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Abstract 

The main aim of the research is to identify the ways in which the brand gets influenced due to the 

online advertisements of Zara. For analysing the objectives developed thereon, correlational 

design, positivism paradigm and deductive approach were used in the study. Online survey was 

conducted by making collecting information from 100 Zara customers from Ireland. These 

customers were selected using convenience sampling method. Quantitative research analysis was 

applied for performing statistical analysis on the data obtained.  

The results clearly indicated that except social media advertisements and video advertisements of 

Zara the other online advertisements, search engine advertisement, display advertisement, email 

advertisements and online advertisements using mobile applications did not have an influence over 

customers and nor did it attract the customers. Social media and video advertisements only some 

influenced the customers and some did not. All the online advertisements help in improving Zara’s 

brand image. All the online advertisements of the fashion retailer apart from email advertisements 

have an influence on customer purchase intention. Brand image perceived by the male and female 

customers do not vary. Customer purchase intention of Zara’s customers however, varies based on 

gender. It is being recommended for Zara to focus on online advertisements that would enable it 

to improve brand image and customer purchase intention.  
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Chapter 1: Introduction 

1.1 Background 

Online advertisement is identified as one of the effective ways of reinforcing brand image of 

organizations by creating word of mouth among customers (Alhaddad, 2015). Online 

advertisement increases awareness about the product and services of the organization (Alhaddad, 

2015). It is also found that the online advertisement becomes indispensable for organizations to 

rely on since the number of people using internet related application is increasing across the world 

(Wei, 2010). It is also found that the organizations need to devise their online advertisement 

strategy in such a way that it is easy for the customers to navigate and reach destinations such as 

website through which they can make a purchase.  Features such as picture and video in online 

advertisement significantly improve the ability of the organization to influence customer purchase 

decision (Da Silva and Syed Alwi, 2007). Strategies such as interactive advertisement on online 

platform are also identified as effective way of improving brand image. It is found that the online 

advertisement significantly contributes to increase in customer-based equity by increasing brand 

image and brand awareness (Busen and Mustaffa, 2014). Thus, it is evident that the online 

advertisement is one of the strategies that an organization can utilize to create positive impact on 

the brand image. Positive impact on the brand image can be used to impact customer purchase 

intention. It is also conclusive that the impact of online advertisement on brand image is decided 

by the nature of online strategies used by firms.   

Research on the usefulness of online advertisement on the brand management by Yuvaraj and 

Indumathi (2018) showed that the captions of advertisements play an important role gaining the 

attention of the customer. It is found that the advertisement needs to be intuitive and attractive 

since the attention span of the customers is very limited (Yuvaraj and Indumathi, 2018). Impact of 

online advertisements on the brand of an organisation is found to be mediated by elements such as 

price awareness, brand awareness and advertisement awareness. It is also found that the electronic 

word of mouth that is created by customer interaction through social media plays an important role 

in the success of the online advertisement creating positive brand image (Dib and Alhaddad, 2015). 

Suitable positioning of online advertisement results in purchase of the product through online 

platform such as organisational website. Online advertising is found to have significant impact on 

the customer purchase intention by creating impulsive buying behaviour which in turn increases 

the brand image of the organisation (Karam and Saydam, 2015). Thus, it is evident that the online 
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marketing can be utilised by organisations to improve their brand image provided that the 

organisation is able to create positive word of mouth and follows best practices in online 

advertisements such as appropriate selection of advertisement platforms.  

Thus, from the background section the impact of online advertisements on brand image has been 

identified. However, the research is set to analyse specific issues in a particular company hence, 

the issue that is to be focused on is presented in the next section.  

1.2 Problem statement 

Sustaining brand image is essential to maintain competiveness in the market. Zara is found to face 

image problems due to campaign started by climate change activists who accuses the organisation 

to be irresponsible in promoting throwaway clothes. It is also found that the organisation faces 

negative image perception from environmentally conscious customers (Müller, 2020). Even 

though Zara has made changes in its policy such as going green, it has not fully communicated its 

efforts of being environmentally conscious to its target audience which in turn negatively impact 

the brand image (Dewan, 2019). It indicates that the organisation need to ramp up its marketing 

strategies to effectively allay negative image perception and create positive brand image. As 

mentioned by (Fegade, 2013), online advertisement is one of the effective strategies of building 

brand image. This research will address the issue by analysing whether Zara can leverage online 

marketing to build brand image. Zara has been specifically selected by the researcher since the 

brand makes use of online mediums for advertising. This is one of the reputed brands that is known 

across the globe and there are issues that pose problems for the brand hence, this was selected as 

case study.  

1.3 Aim, objectives and research questions 

Aim  

The aim of the research is to study the ways by which brand image gets impacted due to online 

advertisements adopted by an organisation by considering Zara as an organisational example 

Objectives 

● To analyse the various online advertising strategies followed by Zara 
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● To analyse the effectiveness of Zara’s online advertisements in influencing customers 

purchase intention  

● To determine the impact of Zara’s online advertisements on its brand image  

● To offer suggestions to Zara and other retailers to improve their online advertising 

strategies and brand image 

Research Questions  

● What are the online advertising strategies followed by Zara? 

● What is the effectiveness of Zara’s online advertisements in influencing customers purchase 

intention? 

● What is the relationship between Zara’s online advertisements and its brand image?  

 

1.4 Rationale and Contribution of the research 

As mentioned by Reinares-Lara and Martín-Santana (2019), there is necessity to extend the scope 

of research in online advertisement by analysing case based scenarios. It is also said that the impact 

of online advertising on brand image will vary based on the factors such as industry type and 

customer characteristics. It is also found that the online advertisements need to be devised 

according to value perception in the target market in order to positively improve the brand image 

(Ahmed, Kumar, Baig and Khan, 2015). This research will critically analyse how Zara, a fashion 

retailer, can leverage its online advertisement strategy to improve its brand image. As mentioned 

by Dewan (2019), Zara is in need to improving its ability to counter negative image perception 

created by climate change activities. The research will offer new values to the existing research by 

addressing the research gap in the literature pertaining to online advertisements.  
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Chapter 2: Literature Review  

2.1 Introduction 

In this section, the review of literature on the research topic of the impact of online advertisements 

on the brand image of the fashion retailers shall be carried out in a detailed manner. This shall 

involve the analysis of different research works and researchers on the area focused in this research 

presented in high quality journal articles. It shall focus on the various themes that are central 

towards undertaking the research in accordance to the research objectives established in the present 

research. 

2.2 Importance of online advertisements to a fashion retailer  

Increasing usage of Internet and existence of digital communication channels makes it important 

to be active in online advertisement for any fashion retailer to sustain its communication with the 

target audience. Analysis of secondary data in fashion retailing has found that the organisation 

which used online advertising is able to positively influence the customer purchase behaviour. 

Online advertisement is found to be an important part of customer relationship marketing 

(Rathnayaka, 2018). Online advertisement is identified as an important factor that influences both 

cognitive and emotional response of the customers. Effectively designed online advertisement is 

found to influence attention of the customer towards the advertisement, nature of information 

processing, pleasure due to advertisement and intention to make purchase. Factors such as 

customer involvement are also found to be influenced by online advertisement (Shaouf, 2018). 

Importance of the online advertisement can be known by the fact that target audience of the fashion 

retailing utilises internet and related digital communication media. It is also evident that the fashion 

retailers can utilise online advertisement to evoke positive response from the customers. 

Effective utilisation of online advertisement in the form of digital marketing also found to 

influence the brand sustainability of the retailers. As the brand management of fashion retailing 

influences the success of the organisation, online marketing can be used to achieve market success 

through effective brand management. It is also found that the organisation with strong online 

presence can have a competitive edge over companies which primarily rely on traditional 

marketing (Ahmed et al., 2019). Behaviour of customers in making online purchase is also 

influenced by the effectiveness of online advertisement. An online advertisement that can espouse 

emotional element to the product is successful in attracting the customers to make a purchase. It is 
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to be noted that the marketing communication varies between online and offline shopping with 

online advertisement influencing both online and traditional shopping (Katawetawaraks and 

Wang, 2011). Thus, fashion retailers need to have a sustained online presence to effectively 

manage its brand as well as to attract customers to make purchase. It is also evident the 

competitiveness of the fashion retailer is influenced by the effectiveness of online advertisement 

strategy followed by the organisation. 

2.3 Importance of improving the brand image of an organisation in the fashion retail 

industry  

Fashion retailing is identified as one of the sector which is highly competitive and the customers 

have several options to make a purchase. Brand management comes as an important factor that 

decides the brand loyalty of the customers in the competitive fashion retailing. Brand image and 

experience is found to have statistical a significant positive impact on the brand loyalty with 

sensory dimension of the brand image has higher impact on customer loyalty (Samarasinghe, 

Fernando and Kumara, 2019). Quantitative research on the importance of brand image in fashion 

retailing has found that factors such as brand trust and brand satisfaction is related with the 

effectiveness of brand image management. Both cognition and emotion associated with the 

shopping experience is found to be influenced by brand image of the fashion retailer. Without 

sustained improvement in brand image, it is not possible to have improved customer loyalty in 

long run (Khai, Hong and Huong, 2016). Thus, brand image of fashion retailers is important in 

deciding the attitude of the customers towards the organisation. It is also evident that the fashion 

retailers need to take sustained measures to keep its brand image high to attract and sustain 

customer base. 

Research on the sustainability of retailing in fashion industry was found that the organisations need 

to improve its brand image by embracing new phenomenon such as green fashion retailing since 

brand image has significant impact on the customer intention to purchase. Brand image coupled 

with high quality of service will ensure sustained performance of the organisations in fashion 

retailing. It is also found that the brand image of fashion retailer decides the attitudinal response 

of the customers to the products (Yang, Song and Tong, 2017). As perception of the customers is 

influenced by the brand image of the organisation, it is essential to maintain good brand image to 

create any positive impact on the customer purchase behaviour. Sub-elements of brand image such 

as store image also found to influence purchase intention in fashion retailing. Empirical research 
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on the fashion retailing also showed that the risk perception of customers towards an organisation 

is also mediated by brand image (Erdil, 2015). Importance of improving brand image in fashion 

retailing sector is evident by the fact that customer behaviour is influenced by the brand image. It 

is also evident that the financial performance of the fashion retailing is influenced by brand image 

since it determines purchases made in the organisation. 

2.4 Different online advertising strategies followed by fashion retailers  

According to Rathnayaka (2018), the fashion retailers use online advertisements in order to create 

brand awareness among the online customers. The online advertisements comprise elements of 

adventure, fun, convenience, belonging, recognition, achievement and self-expression so that the 

minds of the customers are captured and helps them retain the brand image. They also contain the 

links to the online store of the fashion retailer in order to encourage them to buy the products from 

the fashion retailer. This helps the fashion retailer to be in close contact with the targeted customers 

of the fashion retail organisation. Park and Lennon (2009) identified that fashion retailers 

implement different types of online advertising strategies such as display advertising, SEO 

marketing, social media advertisements, pay per click advertisements, affiliate marketing, e-mail 

marketing, video advertisements and mobile advertisements. They are used to create a coherent 

and positive brand reputation among the customers for the fashion retail brand. The various online 

advertisements create a visual experience of the wide range of products offered by the fashion 

retailer to the customers and motivate them to buy them by communicating the same message 

across all the different methods of online advertisements.  

Nikhashemi, Paim and Sharififard (2013) reported that fashion retailers focus on concise, short 

and transparent messages in the online advertisements to convey information about a specific 

product to the online customer. It is done through the online banner advertisements to capture the 

attention of the customers. It also includes simple text instead of images. Nevertheless, fashion 

retailers are using picture, videos and animation to enhance the attraction the online advertisements 

of the fashion retailers to the customers. It can be understood from the views of the above authors 

that fashion retailers are increasingly using a wide range of online advertising strategies to convey 

a common marketing message to the customers through fun, informative and attractive online 

advertisements to help capture the attention of the customers and to motivate them to become a 

customer of the fashion retail company. 
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Fashion retailers use multichannel marketing as the strategy to increase their brand identity which 

in turn facilities the organisation to improve their financial performance. It is also found that the 

advertisements which maintained consistency in terms of visual appeal and able to communicate 

the value preposition offered by the organisation is successful in improving the brand image and 

thus able to influence the purchase intentions of the customers (Rowley, 2009). Apart from 

engaging customer through online platform, it is found that the fashion retailers uses online 

platform as the mean of disseminating marketing message such as its unique value preposition. 

Lack of effective online strategies is identified as one of the negative attributes that impact the 

performance of fashion retailers. Strategies such as placing online advertisements in the place 

where it is highly likely to be clicked are used to improve the impact of advertisements (Armstrong, 

Schwarz and Richards, 2015). Thus, it is evident that the usage of strategies such as multi-channel 

online advertisement can amplify the impact of advertisements on customer purchase behaviour. 

It is also conclusive that the element such as place of advertisements in online platform decides 

the efficiency of advertising strategy. 

Espousing the efforts of the organisation in ensuring high quality of service through online 

advertisements is identified as one of the strategies that the organisation can utilise to improve the 

impact of advertisements. Presence of emotional elements in the online advertisement along with 

rationalisation of superiority of the product over competitors’ product is identified as effective 

strategy of online fashion retailers. It is also found that the organisation need to market their 

craftsmanship in their advertisements (Ryding et al., 2016). The advertisements in which the 

organisation follow visual merchandising principles are also found to be effective in generating 

positive response form the customers.  It is found that the strategy of inculcating visually appealing 

elements in online advertisements has direct relationship with the nature of response generated 

among the target audience. Impression created by the visual consistency determines the perception 

of customers (Choo and Yoon, 2015). Thus, it is evident that the inclusion of visually appealing 

element in the advertisement is one of the online marketing strategy that is used by online retailer 

to positively influence the perception of target audience. It is also conclusive that the clear 

rationalisation of value preposition will improve the impact of online advertisements.  

Thus, the different online advertisement strategies used by fashion retailers have been identified 

from the above section and the impact of these strategies on customers has been presented briefly. 
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Hence, the impact of these online advertisements on purchase intention of customers would be 

analysed in detail in the next section.   

2.5 Effectiveness of online advertisements based on customer perception  

Effectiveness of online advertisements can be measured by the factors including but not limited to 

informativeness, credibility and entertaining feature. User perception concerning online 

advertisements is also found to be influenced by the extent to which the advertisement is effective 

in assisting the customers to make purchase decision. Customer perception towards online 

advertisement decides whether the online advertisement can replace traditional advertisement 

(Aktan, Aydogan and Aysuna, 2016). Informativeness and Entertainment are identified as the 

precursory element that decides the ability of the online advertisement to impact the customer 

purchase intention positively. Informativeness is identified as utilitarian element whereas 

entertainment is identified as hedonic element. Both utilitarian and hedonic elements synergise to 

create positive impact on the customer perception towards the advertisements (Blanco, Blasco and 

Azorín, 2010). Thus, it is evident that the customers’ perception towards the online advertisements 

is influenced by the inherent elements of the advertisements such as attribute of being informative 

and entertaining. 

Research on the impact of online advertisement on the perception of customers found that the 

credibility of the advertisement along with being enjoyable positively impacts the perception of 

the customers. Being trustworthy and believable is found to increase the impact on the perception 

of customers. But it is also found that the importance of different elements varies from case to case 

which resulted in the lack of consensus on which is the most important factor in deciding the 

perception of customers (Taghipoorreyneh and Cyril De Run, 2016). Failure to inculcate elements 

such as credibility found to reduce the perceived value of advertisements among the customers 

which results in ignoring the advertisement altogether. Interactivity is also identified as the factor 

that decides the impact of advertisement that effectiveness of online advertisements (Ferreira and 

Barbosa, 2017). Thus, effectiveness of online advertisements based on the customer perception is 

decided the factors such as Interactivity and credibility along with fun factor.  
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2.6 Influence of the online advertisements of fashion retailers on the purchase intentions of 

customers  

Shaouf (2018) identified that the enhancement in technology, particularly the internet, has allowed 

marketers to design their advertisements that incorporate numerous unique features that help in 

visually attracting the customers. Online advertisements that are effectively designed helps in 

influencing the customers in processing information and even responding to such online 

advertisements. Research by Ahmed et al (2019), collected information from fashion designers for 

analysing the effectiveness of online digital media advertising and it was identified that is has 

influence over the purchase intention of customers. Social media marketing is one such digital 

media advertising that is being used by companies. These strategies are found to be helpful in 

influencing the repeated purchase intention of customers. From the former study it is clear that 

there is an impact of online advertisements on purchase intention of customers since it is visually 

appealing to the customers. The latter research reveals that the online advertisements used helps 

in increasing brand loyalty (repeated purchase behaviour) of customers. 

From the research of Gopu (2019), it is clear that online visual merchandising is being used in 

fashion industry. This online visual merchandising is found to have positive impact on the impulse 

buying behaviour of the generation Z customers who are widely known as active online customers 

in the world. The three major factors in online visual merchandising such as easy user interface, 

3D visualisation and experience of customers that are found to be playing a vital role in the 

relationship between online visual merchandising and customer purchase intention, thereby, 

enabling the fashion retail organisation to convert them into its customers (Gopu, 2019). According 

to Zhenxiang and Lijie (2011), online advertisements are being used by fashion retailers such as 

Vancl and this is found to help influence customers’ purchase intention. Network advertising and 

pay per click (PPC) advertising are some of the online advertisement strategies that are widely 

used by fashion retailers. Thus, from the above studies it is identified that there are various online 

advertisement strategies being deployed by fashion retailers. These different online advertisements 

are found to play a significant role in influencing the purchase intention of customers. 

E-advertisements of online retailers can be used to impact the customer purchase behaviour if the 

advertisement is able to offer both emotional and rational justification for the buying of products. 

Web based advertisements need to be concisely designed with both textual and visual elements to 

positively impact the customer purchase behaviour. It is also found that the customers who are 
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optimistic about the advertisements were more likely make purchase by clicking the link 

(Nikhashemi, 2013). It is also found that the online advertisements can positively impact the 

customer purchase decision by acting as an information source. Advertisement which offer rational 

satisfaction for the usefulness of the product are found to be successful in creating positive impact 

on the customers. Factors such as advertisement relaxedness and advertisement happiness are 

identified to be related to impact on customer satisfaction (Koshksaray and Nabizadeh, 2017). It 

is evident that the online advertisements can be used to influence the customer purchase intention 

by providing details such as the usefulness of the product. It is also conclusive that the design of 

advertisements plays an important role in deciding the impact of advertisements on the customers. 

A qualitative research on the role of online advertisement in influencing the customer purchase 

intention has found that strategies such as online banner advertisements are cost effective way of 

positively influencing purchase decision of customers. It is also found that there is increase in the 

amount of time spent by customers in going through online advertisement. Usefulness of online 

advertisement can also be known by the fact that the amount spent on online advertisement has 

surpassed the amount spent on traditional medium such as print media (Busen, Bahtiar and 

Mustaffa, 2016). Demographic and cultural factors are also identified as factors that decides the 

impact of online advertising on the customer purchase decision. Presence of factors such as 

celebrity endorsement amplified the impact of online advertisement. Younger target audience are 

more likely to get influenced by the online advertisements than the older group (Padival and 

Kenneth, 2017).  Thus, it is evident that the impact of online advertisement is influenced by various 

factors including organisational factors and demographic factors. Strategies such as online banner 

advertisements are found to be suitable to influence the customer purchase decision.  

2.7 Impact of the online advertisements on the brand image of fashion retailers  

Rowley (2009) mentioned that 93% of the customers carry out an online research before they 

purchase fashion product in order to ensure that the buy the latest fashion products at attractive 

prices and discount offers. Nearly 51% of the customers become aware of the new products of the 

fashion retailer through the online advertisements. This sparks the interest in the online customer 

to view the products and services that are offered by the fashion retailer on the online store. It also 

encourages them to visit the nearest store of the fashion retailer to find out more information about 

the various fashion products offered by the fashion retailer to the customers (Rowley, 2009). 
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According to Nikhashemi, Paim and Sharififard (2013), the online advertisements must be made 

memorable to the target customers in order to be more effective and enhance the brand recall when 

they are looking to buy a particular fashion product. This also requires personalisation of the online 

advertisements to the individual customers on the basis of their shopping behaviour, needs and 

preferences in order to have a higher success rate in converting the online user to a purchasing 

customer. Hence, the above researches have shown that the online advertisements of the fashion 

retailers must be highly personalised and attractive in order to have a strong influence on the brand 

image of the fashion retailers among the customers. As online advertisements are mostly the first 

source of information for the customers for the new products of the fashion retailers, it helps build 

the interest among the customers to buy the new and existing products of the fashion retailers both 

through the online store or the physical stores of the fashion retail organisation.  

The study by Dib and Alhaddad (2015) indicated that the online advertisements of fashion retailers 

help create a positive brand image in the minds of the customers towards the fashion retailers.  It 

is found to influence their buying behaviour and purchase intentions by creating greater brand 

awareness, as customers are more likely to purchase fashion products from a familiar fashion brand 

compared to an unfamiliar brand. In addition, the increased usage of the online advertisements by 

the fashion retailers is highly beneficial in creating a good brand reputation in the market (Dib and 

Alhaddad, 2015). Online advertisement significantly impacts the brand image of the organisation 

by acting as an information source and creates brand awareness through increase in electronic 

word of mouth (Monica, Paola, Amedeo and Alkis, 2018). According to Malik, Ghafoor, Hafiz 

and Nisar (2011), the effectiveness of the online advertisements on the minds of the customers to 

build a brand image has been realised by fashion retailers and so the fashion retailers regularly 

engage in improving their online advertisements in according to the changing trends in the fashion 

retail market and customer behaviour. In addition, with the increasing environmental awareness 

among the customers, the online advertisements are being deployed by the fashion retailers as a 

means to communicate to this growing segment of its customers that they are a sustainable fashion 

retail brand. Therefore, the online advertisements are effectively used by the fashion retailers in 

order to create awareness and familiarity among the customers on the fashion retail brand. 

Additionally, the online advertisements help in the communication of the fashion retail company 

with the customers in a regular manner and communicate the sustainable brand image to the 
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customers. This helps them to have a competitive edge over the other rivals in the market through 

the creation of a positive brand image among the customers.  

Impact of online advertisement on brand image is mediated by factors such as click through rates 

and attitudinal response of the customers to the online advertisement. Website design also plays 

an important role in success of online advertisement in impacting brand image. Product or service 

recall is also identified as one of the factor that impact attitudinal response of the customers 

(Auschaitrakul and Mukherjee, 2017). Research on the impact of online advertisement on brand 

image has found that online advertisement has positive and statistically significant relationship 

with the brand image. Impact of online advertisement on brand image happens by creation of 

positive perception about the product and services offered by the organisation. It is also found that 

the online advertisement augment impact of traditional advertisement by creating positive word of 

mouth. (Chan, 2015). Thus, it is evident that the online advertisement has significant impact on 

the brand image of fashion retailers. It is also conclusive that the impact of online advertisement 

on brand image is mediated by various factors such as advertisement effectiveness and attitudinal 

response of the customers. 

Research on the effectiveness of online advertisement in creating  long term impact on the brand 

image has founded the online advertisement contributes to brand sustainability. It is also found 

that both product and service sector organisations can utilise online media advertisement as a 

strategic tool to build brand image. Both exogenous and endogenous variables related to 

advertisement are found to impact the brand image (Ahmed et al., 2019). By influencing brand 

image, online advertisement can also be leveraged to influence consumer buying behaviour. Brand 

image is found to mediate the impact of online advertisement on the consumer buying behaviour. 

Perceived usefulness of a product is also influenced by the effectiveness of online advertisement 

(Riaz, 2015). It is evident that the online advertisements create significant impact on the brand 

image. It is also conclusive that the impact of online advertisement on brand image is mediated by 

factors that are independent to the advertisement such as customer attitude. 
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2.8 Conceptual framework  

 

Figure 1: Conceptual framework 

Source: Adapted from study 

The above specified online advertisement strategies identified from the literature review will alone 

be focused on in the study. Other online advertisement strategies would be ignored. These online 

advertisement strategies have an impact on both brand image of a firm and on their customer’s 

purchase intention.  

Hypotheses  

H1: There is a significant relationship between display banner/text advertisement and customer 

purchase intention 

H2: There is a significant relationship between search engine advertisements and customer 

purchase intention 

H3: There is a significant relationship between social media advertisements and customer 

purchase intention 
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H4: There is a significant relationship between email advertisements and customer purchase 

intention 

H5: There is a significant relationship between video advertisements and customer purchase 

intention 

H6: There is a significant relationship between online advertisements in mobile applications and 

customer purchase intention 

H7: There is a significant relationship between banner/text advertisement and brand image 

H8: There is a significant relationship between search engine advertisements and brand image 

H9: There is a significant relationship between social media advertisements and brand image 

H10: There is a significant relationship between email advertisements and brand image 

H11: There is a significant relationship between video advertisements and brand image 

H12: There is a significant relationship between online advertisements in mobile applications and 

brand image 

 

 

 

 

 

 

2.9 Literature Summary 

Thus, the main online advertising strategies such as SEO marketing, display advertising, social 

media advertisements, mobile advertisements, pay per click advertisements, video advertisements, 

e-mail marketing and affiliate marketing are employed by the fashion retailers. It was seen that the 

online advertisements were instrumental in creating an impact on the purchase intentions of the 

customers. It is clear that online advertisements of the fashion retailers were found to play a great 

role in influencing the brand image of the fashion retailers among the customers. This is effective 



22 
 

only by making the online advertisements customised to the buying behaviour of the customers 

and the high level of attractiveness in the online advertisements of the fashion retailers in order to 

help them buy the latest fashion products by creating brand awareness through the online 

advertisements of the fashion retailers. 
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Chapter 3: Method 

3.1 Introduction  

The process of collecting data and analysing data are the important part of a research. The reasons 

for the selection of methodologies implemented in this research are justified in this chapter along 

with the process of data collection and analysis. This chapter also covered the ethical 

considerations and development of research questionnaire to support the research.   

3.2 Research Paradigm and Approach  

Positivism is the research paradigm in which knowledge is identified only through logical and 

scientific proofs with less reliance on subjective data that can be impacted by human interest 

(Žukauskas, Andriukaitienė and Vveinhardt, 2018). Thus, identification of research paradigm is 

crucial in determining other elements of research such as research instrument. Researches which 

rely on empirical method primarily follow positivism research philosophy. Research philosophy 

is preferred when the researcher wants to objectively measure the research variables. Positivism is 

not suitable when the research topic requires subjective observation of the researcher (Kasi, 2009). 

Interpretivism refers to the paradigm in which subjective element are given importance along with 

objective data (Rubin and Babbie, 2007). Critical theory is a symbolic term that refers to any 

paradigm that challenges the traditional understanding about the research and claim that it has 

scientific objectivity (Asghar, 2013).  Thus, it is evident that the application of a paradigm for a 

particular research depends upon the objectives of the research and nature of data collected in the 

research. This research follows positivism as the research philosophy since it involves collection 

of empirical data on various online advertising strategies of Zara and evaluates its influence on 

brand image. The research considers the social reality of the relation between online adverting and 

brand image which indicates the suitability of positivism as research philosophy.  

Although a study with the analysis of brand image of an organisation is subjective in nature, the 

collection of qualitative data for analysing detailed perception of customers were not involved in 

this research. Thus, the research used only positivism paradigm and not used interpretivism 

paradigm.    
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Research approach refers to step by step prepare that is involved in collection, analysis and 

inference of research data. Research approach selected by the researcher determines the way by 

which research constructs are identified and methodology involved in deciding the outcome of the 

research (Creswell, 2014). There are two major research approaches namely deductive and 

inductive. Deductive approach refers to process of utilising the data to test whether the theory is 

valid or not. Based on the existing data, theory will be identified and the research data will be used 

to check the validity. Whereas inductive research does not check a theory rather it generates new 

theory based on the inputs from the analysis of collected data (Schutt, 2019). It is to be noted that 

the deductive research approach is majorly used when there is necessity to check whether there is 

causal relationship between two variables. Inductive research is used when the research utilises 

data that are qualitative in nature. Deductive research is used when quantitative data is involved 

(Trochim, 2005). Since this research is intended to check causal relationship between online 

advertising and brand image and the collected data will be quantitative, deductive approach is 

preferred over inductive approach. The selection of positivism is also justifying the selection of 

deductive approach. As per the deductive approach, the research will start with the selection of 

broad theory that denotes the relation between online advertising and brand image. The research 

will end with the selection or rejection of this relationship using the perception of Zara’s customers.  

3.3 Design  

Correlational design was the suitable design method used in this research. The purpose of the 

correlational design focuses on determining the relationship between two variables using statistical 

analysis. The nature of the relationship is generally described with the help of statistical analyses. 

For example, Pearson correlation analysis is a statistical method used for correlation analysis 

(Heppner et al., 2007). This research also analyses the correlation between two variables namely 

online advertisements and brand image of Zara. This primary objective of the research is the actual 

reason for selecting correlational research design. This design would also help in identifying the 

relationship between online advertisements of Zara and its customer purchase intention.  

As suggested by the correlational design, Pearson correlation statistics method was applied in this 

research to determine the nature of relationship between the Zara’s online advertisements and 

brand image. The correlation coefficient determined in this test represents the degree of liner 

relationship between the variables. The effectiveness of advertising strategies is the independent 
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variable and brand image of Zara is the dependent variable used in correlation test. Customers’ 

purchase intention is another dependent variable used in this research to determine the impact of 

online advertisement on customers’ purchase intention to evaluate the effectiveness of Zara’s 

online advertisements.  

This research may analyse the gender differences in the perception of customers towards brand 

image and advertising strategies of Zara. Thus, male and female are the different groups considered 

among the samples selected.  

3.4 Materials 

The customers of Zara were involved in an online survey to collect their perception on online 

advertisements and brand image. Thus, survey questionnaire was the research material used in this 

research. According to Sue and Ritter (2012), questionnaire is a common research tool used to 

gather primary data. Questionnaire consists of closed ended questions to simplify the answering 

to participants. The advantage of using online survey is to target more customers of Zara in order 

to gather their responses. The reason for using online survey is that it allowed faster collection of 

response from the customers and the storage of data was also faster. Since the questions were 

close-ended this made it easier for the customers of Zara to respond.  

The research questionnaire prepared for this research contains four sections such as demographic 

factors of the respondents, effectiveness of Zara’s online advertising strategies, purchase intention 

of customers and brand image of Zara based on customers’ perception. The questions used in these 

sections expect demographic criteria section used 5-point Likert scale questions to measure the 

responses using numbers. The responses were rated using the 5-point Likert scale which helped in 

easier coding and analysis of the responses of the research participants. The research would not 

include any other indirect questions, every question included in the material were directly related 

to the study. Only the variables to be measured were included as questions in the survey. The full 

questionnaire used in the online survey is presented in appendix 1. 

3.5 Participants  

The research population of this research is the customers of Zara in Ireland since the study needs 

to understand the views of Zara’s customers towards its online advertising and brand image.  
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Selection of samples based on the easy accessibility and availability of respondents is considered 

by convenience sampling approach. This is a simple form of sampling that supports the data 

collection from many samples (Ellison, 2009). This research used convenience method of 

sampling to target the customers of Zara. The customers of Zara were targeted by the researcher 

in Facebook and other social networking sites since the study conducted an online survey. Thus, 

the researcher selected convenience sampling to identify the customers of Zara through online 

which is an easily accessible platform.  

There were 100 customers’ responses were used in this study. The researcher shared online survey 

link in Facebook wall post and groups that are related to luxury clothing and Zara. Customers were 

participated in the survey voluntarily through the help of survey link shared over the internet.   

The participant must be a customer of Zara with both men and women included in this research. 

The customers must be from Ireland and the age of the customer must not be less than 18 years 

old. This was the selection criteria considered in this research. The customers were not segregated 

into groups however, their responses were segregated into groups to identify the gender difference 

in customer purchase intention and brand image.  

3.6 Procedure  

The survey questionnaire prepared for this research was converted into an online survey question 

using Google forms platform. The data collection procedure was started after posting the survey 

link with questionnaire disclaimer in Facebook and other possible social media networking sites 

which helped in reaching out to several potential research participants who were customers of Zara 

in a highly inexpensive and speedy manner. The interested participants were informed about the 

research’s purpose by including the purpose of this research with the survey questionnaire in the 

Google form questionnaire page. The questionnaire disclaimer also informed the time to fill the 

survey and participants’ rights to quit from the survey and question about the survey to the 

researcher. The customers just had to read the questions and fill the responses based on their 

experience in coming across the various online strategies specified in the survey. The use of 

software helps in the easy conversion of response of participants to data that can be easily analysed 

(Ohri, 2013). The filled survey responses were saved in the internal CSV file and this file was 

downloaded to perform data analysis.  
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The computer in which the responses were stored was also password protected. After the required 

responses were obtained by the researcher, no more responses were collected, Google Forms had 

the facility to stop receiving responses after sufficient responses were gathered from the 

participants. The responses were then segregated and fed into the SPSS software that allowed the 

analysis of data. Details of the analysis performed are given in the section 2.7 in a detailed manner.  

3.7 Ethics  

The DBS ethical guidelines were followed in this research. Active consent is required from the 

research participants using consent forms (Johnson and Christensen, 2012). Consent forms were 

collected from the research participants to ensure that they gave prior consent on their participation 

in this research. The customers of Zara were not questioned regarding their name, contact number 

or any social media identity to ensure their anonymity in the research and to ensure that there was 

no risk to the research participants in the online survey. The customers of Zara who participant in 

this research was informed that the participation was voluntary and non of the customers were 

involved by the researcher. They also instructed to withdraw from filling the survey if they were 

not interested to continue. The research results also did not create any negative impression on Zara 

and its products since the purpose of the study is to evaluate Zara’s advertisements and provide 

recommendations to improve their advertisements. The research data saved in the CSV file was 

stored in a computer with password to ensure data security. However, at the end of this research, 

the research data files will be destroyed.   

The study was purely a voluntary process and no participants were forced to participate in the 

study. The customers were provided with full freedom to refrain from answering the questions. 

Plagiarism and copyright issues are the major problems facing any research study and this was 

carefully avoided by the researcher through careful planning. The responses were not in any way 

manipulated with by the researcher. The results of the study would never be available to any 

commercial firm for any other advertisement or other purpose. Only academic people associated 

with the DBS University would have access to the results of the research. The reputation of the 

fashion retailer will not be affected due to the research.  

3.8 Data Analysis  

This research was processed as a quantitative research using different statistical methods to process 

the raw data collected from the survey. Usually, survey method collects quantitative data by 
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including closed ended questions in the survey questionnaire. Quantitative research deals with the 

analysis of numerical data using descriptive statistics and other suitable statistical methods (Check 

and Schutt, 2011). As mentioned earlier, the data collected from the survey was converted into 

numbers by coding numerical values for the likert scales used in the questions. Moreover, 

effectiveness of each online advertisements, consumer purchase intention level and brand image 

level are represented using charts and percentages. All these data processing procedure justified 

the use of quantitative research.  

Pearson correlation analysis  

The use correlation research design and Pearson correlation statistics test was mentioned in the 

earlier research design section. The SPSS software is used in research to apply different statistical 

tests to produce results (Gerber, Voelkl, Anderson and Finn, 2013). This statistical test was 

performed using SPSS software by processing the survey responses. The responses obtained for 

the online advertisement strategies and the customer purchase intention alone was extracted. With 

the help of this the relationship between online advertisement strategies of Zara and that with 

customer purchase intention had been identified. The online advertisement strategies related 

questions were extracted and brand image related question was correlated with help of Pearson 

correlation analysis. The relationship between both these variables was identified from the 

correlation analysis. Hypothesis that was developed for every online advertisement strategy of 

Zara and their customer’s purchase intention and brand image was tested with Pearson correlation 

analysis.  

Descriptive analysis  

Descriptive analysis was used in the study that helped in identifying the effectiveness of the online 

advertisement strategies by categorising the responses obtained for entertainment, informativeness 

and credibility. The perception of the customers towards online advertisement strategies was 

clearly identified. The response of the 100 customers for every online advertisement strategy was 

categorised and mean value for every online strategy was calculated. 1 was a minimum value and 

5 was the maximum value.  

1- Strongly disagree 
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2- Disagree 

3- Neutral 

4- Agree 

5- Strongly agree 

Independent sample t-test 

Independent sample t-test was performed to identify and compare the means of two independent 

group- male customers of Zara and female customers of Zara. The values helped in determining 

whether there is significant difference between these two groups. The gender difference in 

customer purchase behaviour and brand image was identified with the help of independent sample 

t-test. If the value of significance is less than 0.05 indicates that there is no significant difference 

between the male and female customers. If the value of significance is greater than 0.05, this 

indicates that there is significant difference between male and female customers. Levene’s test for 

equality of variances was used in the research.  

3.9 Summary  

This research selected the online survey method to collect raw data from Zara’s customers in 

Ireland. Positivism and deductive approaches are the suitable methodologies adopted by this 

research.  There were 100 customers of Zara participated in the online survey to share their 

opinions on Zara’s online advertising effectiveness and brand image using convenience sampling 

approach. The use of quantitative research using Pearson correlation analysis in relation with the 

survey method is justified in this research. Since the study follows all the ethical considerations 

and anonymity of the respondents, there will not be any issues developed to the participants and 

the brand Zara.  
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Chapter 4: Results 

4.1 Introduction  

The research obtained data related to Zara’s online advertisement with the help of online 

advertisement. These 100 customers were selected by applying convenience sampling. Online 

survey was used and the responses were stored online. The responses provided by the customers 

of Zara are presented in section 3.2. The focus of this chapter would then move to descriptive 

statistics that was used for determining the effectiveness of Zara’s online advertisements. The other 

sections were related to correlation analysis. This would present the results of the impact of online 

advertisements of Zara on customer’s purchase intention.  

4.2 Frequency analysis from the survey result 

4.2.1. Your Gender 

The research involved both male and female participants to get their different perception on Zara’s 

online advertisements and its brand image. Among the 100 customers of Zara, 55% of them were 

categorised as female and 45% of them were male.  

 

Figure 2: Gender of the Participants  
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Male
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4.2.2. Your age group  

The survey collected participants’ age group in order to analyse which age group of customers 

were majorly participated and their different perception.  

 

Figure 3: Age group of the participants  

The majority consumers with 26 to 30 years (40%) age group were answered survey questions. 

Other major age group of customers was 31 to 40 years (28%) and 18 to 25 years (21%). Thus, 

middle aged and young customers were the major participants of this survey. 
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4.2.3. Display banner/text advertisements grab attention  

Display advertisements may be in the form of image banner or text in publisher websites. This 

question is useful to evaluate the effective use of this advertisement type by Zara.  

 

Figure 4: Display banner/text advertisements grab attention 

Although 36% of Zara’s customers agree that they attracted towards text and banner 

advertisements, 22% of them responded with neutral opinion and 23% of them disagree with the 

statement. Thus, there is a need for improving the display advertisements to Zara in order to grab 

the attention of all types of customers.  
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agree, 4%
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4.2.4. Customers frequently find search engine advertisements of Zara 

The purpose of this question is to determine the effectiveness of Zara’s online advertisements in 

Google search engine and other popular search engine such as Bing.     

 

Figure 5: Customers frequently find search engine advertisements of Zara 

The chart presented with more negative responses of Zara’s customers with 30% disagreement and 

15% strong disagreement. Though 29% of Zara’s customers feel that they frequently find Zara’s 

advertisement links in search engines, the level of disagreement towards this statement shows that 

the company has to increase its pay per click advertisements to reach more online customers.  
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4.2.5. Social media advertisements of Zara influence customers’ purchase intention 

Identifying the effectiveness of Zara’s social media advertisements in influencing purchase 

intention of customers is the purchase of this question.   

 

Figure 6: Social media advertisements of Zara influence customers’ purchase intention 

The chart shows higher level of agreement of customers (44% agree) towards the effective 

influence of Social media advertisement on buying behaviour of Zara’s customers. Only 13% and 

11% of Zara’s customers in the survey disagree and strongly disagree respectively. Thus, social 

media advertisements of Zara are effective in enhancing purchase intention of the company’s 

customers.  

  

Series 1, Strongly 
disagree, 11%

Series 1, Disagree, 
13%

Series 1, Neutral, 
25%

Series 1, Agree, 
44%

Series 1, Strongly 
agree, 7%



35 
 

4.2.6. Customers get regular and informative emails on Zara’s products  

This research questionnaire has considered email marketing as one of the important online 

marketing based on the analysis make in the literature review. Thus, this question helps to evaluate 

the email marketing strategy of Zara in terms of sending regular and informative emails to its 

customers.  

 

Figure 7: Customers get regular and informative emails on Zara’s products 

The result denoted the need of delivering regular and informative email advertisements to 

customers to improve its product reach since 33% of the customers do not agree that they receive 

informative email advertisements from Zara. Since email marketing is more cost effective, Zara 

must focus on developing effective email marketing campaigns to increase sales by influencing 

the buying intention of customers.  
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4.2.7. Video advertisements of Zara are attractive  

Video advertisements are generally promoted in social media websites and advertisement 

publisher websites. Thus, Zara’s customers were questioned to understand how attractive these 

advertisements based on customers’ perception.  

 

Figure 8: Video advertisements of Zara are attractive 

The above illustrated chart represents the customers’ agreement (38% agree and 14% strongly 

agree) towards the attractiveness of Zara’s online video advertisements. There were 19% of Zara’s 

customers do not find Zara’s online video advertisements as attractive. Thus, video advertisements 

of Zara are the effective advertisements among its online advertising practices.  
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4.2.8. Customers regularly find Zara’s online advertisements in mobile applications 

Display advertisements in mobile applications such as mobile banner advertisements and pop-up 

advertisements have been increasing in recent days. This question analyses the importance given 

by Zara to this type of online advertisement.   

 

Figure 9: Customers regularly find Zara’s online advertisements in mobile applications 

A neutral opinion among 29% of Zara’s customers shows that they neither agree nor disagree with 

finding the advertisements of Zara in mobile applications. As analysed earlier, Zara’s customers 

do not find its search engine advertisement frequently. This clearly shows that Zara has to increase 

its investment on Google’s pay per click type of advertisements to reach customers via display 

advertisements in search engines, websites and mobile applications.  
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4.2.9. Customers find Zara’s advertisements in the following social media websites 

In an earlier section, effectiveness of Zara’s social media advertisements based on customers’ 

perception was identified. The objective of this question is to determine which social networking 

sites of Zara are regularly followed by its customers.  

 

Figure 10: Customers find Zara’s advertisements in the following social media websites 

The customers’ perception on Zara’s social media usage shows that Facebook (56%) and YouTube 

(53%) are the popular networking sites regularly used by them. Instagram (46%) is the next 

preference of the customers. Zara’s customers also follow Twitter and very few customers follow 

Pinterest to follow Zara’s product updates and newsfeeds. Thus, Zara can focus on promoting more 

on Facebook, YouTube and Instagram to reach more customers.  
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4.2.10. Zara’s online advertisements are entertaining 

Entertaining factor of an advertisement is more important to grab viewers’ attention towards the 

advertisement. Thus, the effectiveness of Zara’s advertisement in terms of entertaining factor is 

analysed in this section.  

 

Figure 11: Zara’s online advertisements are entertaining 

The result shows that the Zara’s online advertisements are entertaining to 37% of the customers 

and highly entertaining to 6% of the customers. However, 26% of the customers do not find it 

either entertaining or not. Thus, Zara must consider even more entertaining elements in its online 

advertisements.  

 

  

Series 1, Strongly 
disagree, 10%

Series 1, Disagree, 
21%

Series 1, Neutral, 
26%

Series 1, Agree, 
37%

Series 1, Strongly 
agree, 6%



40 
 

4.2.11. Zara’s online advertisements are informative 

The purpose of an effective advertisement is to clearly communicate the objective of the 

advertising. Thus, Zara must promote its online advertisements with all required to information to 

make customers understand.  

 

Figure 12: Zara’s online advertisements are informative  

According to the survey result, customers feel that Zara’s online advertisements are offering 

enough information about the products. This statement was agreed and strongly agreed by 41% 

and 5% of Zara’s customers respectively. Only 20% of its customers do not find the company’s 

online advertisements as informative.     
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4.2.12. Zara’s online advertisements are believable and trustworthy  

Credibility of the advertisement and information communicated in the advertisements is important 

create trust among the customers. The credibility level of Zara’s online advertisements is evaluated 

in this question.  

 

Figure 13: Zara’s online advertisements are believable and trustworthy 

Zara is a popular brand in the global clothing industry. Thus, customers’ mostly believe the 

advertisements of Zara promoted on various online advertising medium. 46% of customers’ 

agreement with the credibility of Zara’s advertisements confirms the believable and trustworthy 

behaviour of the company’s advertisements.  
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4.2.13. Zara’s online advertisements influence customers purchase intention  

An objective of this research aims to determine the purchase behaviour of Zara’s customers by the 

influence of the company’s online advertisements. Therefore, this question directly supports the 

research to find the purchase behaviour of Zara’s customers.  

 

Figure 14: Zara’s online advertisements influence customers purchase intention 

The purchase behaviour of Zara’s customers was increased by the effectiveness of its online 

advertising practices as per the result illustrated in the above chart. Since many customers are 

influenced by Zara’s online advertisements, the present online advertising strategies of Zara are 

effective in satisfying its objective.  
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4.2.14. Customers always prefer Zara when compared to other brands 

This question aims to determine the loyalty of Zara’s customers towards is brand. High customer 

loyalty denotes effectiveness of brand image of Zara.     

 

Figure 15: Customers always prefer Zara when compared to other brands 

The involvement of Zara’s customers in preferring this brand as the first choice is identified only 

among 31% of the customers (25% agree + 6% strongly agree). 51% (27%+14%) of Zara’s 

customers do not prefer Zara as their first choice. It does not mean that they do not prefer Zara, 

but they may prefer any other brand as the first choice when compared to Zara.   
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4.2.15. Customers always have positive attitude towards Zara’s products 

The participants’ attitude towards Zara’s product is considered to determine the brand preferences 

of customers.  

 

Figure 16: Customers always have positive attitude towards Zara’s products 

The participants of this survey have positive attitude over the apparel products of Zara based on 

the conclusion derived from the survey result. More than 60 % of the customers confirmed their 

positive attitude towards Zara. The popular brand image of Zara in the global market and the 

product quality might be the reasons for this positive brand attitude identified among the 

customers.  
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4.2.16. Customers believe that Zara enhances their personality  

Customers may feel product to wear the products of popular brands in the international market. 

This question helps to determine Zara’s customer preferences on their personality in relation with 

the company’s products.   

 

Figure 17: Customers believe that Zara enhances their personality 

A huge segment of Zara’s customers participated in this survey believe (42% agree and 21% 

strongly agree) that their personality was enhanced by the products of Zara. This result revealed 

that they consider Zara’s products as premium brand apparels that add value to their personality. 

However, very few participants (14%) were strong disagreed with this influence of Zara’s products 

on customers’ personality.  

 

4.3 Effectiveness of Zara’s online advertisement using Descriptive Statistics 

The descriptive statistics was performed in this study to identify the effectiveness of the online 

advertisements of the fashion retailer. This was done by calculating the mean value of every online 

advertisement used by Zara as specified in the study. 5 points were used hence, 1 was the minimum 

value and 5 was the maximum value. 
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1- Strongly disagree 

2- Disagree 

3- Neutral 

4- Agree 

5- Strongly agree 

Based on these 5 points, the below inference is being made for determining the effectiveness of 

online advertisements of Zara.  

 

Zara’s Online Advertisements 

The various online advertisement strategies used at Zara is presented in this section. This would 

help in answering the first research objective as indicated in introduction chapter.  

Table 1: Descriptive statistics of online advertisements  

 Mea

n 

Std. 

Deviation 

Display banner/text advertisements  2.91 1.164 

Search engine advertisements 2.73 1.100 

Social media advertisements  3.23 1.118 

Regular and informative emails 2.82 1.201 

Video advertisements  3.35 1.123 

Online advertisements in mobile 

applications 

2.65 1.149 

 

Display text/banner advertisements mean value is 2.91, this indicates that significant number of 

participants felt that these advertisements might not have attracted the customers of Zara. The 

value is 2.91 which could be related with 2- disagree.  
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2.73 is the mean value for search engine advertisements, from this value it is clear the significant 

number of customers might not have seen search engine advertisements of Zara. 2 is disagree so, 

2.73 could also be considered as disagree.  

Social media advertisements mean value is 3.23, thus, out of the total 100 customers who 

participated in the survey, significant amount of them might or might not have been influenced by 

this advertisement. 3 is neutral response where the respondents are not sure whether to agree or 

disagree.  

Mean value of regular and informative emails is 2.82, more number of customers had not been 

receiving informative or regular email on products of Zara.  

Significant number of total number of survey participants (3.35), felt that the video advertisements 

of Zara attracted them and some of them felt that it did not attract them.  

Online advertisements (2.65), is the mean value, this clearly indicates that significant number of 

customers of Zara did not find online advertisements in the brand’s mobile applications such as 

pop-up advertisements or banner advertisements.  

Entertaining, Informativeness and Credibility of Zara’s Online Advertisements  

Zara’s customers participated in the survey out of which a considerable amount of them felt that 

the online advertisements of Zara as entertaining and some had not considered it as entertaining.  

This inference is being made based on the mean value that was identified (3.08). 

 

Table 2: Descriptive statistics of the effectiveness of advertisements 

 Mea

n 

Std. 

Deviation 

Zara’s online advertisements are entertaining 3.08 1.107 

Zara’s online advertisements are informative 3.09 1.120 

Zara’s online advertisements are believable and 

trustworthy  

3.56 1.076 
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3.09 is the mean value for online advertisements that are informative. This value indicates that the 

customers of Zara perceived that the online advertisements might have been informative or might 

have been not informative.  

Considerable amount of customers of Zara (3.56), perceived the online advertisements of the 

fashion retailer as trustworthy and believable and some felt that they were not trustworthy or 

believable.  

4.4 Correlation Analysis  

Pearson correlation analysis is one of the most commonly used tools for performing correlation 

analysis. The r value is -1 to +1 and if the value of r is positive, there is positive correlation between 

independent and dependent variables. If the value of r is negative, there is negative correlation 

between dependent and independent variables. 0.05 or 0.01 is used as the significance values, if 

the obtained p value  is less than 0.05 or 0.01, alternate hypothesis is accepted. If the value of p is 

greater than 0.01 and 0.05, null hypothesis is accepted. Thus, Pearson correlation analysis was 

used in the study for testing the hypothesis. SPSS software was used in the research for performing 

this correlation analysis.  

4.4.1 Effectiveness of Zara’s online advertisement in influencing customer purchase 

intention  

The effectiveness of online advertisements carried out by Zara could be determined by its influence 

on customer purchase intention. Thus, this section would explain about the relationship between 

online advertisements of Zara and customer’s intension to purchase. Six online advertisements of 

Zara has been identified and those would be used as dependent variables and the independent 

variable would be customer purchase intention.  This was done for answering the 2nd research 

objective and question that was framed and as specified in the introduction chapter.  

Dependent variable  

✔ Customer purchase intention 

Independent variables 
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✔ Display banner or text advertisements 

✔ Search engine advertisements 

✔ Social media advertisements 

✔ Regular and informative emails 

✔ Video advertisements 

✔ Online advertisements in mobile applications 

(Refer appendix 2 for correlation analysis result) 

Hypothesis 1: Relationship between display text/banner advertisement and Consumer 

purchase intention  

H10: There is no significant relationship between display banner/text advertisement and customer 

purchase intention 

H1a: There is a significant relationship between display banner/text advertisement and customer 

purchase intention 

Significance value 0.000, the value is lesser than 0.05, hence, there is a significant relationship 

between display text or display banner advertisements and customer purchase intention.  

Correlation coefficient is 0.465, there is a positive correlation between display text/banner 

advertisement and Zara customer’s purchase intention. With Zara using this advertisement on a 

more frequent basis the customer purchase intention would also increase.  

Result 

❖ There is a significant and relationship between display banner/text advertisement and 

purchase intention of customers.  

❖ Display banner/text advertisement impacts purchase intention of customers.  
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Hypothesis 2: Relationship between Search engine advertisements and Consumer purchase 

intention  

H20: There is no significant relationship between search engine advertisements and customer 

purchase intention 

H2a: There is a significant relationship between search engine advertisements and customer 

purchase intention 

Alternate hypothesis is accepted and null hypothesis is not accepted since the value of p is less 

than 0.05. Thus, there is significant relationship between search engine advertisement and purchase 

intention of Zara customers.  

r value, Pearson correlation coefficient is 0.352, this is positive, hence, when Zara increases the 

usage of search engine advertisements it would also help in increasing their customer’s purchase 

intention.  

Result 

❖ Significant relationship prevails between search engine advertisements and customer 

purchase intention in Zara.  

❖ Search engine advertisements influences Zara’s customers purchase intention.  

Hypothesis 3: Relationship between Social media advertisements and Consumer purchase 

intention  

H30: There is no significant relationship between social media advertisements and customer 

purchase intention 

H3a: There is a significant relationship between social media advertisements and customer 

purchase intention 

0.000 is the p value, this value is lesser than 0.05, thus, there is a significant relationship between 

social media advertisements and customer purchase intention in Zara. Alternate hypothesis is 

accepted and null hypothesis is rejected.  
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0.395 is the Pearson correlation coefficient value hence, there is a positive correlation between the 

independent variable and dependent variable. Zara on using social media advertisements is able to 

increase their customer purchase intention.  

Result 

❖ Significant relationship between social media advertisements and customer purchase 

intention. 

❖ Customer purchase intention is influenced due to effective social media advertisements.  

Hypothesis 4: Relationship between email advertisements and Consumer purchase intention  

H40: There is no significant relationship between email advertisements and customer purchase 

intention 

H4a: There is a significant relationship between email advertisements and customer purchase 

intention 

0.229 is the significance value obtained for the above variables, value is greater than 0.05 hence, 

the null hypothesis is accepted. There is no significant relationship between regular and 

informative emails and purchase intention of Zara’s customers.  

However, the Pearson correlation coefficient is positive, hence, though there is no relationship 

between the variables there is correlation between email advertisement and customer purchase 

intention.  

Result 

❖ Email advertisements are not significantly related with customer purchase intention. 

❖ Email advertisements of Zara increase the purchase intention of customers.  

Hypothesis 5: Relationship between video advertisements and Consumer purchase intention 

H50: There is no significant relationship between video advertisements and customer purchase 

intention 
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H5a: There is a significant relationship between video advertisements and customer purchase 

intention 

0.042 is the significance value, this is lesser than 0.05, hence, alternate hypothesis is accepted. 

There is a significant relationship between video advertisements of Zara and their customer’s 

purchase intention.  

Pearson correlation coefficient is 0.204, the positive r value indicates that on Zara using video 

advertisements more often they are able to increase the purchase intention of customers.  

Result 

❖ Video advertisement of Zara has significant relationship with purchase intention of 

customers.  

❖ Video advertisements influence the Zara customer’s purchase intention.  

Hypothesis 6: Relationship between Online advertisements in mobile applications and 

Consumer purchase intention  

H60: There is no significant relationship between online advertisements in mobile applications and 

customer purchase intention 

H6a: There is a significant relationship between online advertisements in mobile applications and 

customer purchase intention 

p value is 0.007 this is lesser than 0.05 hence, alternate hypothesis is accepted.  

r value is 0.267, thus, there is a positive correlation between online advertisements in mobile 

applications and purchase intention of Zara customers.  

Result 

❖ Significant relationship between online advertisements in mobile applications and 

customer purchase intention 

❖ Zara’s customers’ purchase intention is influenced by the online advertisements posted on 

their mobile applications.  
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4.4.2 Impact of Zara’s online advertisement on Brand image  

The effectiveness of Zara’s online advertisement on brand image was identified from the earlier 

section while, in this section the impact of online advertisements of Zara on brand image would 

be explained. The dependent and independent variables that were used for analysing the impact of 

Zara’s online advertisement on brand image is presented below. It was imperative that the 

researcher identified this relationship for answering the 3rd research question and 3rd research 

objective.  

Dependent variable - Brand image 

Independent variables 

✔ Search engine advertisements 

✔ Display banner or text advertisements 

✔ Regular and informative emails 

✔ Social media advertisements 

✔ Online advertisements in mobile applications 

✔ Video advertisements 

(Refer appendix 3 for correlation analysis result) 

Hypothesis 7: Relationship between display text/banner advertisement and Brand image  

H70: There is no significant relationship between banner/text advertisement and brand image 

H7a: There is a significant relationship between banner/text advertisement and brand image 

The Pearson correlation coefficient is positive (0.478), it could be inferred from this value that 

there is a positive correlation between display banner/text advertisements and brand image. On 

Zara increasing its usage of this advertisement there is an increase of brand image. 
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0.000, p value is less than 0.05, hence, alternate hypothesis is accepted. There is a significant 

relationship between text/banner advertisement and brand image of Zara.  

Result 

❖ Display text/banner advertisements of Zara influences brand image. 

❖ Both the independent and dependent variables are significantly related with each other.  

Hypothesis 8: Relationship between Search engine advertisements and Brand image 

H80: There is no significant relationship between search engine advertisements and brand image 

H8a: There is a significant relationship between search engine advertisements and brand image 

The p value is 0.000, thus alternate hypothesis is accepted and null hypothesis is rejected.  

The correlation coefficient is 0.362, thus, there is a positive correlation between search engine 

advertisement and brand image of Zara. When Zara increases search engine advertisements there 

would be a corresponding increase in brand image of Zara.  

Alternate hypothesis is accepted and null hypothesis is rejected since the value of significance is 

less than 0.05. There is a significant relationship between search engine advertisements and brand 

image of Zara.  

Result 

❖ Search engine advertisements help Zara to influence its brand image. 

❖ The dependent variable (brand image) increases with increase in independent variable 

(search engine advertisement).  

Hypothesis 9: Relationship between Social media advertisements and Brand image 

H90: There is no significant relationship between social media advertisements and brand image 

H9a: There is a significant relationship between social media advertisements and brand image 
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Significance value is 0.000, this value is less than 0.05, hence, there is a significant relationship 

between social media advertisements and brand image.  

0.412, it the r value, there is positive correlation between social media advertisements and brand 

image. Zara’s brand image will be increasing as the firm increases its usage of social media 

advertisements.  

Result 

❖ There is a significant relationship between social media advertisements of Zara and their 

brand image 

❖ Brand image of Zara is being influenced by the social media advertisements.  

Hypothesis 10: Relationship between email advertisements and Brand image 

H100: There is no significant relationship between email advertisements and brand image 

H10a: There is a significant relationship between email advertisements and brand image 

0.322 is the correlation coefficient for the above variables, this is positive thus, there is a 

correlation between email advertisements and brand image.  

Significance value is 0.000, the value is less than 0.05, thus there is significant relationship 

between email advertisement and brand image of Zara.  

Result 

❖ Zara’s brand image is enhanced due to the email advertisements. 

❖ Email advertisements are found to be influencing the brand image of Zara.   

Hypothesis 11: Relationship between video advertisements and Brand image 

H110: There is no significant relationship between video advertisements and brand image 

H11a: There is a significant relationship between video advertisements and brand image 
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There is a positive correlation between video advertisements and brand image of Zara. The value 

of r is 0.402 hence, the inference is being made. 

Value of significance is 0.000, hence, alternate hypothesis is accepted and null hypothesis is 

rejected. There is a significant relationship between video advertisements and brand image of Zara.  

Result 

❖ Significant relationship between video advertisements and brand image. 

❖ Video advertisements of Zara enhance the brand image of the fashion retailer among its 

target customers.  

Hypothesis 12: Relationship between Online advertisements in mobile applications and 

Brand image 

H120: There is no significant relationship between online advertisements in mobile applications 

and brand image 

H12a: There is a significant relationship between online advertisements in mobile applications and 

brand image 

Pearson correlation coefficient is 0.478, hence, there is a positive correlation between online 

advertisements and brand image. Zara when it increases its usage of online advertisements there 

would be a simultaneous increase in brand image of Zara as well.  

Result 

❖ There is an influence on the brand image of Zara due to online advertisements through 

mobile applications. 

❖ Online advertisements through mobile applications help in influencing the brand image of 

Zara.  

4.5 Gender differences in purchase intention and brand image  

Independent sample t-test was used for determining if there are gender differences in Zara’s 

customers purchase intention and brand image.  
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Male respondents were 45 in number and female respondents were 55 in number. On looking at 

the mean values obtained for these two groups for customer purchase intention, the mean value is 

3 for male and 3.51 for female. Hence, there is considerable difference between male and female 

Zara’s customers purchase intention.  

The difference in perception based on gender might also be due to the fact that the number of 

female respondents is more when compared with male respondents.   

For brand image, the value is 3.10 and 3.38, hence, there is no major difference between brand 

image perceived by Zara female and male customers. 

The significance value is 0.729, the value is greater than 0.05. Hence, there would be gender 

difference. There is a significant differences identified among male and female customers of Zara 

in their purchase intention.  

The significance value is identified from the table is 0.047, this value is less than 0.05, hence there 

would be no gender difference. There are no major differences between male and female on the 

brand image on Zara. Both genders have positive perception on Zara.  

(Refer appendix 4 for gender difference analysis using independent sample t-test) 

4.6 Summary  

It is identified from the results chapter that the customers of Zara feel that online advertisements 

of the brand were not able to figure out if they perceived the advertisements as entertaining, 

credible or informative. Significant number of customers selected neutral as their option hence, 

the above inference was made. Display advertisement, search engine advertisement, social media 

advertisement, video advertisement and online advertisement through mobile applications has 

positive and significant relationship with Zara customers purchase intention. On the other hand 

only email advertisement did not have significant relationship with customer purchase intention 

but, it was positively correlated.  

All the online advertisements such as online advertisements through mobile application, video 

advertisements, social media advertisement, email advertisement, search engine advertisement and 

display advertisement pursued by Zara, specified in the study, is found to be positively and 

significantly related with brand image of the fashion retailer. There is gender difference in 
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customers purchase intention and there is no gender difference in the perception of Zara customer 

about brand image. The following chapter would present the findings and conclusion.  
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Chapter 5: Discussion 

5.1 Introduction 

The primary aim of the research is to identify the ways in which brand image get influenced by 

the online advertisements used by Zara. Zara a globally recognised fashion retailer was considered 

as a case study for the research. Positivism research philosophy and deductive approach was being 

used in the study. The design that was adopted in the study was correlational design. Though a 

global brand, only customers of Zara from Ireland were included in the research. Convenience 

sampling was being used in the research for selecting 100 customers from the population. The 

responses from Zara customers were obtained with the help of online survey.  Quantitative data 

analysis was used for analysing the responses of customers.  

This chapter would present a brief summary of the findings, discussion of findings, strengths and 

weakness of the research, ideas for future studies, recommendations for Zara, implications of the 

findings and key conclusions drawn from the study is presented in this chapter.  

5.2 Brief summary of findings 

5.2.1 Online advertising strategies followed by Zara 

❖ Display text or banner advertisements did not attract most of the customers of Zara. 

❖ Search engine advertisements were not seen by most of the customers.  

❖ Social media advertisements did have an impact on significant number of customers as 

they were influenced and they were also not influenced by some of the social media 

advertisements. 

❖ Informative and regular emails were not received by the customers of Zara. 

❖ Some video advertisements of Zara did attract the customers while some advertisements 

did not attract the customers.  

❖ Online advertisements sent by Zara through its mobile applications were not found by most 

of its customers.   
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❖ From the descriptive statistics it was determined, that most of the customers perceived the 

online advertisement strategies to be either entertaining, informative and credible only at 

certain times and during certain times they felt it not informative, credible and entertaining.  

5.2.2 Effectiveness of Zara’s online advertisements in influencing customer purchase 

intention 

❖ Display banner or text advertisements of Zara have a significant relationship with its 

customer purchase intention. Positive correlation exists between these two variables.  

❖ Search engine advertisements of Zara have a positive and significant relationship with 

purchase intention. Purchase intention of customers increases when Zara increases its 

usage of search engine advertisements.  

❖ Social media advertisements used by Zara have a significant and positive relationship with 

its customers purchase intention. There is a positive correlation between this advertisement 

strategy and purchase intention of customers.  

❖ Email advertisements utilised by Zara does not have significant relationship with purchase 

intention of its customers. However, positive correlation exists between the independent 

and the dependent variable.  

❖ Zara is found to make use of video advertisement and these are significantly related with 

its customer’s purchase intention.  

❖ There is a significant relationship between mobile applications – online advertisements of 

Zara and their customer’s purchase intention. These online advertisements that are done 

through mobile applications of the fashion retailer are found to be positively correlated.  

❖ From independent sample t-test it was identified that there is significant gender difference 

in customer’s purchase intention.  

5.2.3 Relationship between Zara’s online advertisements and its brand image 

❖ Zara’s display text/banner advertisement is significantly related with brand image. Brand 

image of Zara increases with increase in this advertisement strategy.  
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❖ Search engine advertisements used by Zara are significant related and positively correlated 

with its brand image.  

❖ The social media advertisements of Zara are found to be significantly related with brand 

image. This advertisement strategy is found to help Zara in increasing its brand image.  

❖ Email advertisements that are regular and informative is found to be significantly related 

with brand image of Zara.  

❖ There is a significant relationship between video advertisements done by Zara and its brand 

image. This video advertisement of Zara when used more is found increase brand image of 

Zara since there is positive correlation.  

❖ Online advertisements in mobile applications of Zara are significantly related with brand 

image of the retailer. There is positive correlation between online advertisement through 

mobile applications of the fashion retailer and its brand image.   

❖ It was identified from the independent sample t-test that there is no gender difference in 

the perception of brand image among the customers.  

5.3 Statement concerning support or otherwise research questions 

The study revealed that online advertising strategies followed by Zara are display text or banner 

advertisements, online advertisement through mobile applications, video advertisements, social 

media advertisements, email advertisement and search engine advertisement. The effectiveness of 

the online advertisements followed by Zara on influencing customer purchase intention was 

identified. Display text/banner advertisements, search engine advertisements, social media 

advertisements, video advertisements and online advertisement in mobile applications have a 

significant relationship with customer purchase intention. However, email advertisements are not 

found to have a significant relationship with purchase intention of the customers of Zara. All the 

online advertisement strategies pursued by Zara is found to be significantly related with brand 

image. On Zara using the online strategies more, the fashion retailer would be able to increase both 

its brand image and customer purchase intention.  
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5.3 Discussion of findings based on previous research and theory 

This section would turn the focus of the readers towards the current findings in the light of the 

previous studies. Whether the current study findings are supporting or contradicting the previous 

study’s findings would be known in this section.  

5.3.1 Various online advertising strategies followed by Zara 

Display banner/text advertisements of Zara do not attract its customers as identified from the study. 

From the research of Nikhashemi, Paim and Sharififard (2013), online banner advertisements help 

in capturing the customer’s attention. Thus, it could be seen that the findings of the study and the 

current study findings are different.   The display advertisements of Zara are not effective enough 

to attract its customers 

It is clear from the study that, search engine advertisements are being used by Zara however, this 

is not being seen by its customers. According to Lennon (2009), SEO marketing is being used by 

fashion retailers to make customers look at the products offered by them. The current study 

findings related to Zara is contrary to the previous findings. SEO advertisement strategy of Zara 

is not used frequently by Zara.  

The study clearly points out that only certain social media advertisements of Zara are influencing 

the customers while other social media strategies are not found to influence the customers of Zara. 

From the literature review it was identified that social media advertisement influences customers 

(Ahmed et al, 2019). Thus, the current study findings do not entirely support the previous findings. 

The social media advertisement strategy of Zara is not consistent in influencing its customers.  

The research findings indicate that regular and informative emails are not found to be received by 

customers of Zara. According to Lennon (2009), email marketing is one of the strategies used by 

fashion retailers to send regular updates to their customers. Thus, it is clear that there are 

contradictions between the findings of the previous study and the current study. Zara does not send 

emails to its target customers regularly that provide customers with information.  

Insight gathered from the research indicates that video advertisements of Zara might be attractive 

or might not be attractive for large number of its customers. It was known from the literature 

review that video advertisements of fashion retailers help in attracting customers (Nikhashemi, 
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Paim and Sharififard, 2013). The current study and the previous studies are contradictory since 

only some of the video advertisements of Zara are able to attract customers while other are not 

able to attract customers.  

From the research it is known that online advertisements in mobile applications of Zara are not 

found to be seen by most of its customers. From the research of Lennon (2009), it was known that 

mobile advertisements are used by fashion retail brands. Zara is also found to make use of mobile 

applications for advertisements. However, this is not found to be seen by the customers often.  

It was known from the findings that customers of Zara think that the online advertisement as 

entertaining at times and at times they feel that the firms online advertisement as not entertaining. 

It was specified in the previous study of Blanco, Blasco and Azorín (2010), that entertainment 

element is important for online advertisements since it improve the effectiveness. There are 

contradictions between the previous findings and the findings for Zara. Only some of the online 

advertisements are effective while others or not.  

As identified from the study’s findings Zara customers felt that its online advertisements were 

informative while in some instances they had felt that their online advertisement were not 

informative. Customers of Zara, perception of credibility of the fashion brand is found to be 

varying since they felt it has credible and some of its online advertisements as not credible. 

According to Blanco, Blasco and Azorín (2010), effectiveness of online advertisements are 

improved due to informativeness and credibility. The findings from the current study and the 

previous study are different. Not all the online advertisement strategies are informative and 

credible for customers.  

5.3.2 Effectiveness of Zara’s online advertisement in influencing customer purchase 

intention 

It is determined from the study that display advertisements of Zara influence its customers 

purchase intention. According to Busen, Bahtiar and Mustaffa (2016), banner advertisement is one 

of cost effective ways that helps in influencing customer’ purchase intention. Thus, it could be 

seen that both the findings are the same. Zara is found to make use of a cost-effective way for 

influencing customers.  
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From the study findings’ it is identified that there is an impact of online advertisement through 

mobile applications of Zara on the intention of their customers to purchase. From the literature it 

was identified from Lennon (2009), mobile advertisements are influencing the purchase intention 

of customers. Thus, the findings of the current study do support the findings from the previous 

studies. If the firm make use of their mobile application for advertisement purpose they would be 

able to increase the purchasing behaviour of customer.  

It is known from the research that search engine advertisements of Zara have an impact of 

customer’s purchase intention. According to Lennon (2009), SEO marketing is found to influence 

the purchase behaviour of fashion customers. There is synchronisation between search engine 

advertisements and purchase intention of customers. On posting advertisements in search engines, 

Zara would be able to attract customers and persuade them to purchase from them.  

It is also identified from the research that social media advertisements of Zara have a positive 

impact on their customers’ purchase intention. As identified from the literature, social media 

advertisements have an impact on purchase intention of customers in the fashion sector, 

specifically the repeated purchase intention (Ahmed et al, 2019). Thus, both the research findings 

and previous study findings are one and the same. Zara would also be able to make their customer 

purchase repeatedly from them if their advertisements are consistent.  

It was known from the findings of the research that video advertisements have a positive impact 

on the purchase intention of Zara’s customers. According to Nikhashemi, Paim and Sharififard 

(2013), video advertisement provides a visual appeal and helps in influencing the fashion customer 

to purchase from a particular brand. The current study findings support the findings from previous 

research. Zara video advertisements must be visually appealing for attracting its customers 

however, only certain video advertisements would have been visually appealing to customers.  

From the research it is known that email advertisements of Zara does not have an impact on their 

customers’ intention to purchase. According to Lennon (2009), email marketing is used by fashion 

brand for providing information on range of products and it has an impact on the purchase intention 

of customers. Hence, the study’s findings and previous literature findings are contradictory.  Zara 

would not have sent regular emails that offer information to the customers about the products of 

Zara.  
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From the study it was identified that there is gender difference in customer’s purchase intention. 

According to Riaz (2015), there is difference in customer purchase behaviour between male and 

female customers. Thus, it could be seen that the results of the current study and that of previous 

findings are similar. Zara’s male and female customers’ purchase behaviour is different.  

5.3.3 Impact of Zara’s online advertisement on its brand image 

The findings of the study indicated that display text or banner advertisements are found to 

influence the brand image of Zara. According to Lennon (2009), display advertisements are 

utilised by fashion brands and helps in improving the reputation of the brands. Hence, the findings 

from the current research and that of previous studies are the same. Zara when uses display 

advertisements more would be able to increase their brand image.  

The results of the research revealed that social media advertisement of the fashion retailer is found 

to influence its brand image. According to Ahmed et al (2019), social media advertisements help 

in improving brand image of fashion brands. Hence, it could be seen that both the findings are no 

different from each other. On Zara using the social media advertisements more frequently that 

would be able to improve their brand image.  

From the findings of the current study, it is known that search engine advertisement of the firm is 

also found to have an influence on the retailers’ brand image. According to Lennon (2009), it was 

seen that that search engine advertisements helps in improving the brand reputation of the fashion 

retailers. Thus, the research findings support the findings of previous study. Reputation of the Zara 

brand would be improved due to its search engine advertisements.  

From the research it is identified, video advertisement of the brand is found to help in creating an 

impact on its brand image. From the research of Lennon (2009), video advertisements aids in 

improving the image of brands. Hence, the findings of the current study and that of previous studies 

are same. On taking into account the current study findings related to video advertisements, on 

improving the effectiveness of video advertisements, the fashion retailer brand would be able to 

enhance its brand image amongst its target market customers.  

According to the research findings emails sent by Zara that are informative and regular are found 

to impact its brand image. From the previous literature it was identified that email marketing 
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increases brand perception among the target customers (Lennon, 2009). Thus, the findings of the 

current research corroborate with the previous study findings. Zara should regularly send emails 

to its existing customers that would be instrumental in improving the brand reputation of Zara. The 

customers would be aware of the brand’s products due to emails.  

Online advertisement being sent through mobile applications is found to influence the brand image 

of Zara as detailed in the findings of the study. It was identified from the previous studies that 

reputation of a brand is improved due to mobile marketing (Lennon, 2009). Hence, both findings 

are same. Zara has mobile applications that are being downloaded by their customers, thus, the 

firm must post its advertisements on these mobile applications so that the customers could view it.  

It was known from the findings that there is no significant difference based on gender in the 

perception of Zara customers about its brand image. According to Samarasinghe, Fernando and 

Kumara (2019), there is difference in brand image as perceived by the male and female customers.  

Thus, there is contradiction between the findings of the previous study and that of current study 

findings. Zara’s male customers and female customers do not perceive the brand differently.  

5.4 Conclusion of research 

Conclusions reached after discussion of the findings is presented in this section. Conclusion based 

on all the three research objectives is explained in this section.  

Various online advertising strategies followed by Zara 

Conclusion drawn from the research is that there are various online advertising strategies followed 

by Zara. Some of which that has been identified in the study are social media advertisements and 

video advertisements are found to have been influencing customers at times and during certain 

occasions the customers were not influenced by these advertisements. On the other hand, online 

advertisements through mobile applications, informative and regular mails, search engine 

advertisements and display banner/text advertisements are not found to be influencing Zara 

customers.  

Effectiveness of Zara’s online advertisement in influencing customer purchase intention 

It is concluded based on the study that display text/ banner advertisement, social media 

advertisements, search engine advertisements, online advertisements through applications and 
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video advertisements influence customer purchase intention. On Zara increasing these 

advertisements usage the corresponding customer purchase intention would also increase. The one 

advertisement strategy, email advertisement is not found to be related with customer purchase 

intention. However, on Zara using email advertisement their purchase intention of customer would 

also improve.  

It is also concluded that the customers of Zara are not able to clearly state whether they like or 

dislike the online advertisements in terms of entertainment, informativeness and credibility. Most 

of the customers were found to have taken a neutral stance. On the other hand, the impact of online 

advertisements of Zara on male customer’s purchase intention would be different that the impact 

of its online advertisement on female customer’s purchase intention.  

Impact of Zara’s online advertisement on its brand image 

It is concluded that Zara is into display banner/text advertisement, social media advertisement, 

video advertisement, search engine advertisement, email advertisement and online advertisements 

through mobile applications of Zara is found to impact its brand image. On Zara increasing the 

usage of its online advertisements specified in this research there is an increase in brand image of 

the fashion retailer. It is being concluded that there is no difference in brand image as perceived 

by male Zara customers and female customers.  

5.5 Recommendations for Zara 

It was identified from the study that only certain online advertisement strategies of Zara are 

entertaining, credible and provide appropriate information to customers while others do not.  

Hence, it is important for Zara to improve the effectiveness of their online advertisement strategies 

this must be the primary focus of Zara. The fashion retailer could never ignore this since this has 

impact on both brand image and the purchase behaviour of customers. The fashion retailer must 

ensure consistency across all its online advertisement strategies for this integrated marketing 

communication could be used by Zara. The advertisements must provide information about the 

products to its customers, the information provided must be credible, the product or promotional 

offer should be delivered by Zara. The entertaining element must be included in its online 

advertisement strategies. These would help in improving the effectiveness of their online 

advertising strategies.  
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It was also identified from the study that all of their online advertisements are not attracting and 

does not influence its customers. However, social media advertisement and video advertisements 

impact on customers is neutral that is only some of these advertisements have an impact on 

customers and some advertisements do not. The firm must make their display text/banner 

advertisements more attractive. Search engine advertisements and online advertisements through 

their mobile applications must be put up more since the customers would be able to view them. 

Social media advertisements that are fun and entertainment would have an influence on the 

customers. Zara must send informative emails to their customers and they must be on a regular 

basis. Video advertisements of Zara must also focus on content that would help in attracting its 

customers. Customer purchase intention is found to vary between male and female customers. 

Hence, the firm must consider conducting analysis on their customers’ purchase behaviour and 

develop strategies accordingly.  

5.6 Discussion of potential problems in the study 

There are certain problems in the study the research obtained information from 100 customers of 

Zara that to with the help of convenience sampling. This could never be considered as 

representation of the entire population since they were selected based on accessibility and 

availability. The study was not able to obtain insights from the management level people of Zara 

since there may be accessibility issues. The study entirely revolved based on the responses that 

were gathered from the Zara customers. The total number of participants was only 100 and the 

number of female and male were not equal hence, the gender difference might not be appropriate.  

5.7 Strengths of research 

The strength of the research that analysed the impact of Zara’s online advertisement on brand 

image of Zara is highlighted here. The variable intended to be measured was measured in the study. 

Every research objective was met and every research question was answered. The effectiveness of 

the online strategies of Zara and its impact on both brand image and customer purchase intention 

was identified clearly. The results obtained were through the application of statistical analysis that 

improves the validity of the results or conclusion made based on the results of the statistical 

analysis.   
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5.8 Limitations of the research 

The research does have certain limitations such as using only 100 customers of Zara. Though the 

reason cited is since the research is academic and there would be cost and time constraint, on using 

online survey, large number of customers could have been included. The questions were close 

ended, that is no open answers were obtained from the customers. Only 6 online advertisements 

of Zara have been considered in the study while there would be many more which might have been 

included in the study. The effectiveness of the online advertisement strategies was analysed only 

with the help of three variables- effectiveness, credible and informativeness. The effectiveness 

could have been elaborated more by considering more variables.   

5.9 Ideas for future research 

Based on the limitations presented in the prior section, ideas for future research is elaborate here. 

In the future, researchers could analyse the impact of Zara’s online advertisements on customer 

purchase intention separately and impact of these advertisements on brand image of Zara 

separately. Effectiveness of the online advertisements used by Zara could be analysed by 

considering more variables apart from the three used in the study. Gender difference exists in the 

purchase intention of customers, this alone could be further analysed by the studies in the future. 

Only limited online advertisement strategies-6 were analysed in the study, in the future, the 

researchers could consider using more online advertisement strategies. The researchers could 

expand on the current study or take insight from the current study and perform the research by 

taking any other case study. Even they could perform a comparative study with two firms from the 

same industry.  

5.10 Implications of research 

Implications for Zara are they could gain insight into the impact their online strategies have on 

their customers’ purchase intention and brand image. They would obtain knowledge about the 

effectiveness of their online advertisement strategies. This knowledge gained would be helpful for 

the firm to improve its online advertisement strategy such that it helps in improving its brand image 

and customer purchase intention. The effectiveness of the online strategies followed in Zara is not 

that effective since they are not found to be consistent in creating a positive impact on customers. 

The online strategies of Zara apart from social media and video advertisements are not found to 

be seen, attractive or influence their customers. Thus, the marketing managers of Primark must 

invest and concentrate more on strategizing their online strategies since it would help in improving 
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the financial performance of Primark. Improving customer purchase intention would improve sales 

and profit of the firm.  

Implications for academic researchers are as outlined in the previous section that provided ideas 

for future studies. The study does add value to the field of research by investigating the impact of 

online advertisement strategies of Zara on its brand image and customer purchase intention was 

also identified. The research would be of value to future studies.  
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Appendices  

Appendix 1: Survey Questions to the customers of Zara 

Questionnaire disclaimer 

I am an MBA student, conducting this survey as a part of my degree. The purpose of this survey 

is to determine the impact of online advertisements of Zara on its consumer purchase intention 

and brand image among its customers. I request you to fill this survey based on your opinion. I 

ensure that you have the rights to withdraw from this survey at any moment. The data collected 

from this survey will be maintained confidentially for academic purpose alone. 

Thank you, 

Rithika 

1. Your Gender 

🔾 Male  

🔾 Female 

2. Your age group  

🔾 18 to 25 years 

🔾 26 to 30 years 

🔾 31 to 40 years 

🔾 41 to 50 years 

🔾 Above 50 years  

 

Effectiveness of Zara’s online advertisements 

3. Display banner/text advertisements grab my attention  

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 
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🔾 Agree 

🔾 Strongly Agree 

4. I frequently find search engine advertisements of Zara  

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 

5. Social media advertisements of Zara influence my purchase intention  

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 

6. I get regular and informative emails on Zara’s products  

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 

7. Video advertisements of Zara are attractive  

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 
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8. I regularly find Zara’s online advertisements in mobile applications (Example, mobile banner 

advertisement or pop-up advertisement) 

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 

9. I find Zara’s advertisements in the following social media websites 

❑ Facebook 

❑ Twitter 

❑ YouTube 

❑ Instagram 

❑ Pinterest 

❑ Others (Specify) _________________ 

 

10. Zara’s online advertisements are entertaining 

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 

11. Zara’s online advertisements are informative 

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 
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🔾 Strongly Agree 

12. Zara’s online advertisements are believable and trustworthy  

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 

 

Customers purchase intention  

13. Zara’s online advertisements influence my purchase intention  

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 

Brand image of Zara 

14. I always prefer Zara when compared to other brands  

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 

15. I always have positive attitude towards Zara’s products 

🔾 Strongly disagree 

🔾 Disagree 
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🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 

16. I believe that Zara enhances my personality  

🔾 Strongly disagree 

🔾 Disagree 

🔾 Neutral 

🔾 Agree 

🔾 Strongly Agree 
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Appendix 2: Relationship between online advertisements and Consumer purchase decision 

using correlation analysis  

 
 Correlations  

 Display 

banner/text 

advertisement

s  

Search engine 

advertisement

s 

Social media 

advertisement

s  

Regular 

and 

informativ

e emails 

Video 

advertisement

s  

Online 

advertisement

s in mobile 

applications 

Consumer 

purchase 

intention 

Display banner/text 

advertisements  

Pearson 

Correlation 

1 .415** .544** .147 .326** .444** .465** 

Sig. (2-tailed)  .000 .000 .144 .001 .000 .000 

N 100 100 100 100 100 100 100 

Search engine 

advertisements 

Pearson 

Correlation 

.415** 1 .347** .192 .233* .276** .352** 

Sig. (2-tailed) .000  .000 .055 .020 .005 .000 

N 100 100 100 100 100 100 100 

Social media 

advertisements  

Pearson 

Correlation 

.544** .347** 1 .167 .209* .362** .395** 

Sig. (2-tailed) .000 .000  .098 .037 .000 .000 

N 100 100 100 100 100 100 100 

Regular and 

informative emails 

Pearson 

Correlation 

.147 .192 .167 1 .160 .232* .121 

Sig. (2-tailed) .144 .055 .098  .113 .020 .229 

N 100 100 100 100 100 100 100 

Video advertisements  Pearson 

Correlation 

.326** .233* .209* .160 1 .143 .204* 

Sig. (2-tailed) .001 .020 .037 .113  .156 .042 

N 100 100 100 100 100 100 100 

Online advertisements 

in mobile applications 

Pearson 

Correlation 

.444** .276** .362** .232* .143 1 .267** 

Sig. (2-tailed) .000 .005 .000 .020 .156  .007 

N 100 100 100 100 100 100 100 

Consumer purchase 

intention 

Pearson 

Correlation 

.465** .352** .395** .121 .204* .267** 1 

Sig. (2-tailed) .000 .000 .000 .229 .042 .007  
N 100 100 100 100 100 100 100 
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**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

 

Appendix 3: Relationship between online advertisements and Brand image among 

customers using correlation analysis   

 
Correlations 

 Display 

banner/text 

advertisement

s  

Search engine 

advertisement

s 

Social media 

advertisement

s  

Regular 

and 

informativ

e emails 

Video 

advertisement

s  

Online 

advertisement

s in mobile 

applications 

Zara's 

Brand 

Image 

among 

Cosumers 

Display banner/text 

advertisements  

Pearson 

Correlation 

1 .415** .544** .147 .326** .444** .478** 

Sig. (2-tailed)  .000 .000 .144 .001 .000 .000 

N 100 100 100 100 100 100 100 

Search engine 

advertisements 

Pearson 

Correlation 

.415** 1 .347** .192 .233* .276** .362** 

Sig. (2-tailed) .000  .000 .055 .020 .005 .000 

N 100 100 100 100 100 100 100 

Social media 

advertisements  

Pearson 

Correlation 

.544** .347** 1 .167 .209* .362** .412** 

Sig. (2-tailed) .000 .000  .098 .037 .000 .000 

N 100 100 100 100 100 100 100 

Regular and 

informative emails 

Pearson 

Correlation 

.147 .192 .167 1 .160 .232* .332** 

Sig. (2-tailed) .144 .055 .098  .113 .020 .001 

N 100 100 100 100 100 100 100 

Video advertisements  Pearson 

Correlation 

.326** .233* .209* .160 1 .143 .402** 

Sig. (2-tailed) .001 .020 .037 .113  .156 .000 

N 100 100 100 100 100 100 100 
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Online advertisements 

in mobile applications 

Pearson 

Correlation 

.444** .276** .362** .232* .143 1 .478** 

Sig. (2-tailed) .000 .005 .000 .020 .156  .000 

N 100 100 100 100 100 100 100 

Zara's Brand Image 

among Consumers 

Pearson 

Correlation 

.478** .362** .412** .332** .402** .478** 1 

Sig. (2-tailed) .000 .000 .000 .001 .000 .000  
N 100 100 100 100 100 100 100 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

 

Appendix 4: Gender Differences in Consumer Purchase Intention and Brand Image on 

Zara using Independent Samples t-test 

 
Group Statistics 

 Gender N Mean Std. Deviation Std. Error 

Mean 

Consumer purchase 

intention 

Male 45 3.00 1.148 .171 

Female 55 3.51 1.034 .139 

Zara's Brand Image among 

Cosumers 

Male 45 3.1042 .89024 .13271 

Female 55 3.3876 .72524 .09779 

 

 

 
Independent Samples Test 

 Levene's Test for 

Equality of Variances 

t-test for Equality of Means 

F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Consumer purchase 

intention 

Equal variances 

assumed 

.121 .729 -

2.330 

98 .022 -.509 .218 -.943 -.076 
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Equal variances not 

assumed 
  -

2.306 

89.62

2 

.023 -.509 .221 -.948 -.070 

Zara's Brand Image 

among Consumers 

Equal variances 

assumed 

4.048 .047 -

1.755 

98 .082 -.28341 .16151 -.60393 .03711 

Equal variances not 

assumed 
  -

1.719 

84.46

5 

.089 -.28341 .16485 -.61121 .04438 

 

 


