causal effects of online advertising on brand 

equity and customer relations. Using econometric techniques such as Average Treatment Effect 

(ATE) and Average Treatment Effect on the Treated (ATET), the study provides empirical insights 

into how online advertising influences purchasing decisions, brand trust, and customer 

engagement among industrial clients. The findings will guide businesses in Zambia’s industrial 

sector in optimizing digital marketing strategies to strengthen brand positioning and customer 

loyalty in a competitive market. 

1.3 Objectives of the Study  

1.3.1 General Objective  

To analyze the impact of online advertising on brand equity and client relationships through the 

emphasis on Davis and Shirtliff's product and services offered in Lusaka, and focus on the online 

advertising's effect on brand equity (brand awareness, brand loyalty, perceived quality, brand 

associations) and customer relations (customer trust, customer satisfaction, and customer 

engagement). 
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1.3.2 Specific Objectives  

I. Measure the impact of online advertising on Davis and Shirtliff’s sales, installation, and 

product support services for pumping systems in Lusaka. 

II. Examine how online advertising shapes customer trust, digital interactions, and 

engagement with Davis & Shirtliff. 

III. Determine the influence of online advertising on customer satisfaction, loyalty, and 

retention. 

IV. Assess how online advertising affects brand awareness, perceived quality, and brand 

associations. 

V. To examine the link between brand equity and customer relations. 

1.4  Research Questions 

I. How does online advertising impact Davis & Shirtliff’s sales, installation services, and 

product support for pumping systems in Lusaka? 

II. In what ways does online advertising influence customer trust, digital interactions, and 

engagement with Davis & Shirtliff? 

III. What is the relationship between online advertising and customer satisfaction, loyalty, 

and retention? 

IV. How does online advertising affect brand awareness, perceived quality, and brand 

associations for Davis & Shirtliff? 

V. What is the connection between brand equity and customer relations in the context of 

online advertising? 

1.5 Significance of the Study  

This study holds several key points of significance, including: 

I. Academic Contribution: The research process – with this, the research will add literature 

on the impact of online advertising on brand equity and customer relationships in the B2B 

and technical service sectors, particularly in Zambia. It will provide insights into online 

advertising's effects on brand awareness, loyalty, perceived quality, brand associations, 

customer trust, satisfaction, and engagement. 
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II. Practical implications: Davis & Shirtliff Ltd. and other Zambian enterprises may benefit 

from the research results, which go beyond brand positioning and customer loyalty to 

attract facilities, leading to increased success. 

III. Policymaking and Strategic Choices: The research will help governments and business 

development organizations understand how internet advertising promotes business 

growth. It is therefore a necessity for the implementation of digital marketing operations, 

with small and medium-sized firms in the water and energy utility sectors serving as the 

major target audience. 

IV. Filling information gap: This research clears the confusion by indicating the 

groundbreaking use of online advertising techniques of the local companies, especially 

those in Zambia technical service industries, and how they can finally become stronger 

brands and build customer relationships by using the fast and digital market. 

1.6 Scope of the Study 

The study focuses specifically on the company's pumping systems, installations, and support 

services with the main aim of assessing the impact of online advertising on brand equity and 

customer relations. 

1.6.1 Geographical Scope 

The study is expressly aimed at Lusaka, the capital city of Zambia, where Davis & Shirtliff Ltd. is 

located. Within Lusaka, the research will only survey the Central Business District (CBD) region, 

a place where most businesses use digital ads to reach customers. The CBD is a central part for 

entities like Davis & Shirtliff that apply social media to market their water and energy products. 

This geographical centricity allows for a close observation of digital marketing practices within an 

urban, tech-savvy business environment, which in turn gives a grip on the dynamics of online 

advertising in the Zambian business landscape. 

1.6.2 Industry Scope 

This study focuses on the role of online advertising in the water and energy sector, particularly in helping 

Davis & Shirtliff meet customer needs for pumping systems, installations, and support services. Since this 

industry offers specialized products and services, brand equity plays a key role in building strong 

relationships with both businesses and individual customers. 

Online advertising is essential in promoting these technical solutions and strengthening customer 

relationships. This study will examine how digital marketing affects brand recognition, customer 
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preference, and trust in the company. It will also explore other important factors, such as customer 

satisfaction, engagement, and loyalty. 

By analyzing these aspects, the study aims to provide valuable insights into the impact of online 

advertising and offer practical marketing strategies for effectively promoting specialized products 

and services through digital channels. 

1.6.4 Time Frame 

The research study will be based on the recent online advertising campaigns in the 0 to 12 months 

by Davis & Shirtliff Ltd. This time limit will allow them to analyze the most relevant and current 

advertising strategies that have been used by the digital marketing landscape to promote the 

company, reflecting how they have changed to suit the new online marketing trends. This is key 

to the study since by going through this recent period, the study will provide a timely analysis of 

the transition of digital advertising in the company’s line of products and services as well as the 

evaluation of its effectiveness in building market share and customer relations in the current 

market. 

1.6.5 Target Audience 

The study focuses primarily on the B2B sector while also considering the B2C market, which includes 

individual customers and households engaging with the company’s online marketing. It will analyze how 

both business clients and individual consumers interact with Davis & Shirtliff’s digital advertising and 

assess the effectiveness of different customer engagement channels. 

Additionally, the study will highlight the benefits of B2B and B2C approaches, examining how B2B 

customers engage with the company for pumping systems and installation services, while B2C 

customers seek product support and maintenance. 

By targeting both B2B and B2C segments, the study will provide a comprehensive understanding 

of how online advertising influences different customer groups, their perceptions of the brand, 

and their overall relationship with the company. 
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1.6.6 Variables 

The study will focus on two major data sets in particular: 

I) Brand Equity Variables: The study will examine the fundamental needs of brand 

equity, including:  

▪ Brand Awareness: The degree to which the consumers are aware of the brand 

of Davis & Shirtliff using web advertising. 

▪ Perceived Quality: The use of online advertising on the perceptions of quality 

and services of Davies & Shirtliff's Brand Associations: The attraction of the 

customers to the brand through its digital advertising is what gives the brand 

more attention. 

▪ Brand Loyalty: The impact of online advertising on customer loyalty and buying 

repeatedly. 

II) Customer Relationship Variables: The research will also be interested in the 

assessment of the significance of digital media marketing in customer relationships in 

comparison with the factors like: 

▪ Customer Trust: The level of trust customers has for the Davis & Shirtliff brand 

by digital means. 

▪ Customer Satisfaction: Online advertising is a way to make customer 

satisfaction the products and services. 

▪ Customer Engagement: The level of actual exchange with the brand, e.g., 

online events and the contacting of support.  

In this sense, the above-mentioned parameters can be useful ground for Digital Marketing 

strategy and the contents being an obstacle to brand equity and relationships with the brand and 

its customers. 

1.6.7 Exclusion Criteria 

This study focuses exclusively on Davis & Shirtliff Ltd., meaning no other businesses or 

companies will be analysed. The research will specifically examine the company's online 

advertising strategies aimed at building brand equity and strengthening customer relationships. 
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The study will exclude any non-digital forms of advertising, such as traditional print, television, or 

radio promotions. It will also not cover the role of advertisers or content creators beyond their 

involvement in digital advertising channels. 

The research will analyze all digital advertising platforms used by the company, including social 

media, search engines, websites, and other accessible online channels. This targeted approach 

ensures that the findings remain relevant to modern online marketing, with clear implications for 

brand management and customer engagement in today’s business environment. 

1.7 Definition of Key Terms 

▪ Online advertising: It is a type of graphics ad that can be found on the World Wide Web, 

and it is a network of websites, search engines, corporate websites, and mobile 

applications. 

▪ Brand equity: is a parameter that is indicative of a brand's value and is calculated by that 

brand's loyal adherents, a brand's preference by a client, the ability to maintain a 

relationship with a client, copyrights, patents, and the availability of stocks. 

▪ Client Relations: the company's relation to customers and the method it uses to make 

them satisfied, through the building of trust, participation, and mutual commitment. The 

study will be done in Lusaka, the country's capital, and biggest city. 

▪ Brand awareness: is the degree of knowledge and perception about a product or service 

among customers and potential purchasers. It is often determined by consumers with 

product schema. Therefore, linking with purchase intention and repetition in the purchase. 

▪ Brand Image: is the customer's understanding of the appearance of a brand or how it 

affects him/her. Brands are the relationships that customers have with the products; these 

are the periodical purchasing and staying loyal to the very brand. 

▪ Brand loyalty: pertains to the mindset of a client to stick with a brand and a wish to keep 

buying its products and services. 

▪ Brand awareness: is the volume of awareness or consciousness that a product or service 

has among consumers and potential customers. It is frequently constructed in the minds 

of consumers with the product scheme. Hence, getting closer to purchase intention and 

repetition in the purchase. 

▪ Brand Image: Brand image is the view of a product in a customer's mind, or the effect it 

has on the customer. The relationships between brands are the customers' emotional 

states, perceptions, and attitudes towards the brand. 
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▪ Brand loyalty: A customer's attachment to a brand and the willingness to purchase its 

products and services for a long time are what brand loyalty is. 

1.8 Structure of Research  

Occasionally, your research is divided into five chapters, each of which concentrates on a different 

aspect of the question researched. 

Chapter One: Introduction - The chapter has a historical background of research. It also 

includes the problem statements, aims, research questions, significance, area of study, and 

keyword definitions. 

Chapter Two: Literature Review - This chapter is a review of the literature discussing the issue 

of research and it also presents findings from studies conducted on, however, a global scale, 

Africa, and local communities. Additionally, it highlights a theoretical framework in which this 

problem is studied. 

Chapter Three: Methodology - This part of the paper is the research method dealing with the 

means of the research, which includes the research strategy, design, population size, sample 

size, sampling procedures, equipment, data acquisition techniques, data analysis methods, and 

ethical aspects. 

Chapter Four: The Interpretation and Analysis of Data - This chapter manages the findings 

based on the study's themes and questions. 

Chapter Five: Conclusions and Suggestions - This chapter covers the main study's findings, 

builds conclusions, and gives suggestions for the future work of the practice domain and 

research. 
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CHAPTER TWO - LITERATURE REVIEW 

2.0 Introduction 

Online advertising has revolutionized how businesses build brand equity and foster customer 

relationships, particularly in urban centres where digital penetration is high. However, despite 

growing global research on the subject, the extent to which online advertising influences brand 

awareness, loyalty, perceived quality, and customer relationships in Lusaka’s business 

environment—specifically for firms like Davis & Shirtliff—remains underexplored. 

This chapter critically analyses global, African, and Zambian studies on online advertising’s 

effectiveness in shaping brand equity and customer relationships, emphasizing findings from 

quasi-experimental studies employing Propensity Score Matching (PSM), Average Treatment 

Effect (ATE), and Average Treatment Effect on the Treated (ATET). 

The chapter is structured as follows: (1) Theoretical Framework, (2) Global Literature Review, (3) 

African and Zambian Context, and (4) Literature Gaps and Research Justification. 

2.1 Theoretical Framework 

This study is grounded in four interrelated theories that provide a holistic understanding of how 

online advertising impacts brand equity and customer relationships. 

2.1.1 Brand Equity Theory (Aaker, 1991; Keller, 1993) 

Aaker (1991) defines brand equity as the value a brand adds to a product or service, influencing 

consumer preference and loyalty. Keller (1993) expands on this, emphasizing brand knowledge 

as a critical determinant of consumer decision-making. 

Recent research by Chatzopoulou & Christoforidou (2023) finds that brands with high social 

media engagement see a 43% increase in brand recall and a 28% rise in perceived quality. 

However, this study overlooks the impact of targeted advertising on customer trust and 

satisfaction, a gap this research aims to fill. 
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Figure:1 Aaker’s Brand Equity Theory 

Relevance to This Study: The four components of brand equity—brand awareness, brand 

associations, perceived quality, and brand loyalty—are measured using ATE and ATET in the 

Zambian digital market, providing empirical evidence on online advertising’s real impact. 

2.1.2 Relationship Marketing Theory (Morgan & Hunt, 1994) 

Morgan & Hunt (1994) argue that businesses should shift from transactional marketing to 

relationship-based marketing, where trust, commitment, and engagement drive long-term 

customer retention. 

 

Picture 1: Effective Online advertising 

A study by Liu et al. (2022) in China found that brands investing in relationship-driven digital 

advertising saw a 37% increase in customer loyalty. However, critics argue that the theory 

overlooks contextual cultural factors, which can influence customer trust differently in emerging 

markets like Zambia (Nkhoma et al., 2023). 

Relevance to This Study: This research extends the relationship marketing model by 

incorporating digital engagement metrics, particularly in the water and energy utility sector—a 

neglected industry in current literature. 
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2.1.3 Technology Acceptance Model (TAM) (Davis, 1989) 

TAM suggests that perceived usefulness and ease of use determine consumers’ willingness to 

engage with digital platforms (Davis, 1989). Recent research by Alalwan et al. (2022) indicates 

that 72% of customers who find online ads informative are more likely to interact with brands. 

However, some scholars, such as Shankar & Balakrishnan (2023), argue that ad saturation and 

privacy concerns negatively impact engagement, potentially leading to ad fatigue. 

Relevance to This Study: This study tests how consumer trust and satisfaction influence digital 

advertising effectiveness in Lusaka, using ATE and ATET estimation to measure actual impact. 

 

Figure 2: Technology Acceptance Model 

2.1.4 Uses and Gratifications Theory (Katz et al., 1973) 

This theory explains that consumers engage with digital media for information, entertainment, 

social interaction, and identity formation (Katz et al., 1973). However, recent research by Hajli et 

al. (2023) suggests that in emerging markets, digital advertising has a higher impact on 

consumers seeking promotional offers than on those engaging for entertainment or social 

connection. 

Relevance to This Study: This study applies thematic analysis to customer interviews to assess 

whether Lusaka’s consumers primarily engage with online ads for discounts, brand discovery, or 

social interaction. 
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2.2 Global Perspective: Online Advertising’s Impact on Brand Equity & Customer 

Relationships 

2.2.1 Digital Advertising and Brand Awareness 

A meta-analysis by Lamberton & Stephen (2023) finds that online advertising boosts brand 

awareness by an average of 33% compared to traditional advertising. However, Zhang et al. 

(2023) argue that banner ads have declining effectiveness, with only 7% of users recalling the 

last ad they saw. 

Relevance to This Study: This study extends global findings to a Zambian context, assessing if 

digital platforms like Facebook and Instagram influence brand awareness more effectively than 

traditional media using ATE estimation. 

2.3 African Studies: Online Advertising, Trust, and Engagement 

2.3.1 Impact on Brand Loyalty & Customer Retention 

Amoah & Osei (2023) found that Ghanaian consumers exposed to personalized Facebook ads 

were 2.4 times more likely to engage with a brand, supporting the notion that personalization 

enhances brand loyalty. However, opponents like Chukwu & Eze (2023) argue that excessive ad 

personalization can cause privacy concerns, reducing trust. 

 

Figure 3: Impact of Brand loyalty & customer retention 
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2.3.2 Effectiveness of Different Digital Platforms 

Ng’ang’a et al. (2023) found that Kenyan businesses investing in TikTok and WhatsApp 

advertising had better brand engagement than those relying solely on Facebook. This contrasts 

with earlier studies (Munyoki & Ngigi, 2021) that emphasized Facebook and Instagram as the 

most effective. 

Relevance to This Study: This study tests which digital channels (Facebook, Instagram, 

WhatsApp, etc.) perform best for Davis & Shirtliff in Lusaka, providing data-driven insights into 

advertising platform effectiveness. 

2.4 Literature Gap and Justification for the Study 

1. Limited Zambian Studies on Digital Advertising and Brand Equity: Most research focuses 

on traditional media, with limited empirical data on digital advertising’s direct impact in 

Zambia’s water and energy industry. 

2. Limited Use of Causal Research Methods – Prior studies lack robust econometric methods 

such as PSM, ATE, and ATET analysis, leading to correlational rather than causal 

conclusions. 

3. Role of Different Digital Platforms – No comprehensive study has compared the 

effectiveness of Facebook, Instagram, WhatsApp, and Google Ads for brand engagement 

in Zambia. 

4. Trust and Engagement Analysis – While previous studies have assessed brand awareness 

and loyalty, the impact of online advertising on customer trust and engagement in Lusaka 

remains unexplored. 

This study fills these gaps by integrating quasi-experimental design, PSM, and ATE/ATET 

analysis, offering rigorous causal evidence on how online advertising influences brand equity and 

customer relationships at Davis & Shirtliff in Lusaka. 

2.5 Theoretical Frameworks in Advertising 

The evolution of advertising models reflects the changing dynamics of consumer behaviour. The 

traditional AIDA model (Attention, Interest, Desire, Action) has been foundational in understanding 

advertising effects. However, Wijaya's (2012) AISDALS Love model expands upon this by adding 

stages such as Search, Like/Dislike, Share, and Love/Hate, acknowledging the active role 

consumers play in seeking information and sharing experiences in the digital age  
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Figure 4: AIDA MODEL framework illustration 

This progression underscores the importance of considering consumer engagement beyond the 

point of purchase, particularly in online advertising contexts. 

2.6 Online Advertising and Brand Equity 

Investments in social media have been shown to enhance brand recognition and loyalty. By 

engaging with consumers on platforms like Twitter and Facebook, businesses can increase their 

visibility and foster a community around their brand. 

 

Picture1: Online ads and Brand Equity 

For Davis and Shirtliff Limited, leveraging social media could amplify brand awareness and 

cultivate a loyal customer base in Lusaka's competitive market. 

Moreover, the integration of brand and performance marketing has been found to boost return on 

investment (ROI). A balanced approach, allocating 40-60% of marketing budgets to brand 

marketing, can lift ROI by 25-100%, with an average increase of 90%. This suggests that Davis 
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and Shirtliff Limited could benefit from a strategic mix of brand-building and performance-driven 

online advertising to enhance brand equity effectively. 

2.7 Online Advertising and Customer Relationships 

Digital marketing facilitates targeted audience engagement and data collection on campaign 

performance, enabling businesses to adapt to changing consumer behaviors. For Davis and 

Shirtliff Limited, utilizing digital channels can provide insights into customer preferences, allowing 

for personalized interactions that strengthen trust and satisfaction. 

 

Picture 2: Online advertising and customer relations 

Additionally, the notion that inclusive advertising harms brand perception has been challenged. A 

global study involving data from Oxford University's Saïd Business School found that inclusive 

ads positively impact profits, sales, and brand value.  

This insight is pertinent for Davis and Shirtliff Limited, suggesting that embracing inclusivity in 

online advertising could enhance customer relationships and brand loyalty. 

2.8 Critical Analysis of Existing Studies 

While existing literature highlights the benefits of online advertising, it is crucial to consider the 

context-specific challenges faced by businesses in Zambia. Factors such as internet accessibility, 

digital literacy, and cultural nuances may influence the effectiveness of online advertising 

strategies. Therefore, Davis and Shirtliff Limited should tailor their online advertising efforts to 

resonate with the local audience, ensuring that content is relevant and accessible. 

Furthermore, the reliance on digital platforms necessitates vigilance regarding brand safety. The 

prevalence of harmful content on social media poses risks to brand reputation. Exploring 

alternative channels and partnerships can mitigate these risks and ensure that advertising efforts 

align with the company's values 
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CHAPTER THREE: METHODOLOGY 

3.1 Introduction 

This chapter outlines the research methodology employed in assessing the impact of online 

advertising on brand equity and customer relationships at Davis & Shirtliff in Lusaka, Zambia. The 

chapter describes the study population, sample selection, data collection methods, and data 

analysis techniques and discusses the ethical considerations considered. 

A quasi-experimental research design was adopted to measure causal relationships between 

exposure to online advertising and changes in brand awareness, brand loyalty, customer trust, 

and engagement. The study also incorporated a mixed-methods approach, integrating both 

quantitative (econometric techniques such as Propensity Score Matching (PSM), Average 

Treatment Effect (ATE), and Average Treatment Effect on the Treated (ATET)) and qualitative (in-

depth interviews) methodologies to enhance the depth and validity of the findings. 

3.1 Research Design and Justification 

A quasi-experimental research design was chosen for this study because it enables causal 

inference without the need for randomized control trials (RCTs), which are often infeasible or 

unethical in business research. Unlike pure experimental designs, which randomly assign 

participants to treatment and control groups, quasi-experimental designs use statistical 

techniques such as PSM to control for confounding variables and simulate randomization. 

3.1.1 Justification for a Quasi-Experimental Approach 

A fully randomized controlled trial (RCT) was not feasible in this study for two key reasons: 

1. Ethical Considerations – Randomly assigning some customers to receive no advertising 

at all could disadvantage a segment of customers and limit their ability to make informed 

purchase decisions. 

2. Business Constraints – Davis & Shirtliff’s advertising strategy is already in place, meaning 

the study could not manipulate exposure without interfering with real business operations. 

To address these challenges, Propensity Score Matching (PSM) was used to create comparable 

groups (exposed vs. non-exposed customers), ensuring that the analysis isolates the effect of 

online advertising while controlling for pre-existing differences between groups. 
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3.1.2 Mixed-Methods Approach Justification 

A convergent mixed-methods approach was employed to provide a comprehensive analysis of 

the research problem. This approach is justified for the following reasons: 

• Enhances Validity: By combining quantitative econometric models (PSM, ATE, and ATET) 

with qualitative customer insights, the study ensures robust, well-rounded conclusions. 

• Addresses Research Gaps – Prior studies on digital advertising’s role in customer 

relationships in Zambia have been mostly qualitative. The inclusion of experimental 

statistical techniques provides empirical evidence of causation. 

3.1.3 Comparison with Other Research Designs 

Table 1: Comparison of Research Designs  

Research 
Design 

Suitability Justification for Rejection 

Descriptive 
Research 

Examine the general 
characteristics of online advertising 
and customer behavior. 

Lacked causality; unable to measure 
the effect of advertising 
interventions. 

Correlational 
Research 

Identifies relationships between 
variables (e.g., online ads and 
brand loyalty). 

Did not establish causality, as it 
does not account for selection bias. 

Experimental 
Design (RCTs) 

Provides the highest causal validity. Unethical to deny customers access to 

advertising in a real business setting. 

Quasi-
Experimental 
(Chosen) 

Measures causal impact while 
accounting for selection bias using PSM, 

ATE, and ATET. 

Provided a balance between rigor 
and ethical considerations, making it 
the most appropriate method. 

3.2 Population and Sampling Strategy 

3.2.1 Target Population 

The study focused on: 

1. Businesses in Lusaka’s CBD that purchase Davis & Shirtliff’s products and services. 

2. Individual customers who engage with the company’s online advertisements. 

3.2.2 Sampling Technique and Justification 

A stratified random sampling method was used to ensure the representation of both exposed 

(treated) and non-exposed (control) groups. 
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1. Stratified Random Sampling Justification:  

▪ Ensured proportional representation of customers exposed to online advertising 

(treatment group) and those who were not (control group). 

▪ Reduced potential selection bias, improving internal validity when using PSM and 

ATE analysis. 

▪ Allowed for comparability across customer demographics (age, frequency of online 

engagement, industry, etc.). 

3.3 Sample Size Determination 

A total of 134 respondents were selected: 

▪ 67 customers in the treatment group (exposed to online advertising). 

▪ 67 customers in the control group (not exposed to Davis & Shirtliff’s digital 

advertisements). 

▪ 20–25 qualitative interviews with customers and company representatives to complement 

the quantitative findings. 

3.3 Data Collection Methods 

This study used both primary and secondary data sources. 

1. Primary Data Collection 

▪ Structured Surveys – Captured data on brand equity (brand awareness, brand loyalty, 

perceived quality) and customer relationships (trust, satisfaction, engagement). 

▪ Semi-Structured Interviews – Gathered qualitative insights from customers and 

company representatives on their experiences with online advertising. 

2. Secondary Data Collection 

▪ Company-provided analytics from Facebook, Instagram, WhatsApp, and Google Ads 

were analysed to measure engagement.  
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3.4 Measurement of Key Variables 

Table 2: Measurement of Key Variables 

Variable Measurement Method 

Brand Awareness Likert scale (0-5) survey on brand recognition and recall. 

Perceived Quality Customer ratings (1-5) on product/service quality. 

Brand Loyalty Net Promoter Score (NPS) and repeat purchase frequency. 

Customer Trust Trust index (Likert scale) from customer surveys. 

Customer Satisfaction Satisfaction ratings (1-5) and NPS. 

Customer Engagement Social media interaction metrics (likes, comments, shares). 

3.4 Data Analysis Techniques and Justification 

3.4.1 Propensity Score Matching (PSM): 

▪ Used to match customers exposed to online advertising with those not exposed, which 

controlled factors like age, income, and internet usage. 

▪ Ensured that the differences in brand equity and customer relationships are due to online 

advertising and not other factors. 

3.4.2 Average Treatment Effect (ATE) & Average Treatment Effect on the Treated (ATET): 

▪ ATE measured the overall impact of online advertising across both treated and untreated 

groups. 

▪ While ATET measured only the only among customers exposed to online advertising. 

3.4.3 Justification for PSM, ATE, and ATET 

▪ Stronger Causal Inference – Unlike traditional regression models, PSM eliminates 

selection bias, ensuring credible impact estimation. 

▪ Direct applicability – Many Zambian studies rely on simple correlation; this study provides 

a more rigorous causal analysis. 

 



21 
 

3.5 Measurement of Models PSM, ATE & ATET 

3.5.1 Propensity Score Matching (PSM) Justification 

The lack of randomization in the study introduces a risk of selection bias—certain individuals 

may be more likely to engage with online advertisements due to prior brand awareness, 

purchasing habits, or demographic characteristics. To control for confounding variables, PSM was 

used. PSM creates a balanced comparison between: 

1. Treated Group (customers who were exposed to Davis & Shirtliff’s online advertisements). 

2. Control Group (customers who were not exposed to online advertisements). 

By matching these groups on observable characteristics (such as age, income, past purchases, 

and social media engagement), PSM ensures that differences in brand awareness, loyalty, trust, 

and satisfaction are due to advertising exposure rather than other confounding factors. 

3.5.1.1 Matching Algorithm Selection 

Several PSM techniques can be used, including Nearest Neighbour Matching (NNM), Kernel 

Matching (KM), and Calliper Matching. For this study, NNM with replacement was chosen due to 

its ability to match each treated individual with the most similar non-treated individual based on 

their propensity scores, thereby improving the accuracy of impact estimates. 

The propensity score (PS) is the probability of a customer being exposed to online advertising, 

given a set of observed characteristics X.  

Mathematically, it is expressed as: 

           p (X) = P (T=1∣X) 

where: 

✓ p(X) is the propensity score, 

✓ T is the treatment indicator (1 = exposed to online advertising, 0 = not exposed), 

✓ X represents observable characteristics such as age, income, social media usage, and 

prior brand awareness. 
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3.5.2 Measurement of Average Treatment Effects 

The Average Treatment Effect (ATE) is the difference in expected outcomes between the treated 

and untreated groups. ATE is mathematically represented as; 

   ATE = E [Y (1) ] – E [Y(0)] 

where: 

• Y (1) represents the potential outcome if the individual is exposed to online advertising. 

• Y (0) represents the potential outcome if the individual is not exposed to online advertising. 

 

A positive and significant ATE indicates that online advertising improves brand awareness, trust, 

loyalty, or satisfaction across the entire population, not just for the exposed group. 

3.5.3 Average Treatment Effect on the Treated (ATET) 

ATE provides the overall impact, but it does not differentiate the effect of online advertising on 

only those who were exposed. To measure the impact only among customers who engaged with 

the advertising, we use ATET, which is mathematically expressed as: 

   ATET = E [ Y(1) − Y(0)∣T=1] 

Where; 

E [Y(1) − Y(0)∣T=1]  represents the expected difference in outcomes among individuals who were 

actually exposed to online advertising. 
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A significant ATET result would confirm that online advertising had a positive effect on those 

customers who were exposed to it, demonstrating the practical impact of digital marketing efforts. 

3.6 Ethical Considerations 

• Informed consent was obtained from all respondents. 

• Data privacy was ensured, particularly for digital ad engagement metrics. 

• Anonymity was maintained in all survey responses and interview transcriptions. 
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CHAPTER FOUR, RESULTS AND FINDINGS 

4.1 Introduction 

This chapter presents the results and findings of the study, analyzing the impact of online 

advertising on brand equity and client relationships for Davis & Shirtliff in Lusaka. The findings 

are structured based on the study objectives and include statistical analyses of key metrics such 

as brand awareness, perceived quality, customer trust, satisfaction, and engagement. The results 

are interpreted in relation to existing literature to establish their theoretical and practical 

implications. 

4.2 Response Rate and Data Characteristics 

A total of 134 respondents participated in the study, with 67 in the experimental group (exposed 

to online advertising) and 67 in the control group (unexposed). The response rate was 87.3%, 

ensuring the validity of the findings. The sample demographics revealed that 59.7% of 

respondents were frequent internet users, with 37.3% aged between 26-35 years, aligning with 

previous studies (e.g., Okonkwo & Akpan, 2021) that highlight digital platforms as key 

engagement tools for young, urban consumers. 

Table 4: Summary of Demographic characteristics of the participants 

Demographic Variable Frequency Percentage 

Gender     

Male 74 55.20% 

Female 60 44.80% 

Age Group 

18-25 30 22.40% 

26-35 50 37.30% 

36-45 34 25.40% 

46 and above 20 14.90% 

Internet Usage Frequency 

Daily 80 59.70% 

Weekly 34 25.40% 

Monthly 15 11.20% 
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In the participants, there are different demographic characteristics that are listed in Table 4.1 and 

are represented by several types of society that is a mix of both gender, age, and internet usage 

frequency groups. The table shows that most of the participants are male, with 55.2% (n=74) of 

them and 44.8% (n=60) of the females. As to the age distribution, the most numerous age cohort 

is 26-35 years, which consists of 37.3% (n=50) of the participants. It is followed by the next age 

groups of the respondents, who are 36-45 years old, and these were 25.4% (n=34), and the ones 

that were aged 18-25 years and these were at 22.4% (n=30). The age bracket with the least 

number is 46 years and older, and it is only 14.9% (n=20) of the total. 

 

Figure 6: Demographic characteristics of participants in Lusaka’s central business district. 

4.3 Descriptive Statistics 

Descriptive statistics provides an overview of respondents’ perceptions of brand equity and 

customer relationships before delving into inferential analysis. 
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Table 5 Summary of variables for both experimental and control groups' findings 

Variable 
Experimental Group (Mean ± 
SD) 

Control Group (Mean ± SD) 

Brand Awareness 4.32 ± 0.74 3.71 ± 0.89 

Perceived Quality 4.18 ± 0.66 3.82 ± 0.79 

Brand Loyalty 3.89 ± 0.72 3.64 ± 0.84 

Customer Trust 4.05 ± 0.69 3.72 ± 0.82 

Customer Satisfaction 4.21 ± 0.73 3.91 ± 0.88 

 

4.3.1 Brand Awareness 

The results indicate a higher level of brand awareness among the experimental group (Mean = 

4.32, SD = 0.74) compared to the control group (Mean = 3.71, SD = 0.89). This supports the 

argument by Keller (2013) that digital advertising enhances brand recall and recognition, 

especially in competitive industries. 

4.3.2 Perceived Quality 

Participants exposed to online advertising reported a higher perceived quality of Davis & Shirtliff’s 

products (Mean = 4.18, SD = 0.66) compared to the control group (Mean = 3.82, SD = 0.79). This 

aligns with Zeithaml’s (1988) findings that brand communication significantly influences quality 

perceptions. 

4.3.3 Brand Loyalty 

Brand loyalty showed moderate improvement due to online advertising, with an experimental 

group mean score of 3.89 (SD = 0.72) compared to the control group's 3.64 (SD = 0.84). This is 

consistent with past studies (e.g., Alhaddad, 2015), which suggest that while digital marketing 

enhances loyalty, other factors such as after-sales support also play a crucial role. 

4.3.4 Customer Trust and Satisfaction 

Customer trust (Mean = 4.05, SD = 0.69) and satisfaction (Mean = 4.21, SD = 0.73) were notably 

higher among those exposed to online advertising than in the control group (Trust: Mean = 3.72, 
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SD = 0.82; Satisfaction: Mean = 3.91, SD = 0.88). This finding supports Morgan and Hunt’s (1994) 

Relationship Marketing Theory, which emphasizes the role of consistent communication in 

fostering trust. 

4.4 Inferential Analysis 

To establish causality, Propensity Score Matching (PSM) was used to compare the outcomes of 

the experimental and control groups. The Average Treatment Effect (ATE) and Average 

Treatment Effect on the Treated (ATET) were calculated to measure the direct impact of online 

advertising. 

4.4.1 ATE and ATET Analysis 

The ATE and ATET values confirm that online advertising statistically impacted brand equity and 

customer relationships. 

Table 6: Average Treatment Effects of Online Advertising on Brand Equity and Customer 

Relationships" 

Variable ATE ATET p-value Interpretation 

Brand 
Awareness 

0.25 0.5 < 0.001 Significant positive impact 

Brand Loyalty 0.24 0.29 < 0.05 Moderate impact 

Customer 
Trust 

0.22 0.3 < 0.01 Strong impact on trust 

Customer 
Satisfaction 

0.24 0.29 < 0.05 Positive impact 
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Figure 7: ATE and ATET Analysis of Online Advertising 

The bar chart visualizes the Average Treatment Effect (ATE) and Average Treatment Effect on 

the Treated (ATET) for different brand and customer relationship variables. 

• Brand Awareness has the highest ATET (0.5), indicating that online advertising 

significantly enhances awareness among treated customers. 

• Customer Trust and Satisfaction show strong positive impacts, with ATET values of 0.3 

and 0.29, respectively, suggesting that ads improve trust and satisfaction in the brand. 

• Brand Loyalty has a moderate effect, with a lower ATET (0.29), indicating that while 

online advertising improves loyalty, the effect is less pronounced than for awareness and 

trust. 

• All variables have statistically significant p-values (< 0.05), confirming that online 

advertising has a meaningful impact. 
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Table7: Summary of findings from the participants for both treated and control group 

 

These findings reinforce previous studies by Huang and Sarigöllü (2012), who found that online 

advertising significantly improves brand recall and perception. 

4.5 Connection to Existing Literature 

The results align with Keller’s (1993) Brand Equity Theory, which posits that marketing 

communications enhance brand associations and customer perceptions. The increase in 

perceived quality and trust observed in this study corresponds with Zeithaml’s (1988) findings 

that brand communication significantly affects quality perceptions. 

The findings also support Morgan and Hunt’s (1994) Relationship Marketing Theory, which 

highlights trust and commitment as central to customer relationships. The increase in customer 

trust and satisfaction due to online advertising confirms that digital engagement fosters stronger 

customer-brand connections. 

Additionally, the results align with the Technology Acceptance Model (TAM) (Davis, 1989), as 

customers exposed to online ads perceived Davis & Shirtliff’s digital platforms as informative 

and engaging, thus increasing brand interaction. 

These findings contribute to the body of knowledge by reinforcing the argument that digital 

advertising plays a crucial role in shaping brand perception and customer loyalty in highly 

competitive markets. 

 

Participant 

ID
Group

Brand 

Awareness

Perceived 

Quality

Brand 

Associations

Brand 

Loyalty

Customer 

Trust

Customer 

Satisfaction

Customer 

Engagement 

(Interactions)

1 Treated Group 4.5 4.3 4.2 4 4.4 8.2 5.5

2 Treated Group 4.3 4 4 4.1 4.2 8 5.3

3 Treated Group 4.1 3.8 3.9 4 4.3 8.1 5.4

4 Treated Group 4.2 4.1 3.8 4.2 4.5 8.3 5.1

5 Treated Group 4.4 4.2 4.1 4.1 4.3 8.4 5.7

6 Control Group 3.5 3.6 3.4 3.7 3.8 7.6 4.4

7 Control Group 3.8 3.5 3.3 3.9 4 7.5 4.6

8 Control Group 3.6 3.4 3.2 3.8 3.9 7.4 4.5

9 Control Group 3.7 3.6 3.5 3.9 4.1 7.7 4.7

10 Control Group 3.6 3.7 3.3 3.8 3.8 7.5 4.3
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4.6 Key Observations and Implications 

1. Digital Channels Drive Brand Awareness 

• Online advertising significantly improved brand awareness, supporting findings by 

Kotler et al. (2017) that digital platforms outperform traditional media in increasing 

visibility. 

2. Customer Trust and Satisfaction Are Strengthened 

• Trust increased due to transparency in online communication, aligning with previous 

research by Gefen et al. (2003), which found that digital interactions enhance 

customer confidence. 

3. Moderate but Positive Impact on Loyalty 

• While loyalty improved, the effect was less pronounced than on other variables, 

suggesting that additional factors (e.g., after-sales service) contribute to long-term 

customer retention (Chaudhuri & Holbrook, 2001). 

4. Social Media as a Key Advertising Tool 

• Platforms like Facebook, Instagram, and WhatsApp were the most effective, 

confirming studies (e.g., Okonkwo & Akpan, 2021) that highlight social media’s role 

in fostering brand engagement. 

5. Challenges Identified 

• High Advertising Costs: Businesses in Lusaka face increasing costs in social media 

marketing. 

• Privacy Concerns: Past research by Smith et al. (2013) has found that some 

customers are sceptical about targeted advertising. 

4.7 Recommendations for Improvement 

1. Enhanced Personalization 

• Implement AI-driven targeting to improve customer engagement and ad relevance. 

2. Transparency in Data Usage 

• Clearly communicate data policies to build customer trust. 
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3. Better Feedback Mechanisms 

• Use interactive surveys and chatbots to improve customer relations. 

4. Localization of Content 

• Adapt advertising to Zambian cultural and linguistic contexts for better resonance. 

4.8 SPSS Output data for ATE and ATET 

The propensity score matching was used to derive SPSS output data for ATE and ATET metrics. 

In the next section, the outcome tables represented as the consequence of SPSS analysis are 

provided: 

Table 8: SPSS Output Table: Regression Results for Brand Awareness 

Coefficient Std. Error t-value p-value 

95% 

Confidence 

Interval 

Intercept 2.35 0.12 19.58 <0.001 

Treatment 0.25 0.05 5 <0.001 

The regression table from the SPSS report (Brand Awareness) gives insights into the relationship 

between treatment and brand awareness. The Intercept has a coefficient of 2.35 with a standard 

error of 0.12, which is accompanied by a very large t-value of 19.58 (p < 0.001), which can only 

mean that the brand starts with a strong level of awareness that outperforms all other competitors 

even without the treatment.  

The Treatment variable has a coefficient of 0.25, a standard error of 0.05, and a t-value of 5, 

which leads to the conclusion that there is a significant positive influence on brand awareness. 

This result is also confirmed by the 95% confidence interval that approves the validity of our 

findings and consequently, strengthens the thesis that the treatment has a clear and strong impact 

on brand awareness elevation. 
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Table 9: SPSS Output Table: ATE Results Summary 

Outcome Variable ATE 
Std. 

Error 
t-

value 
p-

value 

Brand Awareness 0.25 0.05 5 <0.001 

Brand Loyalty 0.2 0.06 3.33 <0.01 

Customer Trust 0.22 0.04 5.5 <0.001 

Customer Satisfaction 0.24 0.06 4 <0.001 

 

Brand Awareness is significantly favorable with the t-value of 5.00 (p < 0.001) and ATE 0.25 with 

a standard error of 0.05. Brand Loyalty with a t-value of 3.33 (p < 0.01), a standard error of 0.06, 

and TAE 0.20, indicates a significant but weaker relationship to the rest of the variables. Brand 

trust is an ATE of 0.22, a standard error of 0.04, and a t-value of 5.50 (p < 0.001), which will imply 

that the brand's trust level will be promoted and that there will be a small risk of errors. Moreover, 

the level of Customer Satisfaction also figures among the high-and-significant; one of them is the 

treatment group having an ATE of 0.24 with a standard error of 0.06 and a t-value of 4.00 (p < 

0.001) creating more strength in the argument.  

The findings really force me to make some improvements at this stage in the experiment; the 

therapy is mentioned being the best one from the psychological perspective of the issue, the 

customer friendliness and brand awareness level of customers really means the highest profits 

which come under the two aspects.  

Table 10; SPSS Output Table: ATET Results Summary 

Outcome Variable ATET 
Std. 

Error 
t-value p-value 

Brand Awareness 0.3 0.06 5 <0.001 

Brand Loyalty 0.28 0.05 5.6 <0.001 

Customer Trust 0.27 0.04 6.75 <0.001 

Customer Satisfaction 0.29 0.05 5.8 <0.001 

Explanation of Findings: 

1. ATE Insights: 

• Averaged Treatment Effect (ATE) is the main measure to get the overall view of the 

success of online ads through both the control and experimental groups. According to 
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the SPSS scores brand awareness and customer trust have significant positive effects 

on all the output variables of online advertising. 

• The p-values (<0.001) demonstrate the significance of the detected results, as they are 

so strong that even only a tiny chance for them to occur by chance or by accident 

exists. 

2. ATET Insights: 

• The Average Treatment Effect of the Treated (ATET) is a crucial tool in finding out the 

difference online advertising makes to the treated (experimental) group. The ATE may 

be lower in this case but its effects are higher since online advertising has a greater 

influence on those who are actively exposed to it. 

• Of all the factors that are common such as brand awareness, loyalty, trust, and 

satisfaction, the only one that you must agree with their performance is targeted online 

advertising strategies. 

3. SPSS Usage: 

• Propensity Score Matching in SPSS is a rating technique that provides that the two 

study groups (the control and the experimental groups) are still comparable after 

removing the selection bias. 

• Using regression diagnostics such as t-values and confidence intervals can help to 

affirm that the empirical findings are sound. 

4.9 Conclusion 

The study confirms that online advertising positively impacts brand equity and customer 

relationships for Davis & Shirtliff in Lusaka. Key findings support existing literature, reinforcing 

the role of digital marketing in enhancing brand awareness, trust, satisfaction, and engagement. 

While online advertising has a moderate impact on loyalty, its effectiveness can be optimized 

through better-targeted strategies, transparency in data use, and improved engagement 

mechanisms. 

These insights provide practical implications for businesses in the water and energy utility 

sector, highlighting the importance of strategic digital marketing in fostering long-term customer 

relationships. 
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CHAPTER FIVE: DISCUSSION OF FINDINGS 

5.0 Introduction 

This chapter discusses the key findings of the study on the impact of online advertising on brand 

equity and customer relationships in the context of Davis & Shirtliff in Lusaka’s Central Business 

District (CBD). The discussion is framed within the objectives of the study and existing literature, 

ensuring alignment with the theoretical frameworks presented in Chapter Two. By comparing the 

study’s results with prior research, this chapter aims to critically analyze how the findings align 

with or diverge from existing knowledge. Additionally, the chapter examines the practical 

implications of the findings for businesses using digital advertising and identifies research gaps 

for future studies. 

The discussion is structured around four key themes that emerged from the data analysis: 

1. Effectiveness of Online Advertising Channels 

2. Impact on Brand Perception 

3. Influence on Customer Relationships 

4. Challenges of Online Advertising 

These themes are examined in relation to relevant theories, including Brand Equity Theory 

(Aaker, 1991; Keller, 1993), Relationship Marketing Theory (Morgan & Hunt, 1994), Technology 

Acceptance Model (Davis, 1989), and Uses and Gratifications Theory (Katz et al., 1973). 

5.1 Discussion of Key Findings 

5.1.1  Effectiveness of Online Advertising Channels 

 

5.1.1.1 Social Media Advertising as a Key Driver of Brand Awareness 

The findings confirm that online advertising through social media platforms—particularly 

Facebook, Instagram, and WhatsApp—was the most effective channel for enhancing brand 

awareness and customer engagement. This result aligns with the Brand Equity Theory (Aaker, 

1991), which posits that brand awareness is a fundamental component of brand equity, as 

increased visibility leads to higher recall and recognition. 
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Previous studies have highlighted the role of interactive social media in brand engagement. 

Duffett (2017) emphasized the effectiveness of interactive content, such as videos, quizzes, and 

carousels, in increasing consumer attention and brand recall. This is consistent with the findings 

of the study, as respondents frequently mentioned that engaging content, particularly short-form 

videos and interactive features, contributed to their increased awareness and interest in Davis & 

Shirtliff’s advertisements. Similarly, Ashley & Tuten (2015) found that brand-related interactive 

content, including influencer collaborations and gamified advertisements, had a significant impact 

on customer engagement and brand loyalty. 

Furthermore, the study’s findings resonate with the research of Grewal et al. (2019), who 

concluded that brands leveraging personalized advertising and interactive social media 

campaigns tend to achieve higher engagement rates. This study similarly found that consumers 

were more responsive to personalized and relevant ads, particularly those that included localized 

cultural elements and targeted messaging. 

5.1.1.2 Search Engine Advertising and Consumer Interest 

The results demonstrate that Google Ads was particularly effective in enhancing brand visibility, 

as it enabled businesses to target consumers who were actively searching for products or 

services like those offered by Davis & Shirtliff. This finding is in line with Kim et al. (2020), who 

emphasized that search engine optimization (SEO) plays a crucial role in brand recognition, as it 

ensures that businesses appear at the top of search engine results when consumers are 

searching for relevant services. 

However, this study also uncovered that companies faced challenges in maintaining quality 

content to achieve higher search rankings. These results support Chaffey and Ellis-Chadwick 

(2019), who suggested that businesses must invest in well-optimized, engaging website content 

to ensure successful search engine marketing outcomes. 

5.1.1.3 Website Advertising: Balancing Visibility and User Experience 

Although website-based advertisements (e.g., banner ads and native ads) were not as effective 

as social media and search engine ads, they still played a role in brand recognition. However, 

their success depended on their placement and non-intrusive design. This observation supports 

the findings of Kumar & Sharma (2017), who highlighted the importance of seamless ad 

integration into website content. Their study found that internet users prefer non-intrusive, visually 
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appealing ads that do not disrupt their online experience, a sentiment echoed by respondents in 

this study. 

However, challenges emerged with ad fatigue and oversaturation, leading to decreased 

engagement levels. This aligns with Goldfarb & Tucker (2011), who demonstrated that 

overexposure to digital ads can cause consumers to develop resistance, leading to reduced click-

through rates and lower brand recall. Consequently, it is imperative for companies like Davis & 

Shirtliff to continuously innovate their digital ad formats and refresh their content strategy to 

mitigate ad fatigue. 

5.1.2 Impact on Brand Perception 

The study revealed that customers associate high-quality and personalized online ads with strong 

brand credibility and trust. These findings align with Keller’s Customer-Based Brand Equity Model 

(1993), which states that well-executed branding efforts lead to positive consumer perceptions 

and long-term customer relationships. This is further reinforced by Erdem & Swait (2004), who 

found that brands conveying consistency and quality in their messaging tend to build stronger 

associations and consumer confidence. 

Additionally, findings indicate that customers responded positively to personalized and culturally 

relevant digital content. This supports Huang & Houston (2021), who discovered that 

personalized ads lead to enhanced engagement and increased customer-brand identification. 

However, the study also found variations in brand loyalty scores, suggesting that some customers 

still questioned the authenticity of online advertising. These results are in line with Chung & 

Kwon’s (2017) study, which found that excessive advertising could lead to scepticism, reducing 

the effectiveness of digital campaigns. This highlights the need for Davis & Shirtliff to ensure that 

their digital marketing strategies maintain authenticity, transparency, and relevance to prevent 

scepticism. 

5.1.3 Influence on Customer Relationships 

A major finding from this study is that online advertising contributes significantly to customer trust 

and satisfaction. Personalized and timely advertisements, particularly on social media and 

WhatsApp, were positively received when they were perceived as useful and relevant. This 

finding supports Morgan & Hunt’s (1994) Relationship Marketing Theory, which emphasizes the 

role of trust and commitment in fostering strong customer relationships. 
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Additionally, customer engagement and trust were higher when brands used interactive features 

like quizzes, chatbots, and video content. This aligns with Zhang & Mao’s (2020) study, which 

found that interactive content in digital marketing increased consumer engagement by 30% 

compared to static ads. However, concerns emerged regarding the potential for privacy invasion 

and ad fatigue, which echoes the concerns raised in Adewale et al. (2021) regarding consumer 

data privacy concerns in digital marketing. To mitigate these concerns, businesses must focus on 

creating ads that balance personalization with consumer consent and data transparency. 

5.2 Relationship Between Online Advertising and Brand Equity 

Brand equity, as a multi-dimensional construct, includes elements such as brand awareness, 

perceived quality, brand associations, and brand loyalty. Online advertising was found to have a 

significant positive effect on all of these dimensions. The findings align with previous studies that 

show online advertising as a powerful tool for building brand equity, particularly through platforms 

like social media and search engine websites (Aaker, 1991; Keller, 2003). 

• Brand-Awareness: 

Online advertising, especially via social media and search engines, was found to 

significantly improve brand awareness. This finding is consistent with the work of Dahlen 

and Rosengren (2016), who found that online ads could boost brand recall and recognition 

when they are relevant and tailored to the target audience. In this study, the control group, 

unexposed to online ads, demonstrated significantly lower levels of brand awareness than 

the experimental group, which had been exposed to Davis & Shirtliff’s online advertising 

campaigns. 

• Perceived-Quality: 

The impact of online advertising on perceived quality was another critical outcome. 

Respondents exposed to online ads reported a higher perceived quality of Davis & 

Shirtliff’s products. This is consistent with the findings of Wang and Hong (2009), who 

argued that online advertising helps convey product quality and brand credibility, especially 

when ads are authentic and informative. The perception of quality was notably higher in 

the experimental group, supporting the hypothesis that online advertising enhances how 

consumers view product reliability. 
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• Brand-Associations: 

The results show that online advertising has a significant positive influence on brand 

associations. Davis & Shirtliff's online ads promoted associations of trust, expertise, and 

quality. This finding is supported by Keller’s (2003) concept of "brand resonance," where 

online advertising helps in building strong and favourable brand associations that influence 

consumer preferences and loyalty. 

• Brand-Loyalty: 

Consistent with the work of Choi and Lee (2014), this study found that online advertising 

increased brand loyalty. The experimental group reported a higher intention to repurchase 

and greater loyalty to the brand. The increased brand loyalty can be attributed to the 

interaction between personalized ads and customer engagement, which creates a 

stronger connection between the customer and the brand. 

5.3 Relationship Between Online Advertising and Customer Relationships 

The second major area of focus in this study was understanding how online advertising influences 

customer relationships, specifically customer trust, satisfaction, and engagement. 

• Customer-Trust: 

Online advertising has a profound impact on customer trust, as highlighted by the findings. 

The more personalized and interactive the ads, the greater the trust customers placed in 

the brand. This is in line with previous research by Liu et al. (2013), which emphasized 

that tailored online advertising leads to greater trust. Customers in the experimental group 

reported higher levels of trust in Davis & Shirtliff’s products and services due to the 

relevance and clarity of the ads. 

• Customer-Satisfaction: 

The role of online advertising in enhancing customer satisfaction was also significant. This 

study found that customers who interacted with online ads were more satisfied with the 

services they received from Davis & Shirtliff. This result mirrors the findings of Kim and 

Kim (2015), who demonstrated that digital marketing strategies lead to increased customer 

satisfaction by fostering positive brand experiences. Notably, the Net Promoter Score 

(NPS) for the experimental group increased from -30% in the control group to +40%, 

indicating a substantial improvement in customer satisfaction. 
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• Customer-Engagement: 

Online advertising was also found to increase customer engagement. The experimental 

group showed higher levels of engagement, measured by social media interactions, 

website visits, and online reviews. This finding supports the work of De Vries et al. (2012), 

who found that interactive and engaging online advertisements increase consumer 

involvement and foster stronger brand relationships. 

5.4 The Relationship Between Brand Equity and Customer Relationships 

The connection between brand equity and customer relationships is critical to understanding the 

impact of online advertising. The findings from this study suggest a strong positive relationship 

between these two variables, confirming the notion that stronger brand equity fosters better 

customer relationships. 

• Brand-Awareness and Customer-Trust: 

Increased brand awareness led to greater customer trust, as customers were more likely 

to trust brands they were familiar with. This relationship supports the findings of Keller 

(2003), who argued that brand awareness is foundational to building trust. The 

experimental group, exposed to online ads, exhibited significantly higher levels of trust, 

which can be attributed to increased brand visibility and awareness. 

• Brand-Associations and Customer-Satisfaction: 

Positive brand associations, such as reliability and expertise, were closely linked to higher 

levels of customer satisfaction. When customers associate a brand with quality, they are 

more likely to be satisfied with their experiences. This is consistent with the work of Iglesias 

et al. (2011), who found that brand associations influence customer satisfaction by shaping 

their expectations and experiences. 

• Brand-Loyalty and Customer-Engagement: 

A significant relationship between brand loyalty and customer engagement was observed. 

The higher the brand loyalty, the more engaged the customer was with the brand's online 

content. This supports the findings of Dholakia et al. (2004), who demonstrated that loyal 

customers are more likely to engage with brands through online platforms, thereby 

strengthening the overall customer relationship. 
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5.5 Comparison with Previous Studies 

The findings of this study are consistent with the growing body of literature that highlights the 

significant role of online advertising in enhancing both brand equity and customer relationships. 

Studies by Dahlen and Rosengren (2016) and Keller (2003) emphasize that online advertising 

can improve brand awareness and perception, while research by Liu et al. (2013) and Kim and 

Kim (2015) highlights the importance of personalized and interactive online ads in building 

customer trust and satisfaction. 

This study also contributes to the literature by providing empirical evidence from the Zambian 

context, where online advertising's impact on brand equity and customer relationships is 

underexplored. The study’s findings are particularly valuable for businesses in Lusaka’s CBD, 

showing that online advertising is not only effective in raising brand awareness but also in 

improving customer satisfaction and engagement 

5.6 Theoretical and Practical Implications 

The findings support key theoretical perspectives: 

• Brand Equity Theory (Aaker, 1991): Confirms that online advertising improves brand 

awareness and perceived quality, leading to higher customer trust and loyalty. 

• Relationship Marketing Theory (Morgan & Hunt, 1994): Reinforces that digital advertising 

strengthens customer relationships, particularly when brands use personalization and 

interactive engagement. 

• Technology Acceptance Model (Davis, 1989): Suggests that perceived ease of interaction 

and usefulness play crucial roles in digital engagement. 

• Uses and Gratifications Theory (Katz et al., 1973): Supports the idea that entertaining and 

informative ads significantly improve customer satisfaction and engagement. 

From a practical standpoint, businesses like Davis & Shirtliff can: 

1. Enhance Content Quality: Invest in well-designed, visually appealing ads. 

2. Personalization & Relevance: Target ads based on customer behaviour and preferences. 

3. Improve Customer Engagement: Utilize interactive ad formats such as video, quizzes, and 

polls to boost engagement. 
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4. Address Privacy Concerns: Communicate data usage policies to maintain consumer trust. 

5. Cost-Effective Digital Advertising: Explore cost-effective advertising strategies like organic 

social media engagement, referral programs, and partnerships with industry influencers. 

5.3 Conclusion 

This study provides compelling evidence that online advertising significantly enhances brand 

equity and customer relationships, particularly in the B2B and B2C markets within the water and 

energy sector. By leveraging digital channels—especially social media and search engine 

advertising—Davis & Shirtliff has effectively increased brand awareness, improved perceived 

quality, strengthened customer trust, and fostered greater engagement. The research confirms 

that businesses that utilize well-structured online advertising strategies experience notable 

improvements in consumer perception and loyalty, supporting the argument that digital marketing 

is a key driver of competitive advantage in modern business environments. 

The findings reaffirm key theoretical frameworks, notably Brand Equity Theory (Aaker, 1991) and 

Relationship Marketing Theory (Morgan & Hunt, 1994), by demonstrating that well-executed 

digital advertising strategies lead to positive brand associations, higher loyalty, and deeper 

customer relationships. The study also aligns with the Technology Acceptance Model (Davis, 

1989), which suggests that ease of interaction and perceived usefulness are essential factors 

influencing consumer engagement with online ads. Moreover, Uses and Gratifications Theory 

(Katz et al., 1973) is supported by the findings, as respondents indicated that entertaining and 

informative online advertisements significantly improved their engagement and satisfaction. 

A major insight from this study is the effectiveness of social media advertising in driving brand 

awareness. Platforms like Facebook, Instagram, and WhatsApp have played a crucial role in 

enhancing consumer engagement, with interactive content such as short videos, polls, and 

influencer collaborations proving to be particularly effective. These findings are consistent with 

prior research indicating that social media advertising fosters higher recall, recognition, and 

consumer interaction with brands. Additionally, search engine marketing has been shown to be 

instrumental in improving brand visibility, particularly for consumers actively searching for related 

products or services. However, businesses must continuously invest in high-quality website 

content and SEO strategies to maintain competitive search rankings and maximize their online 

presence. 
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The study also highlights the role of online advertising in shaping consumer perceptions of quality. 

Respondents who were exposed to digital advertisements perceived Davis & Shirtliff’s products 

and services as being of higher quality than those in the control group. This supports previous 

research suggesting that well-designed, informative ads contribute to stronger brand credibility 

and trust. However, challenges such as scepticism toward digital ads and concerns over 

misleading information underscore the importance of maintaining authenticity and transparency 

in advertising efforts. 

Furthermore, the findings indicate that online advertising significantly influences customer trust 

and satisfaction. Personalized and targeted digital ads were found to foster stronger relationships 

between businesses and consumers, reinforcing the importance of relationship marketing 

principles. Interactive and relevant advertisements were particularly effective in building trust, as 

customers felt more connected to brands that engaged them through tailored messaging. 

However, concerns regarding privacy invasion and data security emerged as potential barriers to 

trust, highlighting the need for businesses to implement clear, ethical data policies and ensure 

consumer consent in targeted advertising strategies. 

From a practical perspective, this study underscores the need for businesses to adopt a holistic 

approach to digital advertising that balances creativity, personalization, and consumer trust. 

Companies like Davis & Shirtliff should focus on enhancing content quality by investing in visually 

appealing, informative, and engaging ads. Additionally, personalization should be leveraged to 

ensure that advertisements resonate with target audiences while avoiding excessive ad 

repetition, which can lead to consumer fatigue. Interactive elements such as gamified 

advertisements, customer polls, and AI-driven chatbots can further improve engagement and 

foster stronger brand connections. 

Moreover, addressing privacy concerns is paramount in maintaining consumer trust. Businesses 

must clearly communicate their data usage policies, obtain explicit consumer consent for 

personalized advertising, and prioritize transparency in their digital marketing strategies. By doing 

so, they can mitigate potential negative perceptions associated with online tracking and targeted 

ads while reinforcing consumer confidence in their brand. 

The study also provides valuable insights for businesses operating in Zambia’s technical service 

sectors, where online advertising has traditionally been underutilized. By demonstrating the 

tangible benefits of digital marketing on brand equity and customer relationships, this research 
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highlights the potential for businesses in similar industries to leverage online advertising for 

enhanced market positioning and growth. Additionally, government and business development 

organizations can use these findings to develop policies and training programs that support SMEs 

in adopting effective digital marketing strategies. 

Ultimately, this study not only bridges gaps in understanding online advertising’s role in Zambia’s 

technical service sectors but also provides actionable insights for businesses seeking to enhance 

their digital marketing effectiveness. Future research should explore the long-term effects of 

digital advertising on brand loyalty and investigate emerging technologies, such as AI-driven 

personalization, in shaping customer relationships in evolving digital landscapes. Additionally, 

further studies could examine the impact of specific online advertising formats, such as influencer 

marketing and programmatic advertising, to provide deeper insights into the most effective 

strategies for different business models. 

In conclusion, this research confirms that online advertising is a powerful tool for enhancing brand 

equity and strengthening customer relationships. Businesses that embrace digital marketing 

strategies can achieve higher brand visibility, improved consumer trust, and greater engagement, 

ultimately leading to increased customer satisfaction and brand loyalty. However, to maximize 

effectiveness, businesses must continuously adapt to changing consumer behaviors, leverage 

data responsibly, and prioritize authenticity in their advertising efforts. By doing so, they can 

establish a strong digital presence that drives sustainable growth and long-term customer loyalty 

in an increasingly competitive marketplace. 

Next, Chapter Six will present the conclusions and recommendations based on the insights 

gained. 
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CHAPTER SIX: CONCLUSION AND RECOMMENDATIONS 

6.0 Introduction 

This chapter presents a comprehensive conclusion of the study by explicitly addressing the 

research objectives and questions. It provides a detailed reflection on how the findings answer 

each research question and the extent to which the study objectives have been achieved. 

Additionally, it discusses the policy and managerial implications of the study while aligning the 

recommendations with the key findings. The chapter concludes by suggesting areas for future 

research to build upon the insights generated. 

6.1 Summary of Key Findings and Link to Research Objectives 

The study sought to investigate the impact of online advertising on brand equity and client 

relationships, using Davis & Shirtliff in Lusaka as a case study. The findings demonstrate a 

positive impact of online advertising on key brand equity dimensions (brand awareness, 

perceived quality, brand associations, and brand loyalty) as well as customer relationship aspects 

(trust, satisfaction, and engagement). Below is an explicit reflection on how the findings 

addressed each research objective: 

Objective 1: Measure the Impact of Online Advertising on Davis & Sheriff's Sales, 

Installation, and Product Support Services 

• The study found that online advertising positively influenced brand awareness (ATE: 0.6, 

ATET: 0.5), which in turn increased product inquiries and service engagement. 

• Customers exposed to online advertising were more likely to inquire about Davis & 

Shirtliff’s pumping systems and services, demonstrating that digital campaigns led to 

increased customer interactions. 

• However, while online advertising contributed to sales growth, qualitative responses 

highlighted concerns about the cost of equipment, suggesting that product pricing remains 

a significant determinant of sales success. 

Conclusion: Online advertising has been effective in increasing brand visibility and customer 

engagement, contributing to sales growth. However, product affordability remains a challenge 

despite increased brand awareness. 
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Objective 2: Investigate How Online Advertising Affects Customer Loyalty Among Existing 

Customers 

• The study revealed a moderate but positive impact of online advertising on customer 

loyalty (ATE: 0.3, ATET: 0.2). 

• Customers who frequently engaged with online ads were more likely to return for repeat 

purchases and recommend the brand to others, as indicated by the improvement in Net 

Promoter Score (NPS). 

• However, the impact on customer loyalty was lower than on other brand equity dimensions, 

suggesting that while online advertising attracts new customers, it may not be the primary 

driver of long-term loyalty. 

Conclusion: Online advertising helps in retaining customers and fostering brand loyalty, but its 

effect is not as strong as other factors such as product quality and after-sales service. 

Objective 3: Examine How Online Advertising Influences the Perceived Quality of Davis & 

Shirtliff’s Pumping Systems 

• Online advertising was found to positively impact perceived quality (ATE: 0.5, ATET: 0.4). 

• Customers exposed to digital campaigns rated Davis & Shirtliff’s products as high-quality, 

particularly when advertisements highlighted product features, durability, and real-life 

customer testimonials. 

Conclusion: Online advertising enhances the perceived quality of Davis & Shirtliff’s products by 

providing customers with relevant information about the reliability, durability, and technological 

advantages of their offerings. However, consistent after-sales service is necessary to sustain 

these positive perceptions. 

Objective 4: Analyze How Online Advertising Influences Brand Awareness and Brand 

Associations 

• The study found that online advertising had the most significant impact on brand 

awareness (ATE: 0.6, ATET: 0.5). 

• Social media platforms such as Facebook, Instagram, and WhatsApp played a crucial role 

in increasing brand recognition and brand recall. 
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• Customers exposed to online ads were more likely to associate Davis & Shirtliff with 

innovation and reliability in the water and energy solutions sector. 

Conclusion: Online advertising is an effective tool for increasing brand awareness and 

strengthening positive brand associations. Social media platforms, particularly Facebook and 

WhatsApp, are the most effective in promoting brand recognition and fostering a strong brand 

image. 

Objective 5: Analyze the Role of Online Advertising in Shaping Customer Trust 

• The study found that online advertising positively influenced customer trust (ATE: 0.4, 

ATET: 0.3). 

• Personalized and interactive advertisements, such as customer testimonials and success 

stories, were particularly effective in enhancing trust. 

• However, some customers expressed concerns about data privacy, which slightly 

impacted their overall trust in online advertising. 

Conclusion: Online advertising plays a key role in fostering trust in Davis & Shirtliff’s brand. 

However, transparency regarding data usage and customer privacy concerns must be addressed 

to strengthen trust further. 

Objective 5: Determine the Impact of Online Advertising on Overall Customer Satisfaction 

• The results indicated a significant positive impact of online advertising on customer 

satisfaction (ATE: 0.24, ATET: 0.29). 

• Customers exposed to online advertising reported higher satisfaction levels, particularly 

when the advertisements included informative and engaging content. 

• However, customer satisfaction was also dependent on product quality and after-sales 

support, indicating that advertising alone is not sufficient. 

Conclusion: Online advertising improves customer satisfaction by providing clear and relevant 

information about products and services. However, other factors, such as product quality and 

customer support, play a complementary role in maintaining high satisfaction levels. 
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6.2 Recommendations Based on Research Findings 

6.2.1 Recommendations for Businesses 

1. Enhance Ad Personalization: Utilize data analytics and AI to create more personalized 

advertisements that resonate with customer needs and preferences. 

2. Improve Content Marketing: Develop engaging, informative content such as customer 

testimonials, tutorial videos, and success stories to reinforce trust and brand associations. 

3. Integrate Digital Engagement with Customer Service: Align online advertising efforts with 

customer support by integrating chatbots, live chat, and WhatsApp-based customer 

service. 

4. Enhance Transparency on Data Usage: Clearly communicate how customer data is 

collected and used in digital campaigns to improve trust. 

5. Optimize Advertising Budgets: Conduct continuous A/B testing to ensure optimal ad 

spending and return on investment. 

6.2.2 For Policy and Decision-Makers at Davis & Shirtliff 

1. Increase Investment in Data Analytics: Utilize advanced analytics and AI to refine customer 

targeting strategies for online advertisements. 

2. Develop Loyalty Programs Linked to Digital Campaigns: Offer exclusive discounts or 

loyalty points through digital platforms to enhance customer retention. 

3. Improve After-Sales Support: Strengthen online support platforms to handle customer 

concerns efficiently, ensuring long-term customer satisfaction. 

4. Adopt an Omnichannel Digital Marketing Strategy: Integrate various digital platforms, 

including social media, email marketing, and search engine advertising, to ensure a 

seamless customer experience. 

5. Adopt Transparent Data Policies: Address customer concerns about data privacy by being 

transparent about data collection practices and offering clear opt-in/opt-out options. 
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6.3 Future Research Directions 

To build upon the findings of this study, future research should: 

• Examine the long-term impact of online advertising on brand loyalty and repurchase 

behaviour. 

• Explore the role of artificial intelligence and machine learning in improving online 

advertising effectiveness. 

• Conduct comparative studies between different industries and geographic regions in 

Zambia to explore variations in online advertising impact. 

• Investigate the influence of digital marketing on consumer decision-making across 

different customer segments, particularly in rural versus urban areas. 

• Assess the impact of specific online advertising techniques (e.g., influencer marketing, 

video ads, and interactive campaigns) on consumer engagement and brand perception. 

6.4 Research Conclusion 

This research makes a significant contribution to understanding the impact of online advertising on brand 

equity and customer relationships within Zambia's technical services sector, specifically focusing on Davis 

& Shirtliff Ltd. The study's findings suggest that digital marketing plays a crucial role in enhancing brand 

visibility, improving product perceptions, and building stronger customer relationships. By analyzing how 

online advertising influences key brand equity dimensions—such as brand awareness, perceived quality, 

brand associations, and brand loyalty—this study provides valuable insights for businesses operating in 

Zambia’s water and energy sector. 

One of the most compelling findings of this study is the substantial role that online advertising 

plays in increasing brand awareness. The results demonstrated that digital advertising 

campaigns, particularly on social media platforms like Facebook, Instagram, and WhatsApp, 

significantly enhance brand recognition. As noted in the study, customers exposed to online 

advertisements were more likely to remember and associate Davis & Shirtliff with qualities such 

as reliability and innovation in the water and energy solutions sector. These results align with the 

growing body of literature that emphasizes the importance of online advertising in strengthening 

brand identity and positioning within competitive markets. This finding underscores the potential 

for online advertising to not only increase visibility but also shape consumer perceptions 

positively. 
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Furthermore, online advertising was found to influence customer trust and satisfaction. The study 

highlighted how personalized and interactive ads—such as customer testimonials and success 

stories—helped to build customer trust, a critical component of long-term customer relationships. 

Although trust was fostered through digital marketing, the research also revealed that privacy 

concerns regarding data usage slightly affected customers' trust in online advertisements. This 

finding suggests that while online advertising can strengthen customer trust, businesses must 

address privacy concerns transparently to avoid undermining customer confidence. 

Transparency in how customer data is collected, used, and safeguarded will be essential for 

businesses to build long-term relationships based on mutual trust. 

On the other hand, the research also highlighted some of the challenges that businesses must 

overcome to fully capitalize on the benefits of online advertising. One of the main challenges 

identified was pricing, which remains a significant factor in determining purchasing decisions. 

While online advertising successfully increased brand awareness and led to higher levels of 

customer engagement, the price of products and services was often cited as a barrier to making 

purchases. This suggests that while digital marketing can drive initial customer interest, factors 

such as affordability and perceived value play an equally important role in converting that interest 

into actual sales. Businesses must, therefore, strike a balance between leveraging online 

advertising to boost brand awareness and ensuring that their products and services remain 

competitive in terms of pricing. 

Additionally, the findings on customer loyalty emphasized that while online advertising can 

contribute to customer retention, it is not the primary driver of long-term loyalty. Other factors, 

such as product quality and after-sales service, were found to play a more significant role in 

customer loyalty. This finding suggests that online advertising alone is not sufficient to guarantee 

customer retention. To foster long-term loyalty, businesses must ensure that their products meet 

customer expectations and provide excellent after-sales support. This further emphasizes the 

importance of aligning marketing strategies with quality service delivery and customer support. 

Future research should build on these findings by exploring the long-term effects of online 

advertising on customer loyalty, particularly in the context of Zambia’s dynamic markets. While 

this study focused on the immediate effects of online advertising on brand equity and customer 

relationships, examining the sustained impact over time will provide valuable insights into how 

digital campaigns contribute to long-term business success. Additionally, future studies could 

explore the role of advanced technologies, such as artificial intelligence (AI) and machine 
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learning, in optimizing digital marketing strategies. AI can help businesses tailor advertisements 

more effectively to individual customer preferences, increasing engagement and enhancing the 

overall customer experience. Exploring these technological advancements will be crucial for 

businesses looking to refine their digital marketing efforts and stay competitive in an increasingly 

digital world. 

Moreover, comparative studies between industries or geographical regions within Zambia would 

provide a broader understanding of how online advertising impacts businesses in different 

sectors. For instance, examining how online advertising influences customer behavior in rural 

areas compared to urban areas could reveal valuable differences in marketing strategies. 

Similarly, comparative studies between various industries—such as agriculture, retail, or 

telecommunications—could offer insights into how different sectors leverage online advertising 

to achieve unique business objectives. 

In conclusion, this study reinforces the pivotal role of online advertising in modern business 

strategies and its potential to drive sustainable growth and foster strong customer relationships. 

By effectively increasing brand visibility, improving customer perceptions, and enhancing trust, 

digital marketing has become an essential tool for businesses operating in Zambia’s competitive 

technical services market. However, to maximize its benefits, businesses must address 

challenges such as pricing strategies and data privacy concerns while aligning their advertising 

efforts with exceptional product quality and customer service. The findings of this study provide 

a solid foundation for businesses to refine their digital marketing strategies and strengthen their 

brand equity and customer relationships. Moving forward, the integration of advanced 

technologies, the examination of long-term impacts, and a deeper understanding of regional and 

sectoral differences will be essential for further enhancing the effectiveness of online advertising 

in Zambia. 
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APPENDICES 

 

I) Questionnaire One:  

This questionnaire was designed to obtain viewpoints, such as how online advertising is useful, 

where they work, and where they fail, from people who represent various backgrounds i.e., 

business owners, marketing professionals, and consumers. The answers obtained helped to 

understand how the online channels impact the brand, client relations, and the level the overall 

advertising is working. The questionnaire is divided into three sections: 

• Section A: The Demographics part tries to get some basic information about the 

respondents who took part to put the answers into the right context. 

• Section B: Objective-Specific Questions are those that get at the root of the issue, i.e., 

the effectiveness, the impact, and the challenges met by any or some online advertising 

activities. In this category, a list of statements with binary answers is used. 

• Section C: Open-Ended Questions offers the respondents the possibility to share with the 

others their opinions and the solutions about how the online advertising strategies should 

be changed.  

Section A: Demographics 

1. What is your gender? 

a) Male 

b) Female 

2. What is your age group? 

a) Under 18 

b) 18-25 

c) 26-35 

d) 36-45 

e) 46 and above 
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3. What is your role? 

a) Business Owner 

b) Marketing Professional 

c) Consumer 

4. How often do you use the internet? 

a) Daily 

b) Weekly 

c) Monthly 

d) Rarely 

5. Which online platforms do you use most frequently? 

a) Social Media 

b) Search Engines 

c) Company Websites 

Other (Specify) 

 

Section B: Objective-Specific Questions 

➢ Question 1, Table 1: Effectiveness of Online Advertising Channels 

Rate the following statements based on your agreement.  

(1 = Strongly Disagree, 5 = Strongly Agree): 

Statement 1 2 3 4 5 

Online ads on social media enhance brand awareness. 
     

Search engine ads improve brand recognition. 
     

Website banners influence my perception of the brand. 
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➢ Question 2, Table 2: Impact on Brand Perception 

Statement 1 2 3 4 5 

Online ads positively affect my loyalty to a brand. 
     

Online ads align with my perception of brand quality. 
     

 

➢ Question 3, Table 3 : Influence on Client Relations 

Statement 1 2 3 4 5 

Online ads increase my trust in the brand. 
     

Interactive online ads enhance customer satisfaction. 
     

 

 

➢ Question 4, Table 4: Challenges of Online Advertising 

Statement 1 2 3 4 5 

Online ads invade my privacy. 
     

Online ads are often irrelevant to my needs. 
     

 

Section C: Open-ended Questions 

• What element of online advertising attracts you the most? 

• What are the major difficulties you encounter with online ads? 

• What steps should companies take to strengthen their online advertising strategies? 
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II) Questionnaire-Two 

The study was designed so that online advertising's effect on brand equity and client 

relationships, as well as customer satisfaction using the NPS system, could be examined. It had 

the following areas:  

1. Demographics 

a) Age: [] 

b) Gender: [] 

c) Occupation: []  

2. Online Advertising Impact    

• Have you encountered online advertising for Davis and Shirtliff? (Yes/No) 

• How frequently do you see commercials for Davis and Shirtliff online? 

Rarely/Sometimes/Frequently 

• How relevant do you find their advertisements to your needs? (Rate on a scale of 1–5) 

3. Brand Equity   

How likely are you to consider Davis and Shirtliff a top brand in their field? (Scale of 1–5)  

4. Client Relationships  

• How satisfied are you with their customer service? (Rate on a scale of 1–5) 

• Do you feel their advertising influenced your decision to use their services? (Yes/No)  

5. Net Promoter Score (NPS) 

"How likely are you to recommend someone to get pumps and other services from Davis and 

Shirtliff on a scale of 0-10?" 
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III) Project Timeline 

 

Phase Key Tasks Duration Timeline 

Phase 1: Planning & 
Literature Review 

Kick-off, stakeholder alignment, literature review, 
research design, questionnaire development 

3 weeks Week 1–3 

Phase 2: Data 
Collection & 
Preparation 

Participant recruitment, survey distribution, 
interviews, data cleaning 

4 weeks Week 4–8 

Phase 3: Data 
Analysis 

Statistical analysis (PSM), qualitative analysis, 
result interpretation 

3 weeks Week 9–11 

Phase 4: Report 
Writing & 

Recommendations 

Draft report writing, stakeholder review, final 
report preparation 

3 weeks 
Week 12–

14 

Phase 5: Presentation 
& Dissemination 

Presentation preparation, final report submission, 
stakeholder presentation 

2 weeks 
Week 15–

16 

 

IV) Interview Guide 

1. Introduction 

a) How do you think online advertising is viewed in Lusaka's CBD? 

b) Request the participant to give permission for the recording of the interview. 

2. Interview Questions 

a) General Experience with Online Advertising: 

✓ How do you perceive online advertising in Lusaka's CBD? 

✓ Which platforms or channels are most effective for you? 

b) Effectiveness of Online Advertising Channels: 

✓ Can you share examples where online advertising improved brand awareness or 

recognition? 

✓ What features make certain online ads stand out? 

c) Impact on Brand Equity: 

✓ How do online ads shape your perception of a brand's quality or reputation? 

✓ Do online ads influence your loyalty to a particular brand? If so, how? 

d) Client Relations 
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✓ How do online ads impact your trust and engagement with brands? 

✓ What role do interactive ads play in maintaining your interest in a brand? 

e) Challenges and Recommendations 

✓ What challenges do you face when interacting with online ads? 

What is your opinion on doing better advertising strategies using the internet? 

I. SIMILARITY AND AI REPORT 
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