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Abstract

This study assessed the effect of digital marketing strategies on the profitability of Zambia National Commercial
Bank (ZANACO) Plc, with the aim of establishing the extent to which specific strategies contribute to financial
performance. A mixed-methods research design was adopted, integrating quantitative regression analysis of bank
performance data with qualitative thematic analysis of interviews conducted with key marketing and management
personnel. The quantitative results showed that Pay-Per-Click (PPC) advertising had a statistically significant
and positive effect on profitability (f = 0.184, p < 0.001), indicating its effectiveness in driving customer
acquisition and revenue growth. Search Engine Optimization (SEO) showed no statistically significant
relationship with profitability (f = 0.056, p = 0.189), suggesting that ZANACO'’s SEO strategies may not be fully
optimized to capture market opportunities. Social media marketing exhibited a statistically significant negative
effect on profitability (f =—0.122, p = 0.028), implying that while the platform enhances customer engagement,
the associated costs and operational challenges may outweigh financial benefits if not managed effectively. The
qualitative findings supported these results, with respondents highlighting the strengths of PPC in targeted
outreach, the untapped potential of SEO in enhancing online visibility, and the operational difficulties of handling
high customer interaction volumes on social media platforms. Based on these findings, the study recommends
that banks enhance SEO strategies through continuous optimization, refine PPC campaigns using performance
analytics, and restructure social media engagement to maximize cost-effectiveness. It further suggests ongoing
capacity building for marketing teams and increased use of data-driven decision-making to maintain
competitiveness in the evolving digital banking landscape. The research contributes to the understanding of how
digital marketing strategies influence profitability in the Zambian banking sector and provides actionable
recommendations for improved performance.
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I.Introduction

The rapid advancement of Information and Communication Technology (ICT) has transformed the
banking sector, altering how financial institutions engage customers and pursue profitability. Digital marketing—
encompassing strategies such as Search Engine Optimization (SEO), Pay-Per-Click (PPC) advertising, and social
media marketing—enables banks to reach targeted audiences, track campaign performance, and enhance brand
visibility (Chaffey and Smith, 2017; Lee, 2014). These strategies contribute to customer acquisition, retention,
and operational efficiency, all of which are critical drivers of profitability in commercial banking (Hassan et al.,
2020; Ritz, 2019). In Zambia, the emergence of tech-savvy customers and the increased use of mobile and internet
banking has heightened the importance of digital marketing as a strategic tool for competitive advantage (Phiri
and Banda, 2021; Bank of Zambia, 2022).

Despite the potential benefits, the impact of digital marketing on profitability in the Zambian banking
sector remains underexplored. While institutions such as Zambia National Commercial Bank (ZANACO) Plc
have invested in digital marketing, empirical evidence detailing the effect of SEO, PPC, and social media
marketing on financial performance indicators such as Return on Assets (ROA) and Return on Equity (ROE) is
limited (Makumba and Phiri, 2023; Ritz, 2019). Additionally, challenges such as fragmented digital platforms,
inadequate integration of online channels, and limited digital literacy among staff may hinder the effective
translation of marketing initiatives into measurable financial outcomes (Awais et al., 2022; Boateng, 2020). This
creates a knowledge gap regarding which strategies most effectively contribute to profitability in the Zambian
banking context.
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Understanding the role of digital marketing in enhancing bank profitability is essential for guiding
strategic decision-making. Digital tools provide measurable and actionable insights that allow banks to optimize
campaigns, improve customer engagement, and reduce marketing costs (Kumar et al., 2020; Borah et al., 2020).
For ZANACO, evaluating the effectiveness of SEO, PPC, and social media marketing can inform resource
allocation, campaign design, and investment decisions, ensuring that digital initiatives yield tangible financial
benefits while supporting long-term sustainability.

This study is significant as it contributes empirical evidence on the relationship between digital
marketing strategies and bank profitability in a developing economy. The findings have practical implications for
marketing managers, bank executives, and policymakers, offering guidance on leveraging digital platforms to
enhance financial performance. Furthermore, the study enriches the academic discourse on digital marketing in
emerging markets, providing a reference point for future research in Zambia and similar contexts. By examining
the direct link between digital marketing initiatives and profitability metrics, this report offers both theoretical
and practical insights into optimizing digital banking strategies for sustained growth.

IL.Literature Review
Global Perspective

The impact of digital marketing strategies on bank profitability has been widely examined across
different global contexts, reflecting the significance of technology in shaping financial performance. In the United
States, Choudhury, Ray, and Mukherjee (2018) conducted a mixed-methods study combining surveys of 250
banking customers and semi-structured interviews with 15 bank executives to evaluate how digital marketing
strategies affect customer engagement and profitability. Using regression analysis, the study found a positive
correlation between the use of social media, SEO, and content marketing with enhanced customer retention and
profitability. Similarly, in India, Arora, Singh, and Bansal (2019) employed a quantitative approach, distributing
structured questionnaires to 200 bank customers to assess the role of Pay-Per-Click (PPC) and social media
marketing on customer loyalty. Their analysis using structural equation modeling (SEM) indicated that targeted
digital campaigns significantly improved customer acquisition and revenue growth.

In Europe, Gonzalez, Palacios, and Hernandez (2021) conducted qualitative case studies in three major
Spanish banks to understand the operational impact of digital marketing on profitability. Data were collected
through interviews with marketing managers and analysis of internal performance reports. The study revealed
that integrating SEO, PPC, and social media marketing streamlined service delivery, reduced operational costs,
and enhanced financial performance. In South Korea, Lee, Kim, and Choi (2022) used a quantitative research
design, analyzing website traffic and conversion data from 50 banks. Employing multiple regression analysis, the
study demonstrated that effective SEO practices substantially increased customer acquisition and online
engagement, which directly translated into higher profitability.

Research in Australia, the United Kingdom, and Canada has also highlighted the role of advanced digital
marketing techniques. Gupta, Kumar, and Thomas (2020) explored the use of Artificial Intelligence (Al) in
personalized digital marketing across multiple banks, employing a qualitative research design with in-depth
interviews of 20 digital marketing managers and content analysis of campaign data. Their findings indicated that
Al-driven strategies increased customer interaction and sales conversion rates, reinforcing the connection between
digital marketing innovation and profitability. Similarly, Smith, Johnson, and Lee (2023) conducted a cross-
country quantitative study analyzing content marketing strategies in 60 banks, revealing that informative and
targeted content enhances brand loyalty and financial outcomes. These studies collectively underscore the global
consensus that well-implemented digital marketing strategies are instrumental in improving profitability in
banking.

African Perspective

In Africa, digital marketing has emerged as a key driver of profitability in banking, with empirical studies
highlighting the transformative effects of mobile banking, social media, and targeted online campaigns.
Nyang’wara, Oduor, and Mwangi (2016) examined the influence of mobile banking adoption on profitability in
Kenya using a quantitative research design. Data were collected from 20 commercial banks through structured
questionnaires, and regression analysis was applied to assess the relationship between digital adoption and
profitability metrics such as ROA and ROE. The study found a significant positive effect, suggesting that mobile
banking enhances customer engagement and revenue generation.

In Nigeria, Akinmoladun, Oladipo, and Adetunji (2019) investigated the role of social media marketing
in promoting customer loyalty and financial performance. The researchers adopted a mixed-methods approach,
combining surveys of 150 banking customers with focus group discussions of marketing professionals. Analysis
using thematic coding and regression techniques indicated that banks leveraging social media effectively
experienced improved customer retention, engagement, and profitability. Similarly, in Tanzania, Muriuki, Sigei,
and Kilonzo (2020) employed qualitative interviews with banking managers and secondary data analysis to
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explore how digital marketing strategies improve financial inclusion. Their findings revealed that targeted
campaigns directed at underserved populations not only enhanced inclusion but also expanded customer bases,
contributing to bank profitability.

In South Africa, Zongwe, Mavengere, and Chibanda (2021) conducted a quantitative study analyzing
content marketing strategies in 12 commercial banks. Using surveys of 180 bank customers and multiple
regression analysis, the study established that content marketing significantly increased customer acquisition rates
and profitability. In Zimbabwe, Mhlanga, Ncube, and Dube (2022) employed a mixed-methods approach,
integrating surveys and case studies, to examine the impact of Search Engine Marketing (SEM) on bank
profitability. The results highlighted that banks investing in SEM achieved higher online visibility, engagement,
and financial returns. Collectively, these studies demonstrate that African banks are increasingly adopting digital
marketing to enhance profitability, with measurable outcomes across different countries and contexts.

Zambian Perspective

In Zambia, the empirical literature reflects a growing interest in understanding the specific effects of
digital marketing strategies on bank profitability. Phiri, Makumba, and Banda (2023) conducted a mixed-methods
study involving surveys of 200 bank customers and interviews with 15 bank managers to examine the effect of
digital banking channels on financial performance. Regression analysis of the quantitative data revealed that
mobile and internet banking significantly improved operational efficiency and customer satisfaction, thereby
enhancing profitability.

Tembo, Ng’ambi, and Savanhu (2022) explored social media marketing strategies across five Zambian
banks, employing a quantitative design through structured questionnaires administered to 180 customers. Using
SEM for data analysis, the study concluded that banks with active social media engagement reported higher
customer loyalty and revenue growth. Mulaudzi, Banda, and Chisanga (2024) investigated digital campaigns
promoting financial literacy, using qualitative interviews with banking customers and thematic analysis. Their
findings indicated that banks offering educational content increased trust, engagement, and ultimately financial
performance.

Ng’ambi, Savanhu, and Chibanda (2023) conducted a mixed-methods study to evaluate challenges and
opportunities in digital marketing adoption within Zambian banks. Surveys of 120 bank employees and focus
group discussions revealed that overcoming infrastructural and cybersecurity limitations is essential to
maximizing the profitability impact of digital strategies. Chanda and Tembo (2024) further investigated the role
of CRM systems, using quantitative surveys of 100 bank managers, showing that integrating CRM with digital
marketing significantly enhances customer satisfaction and profitability. Mwansa, Phiri, and Lungu (2024)
examined mobile banking adoption through regression analysis of customer transaction data, demonstrating a
strong positive correlation with increased revenue and retention. Collectively, these studies underscore that
Zambian banks’ investment in digital marketing strategies is crucial for driving profitability in an increasingly
digital financial environment.

Theoretical and Conceptual Background

This section outlines the theoretical foundations of the study and demonstrates their relevance to the
research on digital marketing strategies and their effect on profitability. The key theories include the Technology
Acceptance Model (TAM), the Innovation Diffusion Theory, and Porter’s Five Forces Model.

Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM), introduced by David Fred in 1986, provides a framework
for understanding and predicting user behavior regarding new technologies. As an extension of the Theory of
Reasoned Action (TRA), TAM explains how external variables—such as user attitudes, beliefs, and intentions—
influence technology adoption behavior (Dai & Kauffman, 2001). The model posits that the likelihood of adopting
a technology depends primarily on two factors: perceived usefulness (how much the technology improves
performance) and perceived ease of use (how simple it is to operate). If users believe that a system will enhance
their work efficiency and find it easy to use, they are more likely to adopt it (Davila et al., 2003).

The TAM framework has evolved over time, leading to the development of TAM2, which incorporates
social influences (e.g., subjective norms and image) and cognitive instrumental factors (e.g., job relevance and
output quality) to refine the understanding of perceived usefulness. TAM2 has been validated in both voluntary
and mandatory contexts, demonstrating a strong ability to predict user adoption, with studies showing a 60%
increase in technology uptake (Davis & Venkatesh, 2000).

This theory is directly applicable to this study as digital marketing strategies, though widely adopted
globally, remain relatively new in Zambia's banking sector. The adoption of these strategies, as TAM suggests,
hinges on how useful and user-friendly they are perceived to be by stakeholders. For technologically adept users,
digital marketing tools such as social media advertising, Search Engine Optimization (SEO), and Pay-Per-Click
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(PPC) campaigns are straightforward and efficient, which increases their likelihood of acceptance. However,
TAM highlights that the continued reliance on traditional marketing methods by some banks may stem from
perceptions of complexity or skepticism about the utility of digital strategies. This framework thus helps to
analyze the factors influencing ZANACQO's adoption and optimization of digital marketing approaches.

Innovation Diffusion Theory

The Innovation Diffusion Theory (IDT), as proposed by Rogers (2009), describes how new ideas,
practices, or technologies spread through a society or organization over time. The process occurs in successive
stages: knowledge acquisition, persuasion, decision-making (to adopt or reject), implementation, and
confirmation. The likelihood of adopting an innovation is influenced by its perceived advantages, compatibility
with existing systems, complexity, trialability (ease of experimentation), and observability (visibility of results)
(Rogers, 2009).

This theory is relevant to understanding the adoption of digital marketing strategies by ZANACO.
Digital marketing offers clear advantages, including increased brand visibility, enhanced customer relationships,
and cost-effective outreach (Kithinji, 2014). While these benefits align with the expectations of modern banking,
challenges such as compatibility with traditional marketing approaches and the complexity of advanced digital
tools may hinder adoption. For example, older generations or non-tech-savvy staff may find digital marketing
overwhelming. However, this barrier can be mitigated by employing skilled digital marketers and providing
targeted training.

The visible benefits of digital marketing, including higher sales, broader market reach, reduced
marketing costs, and improved customer engagement, underscore its potential for profitability. As such, IDT
provides a framework for understanding ZANACO’s digital marketing adoption process and the factors
influencing its success.

The Porter’s five forces perspective

Porter’s Five Forces Model, developed by Michael Porter in 1980, examines the competitive dynamics
within an industry and identifies five key forces: the intensity of rivalry among competitors, the threat of new
entrants, the bargaining power of buyers, the bargaining power of suppliers, and the threat of substitute products.
These forces collectively shape industry structure and determine the profitability of individual firms.

The model suggests that firms can gain a competitive advantage by addressing these forces strategically,
such as by creating barriers to entry, differentiating products, or minimizing buyer switching costs. While the
framework emphasizes external industry dynamics, it also allows firms to influence their competitive position
through targeted strategies (Lado et al., 2002).

In the context of this study, Porter’s Five Forces is applicable in analyzing how digital marketing
strategies can help ZANACO respond to competitive pressures in Zambia’s banking industry. For instance, digital
marketing enables product differentiation through personalized communication, enhances customer loyalty, and
reduces the threat posed by substitute products by improving customer experiences. However, the model’s static
nature may underestimate the role of innovation, which is critical in digital marketing. Nonetheless, it highlights
the strategic importance of digital tools in maintaining ZANACQO’s competitive edge and driving profitability.

These theories collectively provide a robust framework for examining the adoption, implementation, and
effect of digital marketing strategies on ZANACO’s profitability. TAM and IDT focus on user behavior and the
adoption process, elucidating how perceptions of ease of use and utility influence digital marketing uptake.
Porter’s Five Forces complements these perspectives by contextualizing digital marketing as a strategic tool to
navigate competitive pressures. Together, these theories guide the study in understanding the dynamics of digital
marketing adoption and its contribution to ZANACQ’s performance in a competitive banking landscape.

III.  Conceptual Framework
The conceptual framework shows the proposed interaction of research variables for the study variables.
The profitability of banks is dependent on digital marketing strategies; therefore, it is the dependent variable.
Similarly, the independent variables are the digital marketing strategies which are SEO, PPC, and Social Media
Marketing. The digital marketing strategies are believed to predict the profitability of banks.
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Independent Variables

1.Search Engine Optimization (SEQ): SEO refers to the process of improving a bank’s website and online
content to increase its visibility on search engine results pages (SERPs). This involves using relevant keywords,
optimizing website structure, and creating quality backlinks to attract more organic (unpaid) traffic. Effective
SEO helps banks reach potential customers actively searching for financial services, thereby increasing brand
awareness and customer acquisition (Chaffey & Ellis-Chadwick, 2019).

2. Pay-Per-Click (PPC) Advertising: PPC advertising is an online marketing model where banks pay a fee each
time their advertisement is clicked. This method allows banks to display targeted ads on search engines or social
media platforms, offering immediate visibility to specific audiences. PPC campaigns are measurable and
controllable, enabling banks to optimize spending while attracting potential customers quickly (Kotler & Keller,
2021).

3.Social Media Marketing: Social media marketing involves using platforms such as Facebook, Twitter,
Instagram, and LinkedIn to promote banking products and engage with customers. It includes content creation,
advertising, and direct interaction with followers. This strategy fosters customer engagement, builds brand
loyalty, and can enhance customer service, which may influence profitability by strengthening customer
relationships (Tuten & Solomon, 2017).

Dependent Variable

Bank Profitability: Bank profitability is the financial performance outcome influenced by various factors,
including marketing strategies. It reflects the bank’s ability to generate earnings relative to its expenses and
investments. Common measures of profitability in banking include Return on Assets (ROA), Return on Equity
(ROE), and net profit margins. Profitability indicates how effectively a bank utilizes its resources to maximize
earnings and sustain growth (Mhlanga, 2022).

Hypothesis Development

The development of hypotheses in this study is grounded in both theoretical and empirical evidence
linking digital marketing strategies to bank profitability. Digital marketing strategies, including Search Engine
Optimization (SEQ), Pay-Per-Click (PPC) advertising, and social media marketing, have been widely
recognized as tools that enhance customer engagement, brand awareness, and operational efficiency, which
ultimately influence financial performance (Chaffey & Ellis-Chadwick, 2019; Gupta & Kumar, 2020). This study
seeks to test whether these strategies have a significant positive effect on the profitability of Zambia National
Commercial Bank (ZANACO) Plc.

Search Engine Optimization (SEO) and Profitability

SEO is a strategy aimed at improving a bank's visibility on search engines to attract organic traffic.
Empirical evidence from South Korea demonstrates that banks implementing effective SEO strategies
experienced higher website traffic, greater customer acquisition, and increased financial performance (Lee, Kim,
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& Choi, 2022). Globally, studies in the United States and India also indicate that search engine visibility correlates
positively with revenue growth, customer engagement, and retention (Choudhury, Ray, & Mukherjee, 2018;
Arora, Singh, & Bansal, 2019). The underlying rationale is that enhanced online visibility drives more qualified
leads, reduces customer acquisition costs, and strengthens profitability. Based on this evidence, the first
hypothesis is developed as follows:

e Ho (Null Hypothesis): SEO has no significant effect on the profitability of ZANACO.

¢ Hi: (Alternative Hypothesis): SEO has a significant positive effect on the profitability of ZANACO.

Pay-Per-Click (PPC) Advertising and Profitability

PPC advertising enables banks to target specific audiences through paid search and social media
campaigns. Empirical studies across Europe, India, and Australia demonstrate that PPC campaigns enhance
conversion rates, engagement, and immediate revenue generation (Arora & Singh, 2019; Gonzalez, Palacios, &
Hernandez, 2021; Gupta, Kumar, & Thomas, 2020). By enabling precise targeting and measurable outcomes,
PPC campaigns allow banks to optimize marketing expenditure and improve financial performance. This
evidence supports the development of the second hypothesis:
¢ Ho (Null Hypothesis): PPC advertising has no significant effect on the profitability of ZANACO.
e H: (Alternative Hypothesis): PPC advertising has a significant positive effect on the profitability of

ZANACO.

Social Media Marketing and Profitability

Social media marketing involves engaging customers on platforms such as Facebook, Twitter,
Instagram, and LinkedIn to build brand loyalty and increase customer retention. Global research indicates that
banks actively using social media report higher levels of customer satisfaction, brand advocacy, and financial
performance (Choudhury, Ray, & Mukherjee, 2018; Smith, Johnson, & Lee, 2023; Tuten & Winsatt, 2018). In
Africa, studies in Nigeria, Kenya, and South Africa show similar patterns, linking social media engagement with
improved profitability metrics (Akinmoladun, Oladipo, & Adetunji, 2019; Nyang’wara, Oduor, & Mwangi, 2016;
Zongwe, Mavengere, & Chibanda, 2021). In Zambia, empirical studies have highlighted that social media
campaigns directly influence customer acquisition, retention, and revenue growth (Tembo, Ng’ambi, & Savanhu,
2022; Ng’ambi, Savanhu, & Chibanda, 2023). This evidence forms the basis of the third hypothesis:
¢ Ho (Null Hypothesis): Social media marketing has no significant effect on the profitability of ZANACO.
e H: (Alternative Hypothesis): Social media marketing has a significant positive effect on the profitability of

ZANACO.

Summary of Hypothesis Development

The hypotheses developed in this study are grounded in both global and local empirical evidence,
which consistently indicate that digital marketing strategies—SEO, PPC, and social media—can enhance
profitability in banking. By explicitly linking each strategy to measurable financial outcomes, these hypotheses
provide a structured framework for empirical testing within the context of ZANACO Plc. Testing these
hypotheses will enable the study to determine the relative effectiveness of each digital marketing strategy in
driving profitability in Zambia’s evolving banking sector.

IV.  Research And Methodology

This study employed a mixed-methods research approach to examine the effect of digital marketing
strategies on the profitability of Zambia National Commercial Bank (ZANACO) Plc. By integrating both
quantitative and qualitative methods, the research sought to capture measurable impacts of digital marketing
initiatives—such as Search Engine Optimization (SEO), Pay-Per-Click (PPC) advertising, and social media
engagement—on financial performance, while also understanding employee perceptions and contextual
experiences. Quantitative data were collected through structured questionnaires distributed to a statistically
determined sample of 333 employees, ensuring representativeness across departments. The qualitative component
involved 30 purposively selected participants for in-depth interviews to explore nuanced insights and provide
contextual depth, guided by the principle of data saturation.

The study adopted a pragmatic research philosophy, combining elements of constructivism and
positivism. Constructivism facilitated understanding of subjective employee and customer experiences regarding
digital marketing initiatives, while positivism enabled empirical testing of hypotheses concerning the relationship
between digital marketing strategies and profitability. A descriptive cross-sectional design was employed,
allowing for the examination of current practices and their association with financial outcomes at a specific point
in time. Stratified random sampling ensured proportional representation across employee subgroups, reducing
bias and enhancing the validity of the findings.
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Data analysis combined descriptive and inferential statistics for quantitative responses, including
regression analysis to assess the strength of relationships between digital marketing strategies and profitability
metrics. Qualitative responses were analyzed thematically to identify recurring patterns, perceptions, and factors
influencing the effectiveness of digital marketing efforts. Ethical considerations were observed throughout the
study, with informed consent, confidentiality, and voluntary participation maintained to safeguard participants’
rights. This methodology provided a comprehensive and integrated framework for understanding both the
operational and financial impacts of digital marketing strategies within ZANACO.

V. Findings And Discussions
Effect of Search Engine Optimization on Profitability

The findings indicate a nuanced relationship between Search Engine Optimization (SEO) and the
profitability of ZANACO. Quantitative results reveal that respondents generally agree that SEO improves website
traffic (mean =2.6311), suggesting recognition of its role in attracting potential customers. However, perceptions
were mixed regarding SEO’s effect on search result rankings (mean = 3.3197), lead generation (mean = 3.5656),
and visibility (mean = 3.6148), highlighting uncertainty about its tangible impact on profitability. The descriptive
statistics demonstrate that while SEO is valued for traffic generation, its conversion into measurable financial
outcomes remains unclear.

Qualitative insights corroborate these findings. Respondents emphasized SEO’s importance in
maintaining online visibility and highlighted strategies such as keyword optimization and high-quality content
creation. One participant noted, “SEO is crucial for our visibility; without it, we lose potential customers online”
(Respondent 1, 2024). Challenges, particularly adapting to evolving search engine algorithms, were cited as
barriers limiting SEO’s effectiveness. Regression analysis further supports this narrative, revealing a non-
significant effect on profitability (B = 0.056, p = 0.189). This aligns with prior studies suggesting that SEO’s
direct influence on financial performance is contingent upon complementary marketing strategies and market
conditions (Malshe & Calder, 2011; Homburg et al., 2014).

Taken together, these findings suggest that while SEO is an essential tool for traffic acquisition,
ZANACO may need to integrate it with content marketing, lead nurturing, and user experience improvements to
translate online visibility into profitability gains.

Effect of Pay-Per-Click Advertising on Profitability

Pay-Per-Click (PPC) advertising was found to have a significant positive effect on ZANACO’s
profitability. Respondents largely agreed on PPC’s flexibility (mean = 2.3361), ability to provide competitor
insights (mean = 2.4344), and contribution to brand exposure (mean = 2.4836). Some skepticism existed regarding
targeting precision (mean = 3.4180) and cost-effectiveness (mean = 3.6148), indicating areas for improvement in
operational execution.

Qualitative responses highlighted that PPC enables targeted marketing campaigns and measurable
customer acquisition. One respondent stated, “There is a clear link between our PPC campaigns and new
customer acquisitions; it’s evident in our monthly reports” (Respondent 7, 2024). Despite its benefits, managing
escalating campaign costs was identified as a challenge, underscoring the need for continuous budget oversight.
Inferential analysis confirmed PPC’s statistically significant positive impact on profitability (B = 0.184, p =
0.000), supporting the view that well-executed PPC campaigns enhance revenue generation. These findings are
consistent with studies by Jansen and Schuster (2011) and Chaffey (2015), who emphasized PPC’s measurable
ROI, precise targeting, and responsiveness to market changes.

In summary, PPC emerges as a critical digital marketing strategy for ZANACO, providing both
flexibility and measurable financial benefits. Optimizing targeting algorithms and cost management strategies
will be key to sustaining profitability gains.

Effect of Social Media on Profitability

Contrary to expectations, social media exhibited a statistically significant negative effect on ZANACO’s
profitability (B = -0.122, p = 0.028). Descriptive analysis showed that respondents expressed uncertainty or
disagreement regarding social media’s ability to reach new audiences (mean = 3.3197), enhance customer
understanding, improve approachability, foster relationships, or disseminate information (all mean = 3.5656).

Qualitative data highlighted both opportunities and challenges. Social media campaigns, such as
financial literacy initiatives, were noted for increasing inquiries and brand loyalty. A respondent remarked,
“Social media is our frontline for customer interaction, we use it to respond quickly and engage with clients”
(Respondent 9, 2024). However, high volumes of customer inquiries posed resource challenges, which may
explain the negative impact observed. This finding echoes prior literature cautioning that poorly executed social
media strategies can harm brand performance and customer engagement (Kaplan & Haenlein, 2010; Tuten &
Solomon, 2015).
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These results suggest that while social media has potential as a customer engagement tool, ZANACO’s
current implementation may undermine profitability due to operational inefficiencies and suboptimal strategic
alignment. Strengthening content strategies, improving digital engagement processes, and allocating sufficient
resources are recommended to harness social media’s full potential for profitability enhancement.

Synthesis of Findings

The study highlights a differential impact of digital marketing strategies on ZANACO’s profitability.
SEO contributes to traffic but lacks a measurable direct effect on profitability. PPC advertising demonstrates clear
positive financial outcomes, whereas social media, in its current form, has a negative impact. These findings
indicate that the effectiveness of digital marketing strategies is contingent on strategic execution, integration, and
operational management. Overall, PPC emerges as the most effective strategy for profitability, while SEO and
social media require optimization and alignment with broader marketing objectives.

VI.Conclusions

Effect of Search Engine Optimization on the Profitability of ZANACO

The study concluded that Search Engine Optimization (SEO) does not have a statistically significant
effect on the profitability of ZANACO. Although respondents generally agree that SEO contributes to increased
website traffic, there remains uncertainty and disagreement about its impact on search rankings, lead generation,
and overall visibility. The qualitative findings suggest that while SEO is recognized as important for online
presence, challenges such as adapting to changing algorithms and inconsistent implementation may limit its
effectiveness. Therefore, SEO alone may not directly translate to improved profitability without integration into
a broader, well-coordinated digital marketing strategy.

Effect of Pay-Per-Click Advertising on the Profitability of ZANACO

The research established that Pay-Per-Click (PPC) advertising significantly and positively affects
ZANACQ’s profitability. Respondents acknowledged PPC’s flexibility, competitive insights, and ability to
increase brand exposure, which align with its measurable contribution to customer acquisition and financial
performance. Despite some concerns about targeting precision and cost control, PPC campaigns were found to be
a powerful tool for driving profitability when effectively managed. This confirms PPC as a critical component of
ZANACQ’s digital marketing strategy that supports its business growth objectives.

Effect of Social Media on the Profitability of ZANACO

Contrary to expectations, social media was found to have a statistically significant negative effect on
ZANACQO’s profitability. Respondents expressed skepticism about social media’s effectiveness in reaching new
audiences, enhancing customer understanding, fostering relationships, and disseminating important information.
Qualitative insights pointed to operational challenges, such as managing high volumes of inquiries and
maintaining response quality, which may undermine social media’s potential benefits. This suggests a need for
strategic reassessment and improved management of social media initiatives to better align them with profitability
goals and customer engagement.

Recommendations:
1. Strengthen and Align Search Engine Optimization (SEO) Efforts

Although SEQ’s direct impact on profitability was not statistically significant, its role in driving web
traffic remains critical. Banks should invest in a robust and dynamic SEO strategy that includes regular keyword
research, content optimization, and technical SEO improvements such as website speed and mobile
responsiveness. Additionally, banks must continuously monitor and adapt to search engine algorithm updates to
maintain effectiveness. Training marketing teams on emerging SEO trends and analytical tools will enhance
execution and integration with other digital marketing channels, ensuring SEO efforts contribute more effectively
to business goals.

2. Optimize Pay-Per-Click (PPC) Advertising for Greater ROI

Given the strong positive relationship between PPC advertising and profitability, banks should prioritize
refining their PPC campaigns. This involves setting clear, measurable objectives, closely tracking key
performance indicators such as click-through rates, conversion rates, and cost per acquisition, and regularly
conducting A/B testing to optimize ad creatives and targeting. Budget controls should be instituted to prevent
overspending while maximizing returns. Furthermore, leveraging audience segmentation and retargeting can
improve precision and campaign effectiveness, ultimately boosting customer acquisition and profitability.
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3. Conduct a Comprehensive Review and Revamp of Social Media Strategies

The observed negative effect of social media on profitability signals a need for a strategic overhaul.
Banks must critically assess their current social media content, engagement tactics, and customer service
responsiveness. Developing a well-defined social media strategy that focuses on creating relevant, valuable, and
engaging content tailored to target audiences is essential. Improving responsiveness and managing customer
inquiries efficiently will help mitigate negative perceptions. Investing in social media management tools and
training staff to handle digital interactions professionally can enhance brand loyalty, improve customer
experience, and support profitability.

4. Invest in Continuous Capacity Building and Skill Development

To keep pace with the rapidly evolving digital marketing landscape, banks should invest in ongoing
professional development for their marketing teams. Regular workshops, certification courses, and seminars
focusing on SEO, PPC, social media marketing, and data analytics will empower staff with the latest knowledge
and practical skills. This continuous learning approach will foster innovation, agility, and improved execution of
digital marketing strategies across the bank.

5. Leverage Advanced Data Analytics for Strategic Decision-Making

Banks should harness data analytics to gain deeper insights into customer behaviors, preferences, and
campaign performance. Utilizing tools such as Google Analytics, CRM data, and marketing automation platforms
can help identify patterns, measure the effectiveness of digital marketing initiatives, and uncover opportunities
for personalization. This data-driven approach enables targeted marketing efforts, better resource allocation, and
improved return on investment, ultimately driving profitability.

6. Integrate Digital Marketing Channels for Cohesive Branding

Developing an integrated digital marketing framework that synchronizes SEO, PPC, social media, and
content marketing efforts will create a consistent and compelling brand presence. Cross-channel coordination
ensures messaging coherence, reinforces customer touchpoints, and amplifies marketing impact. Banks should
establish clear communication and collaboration mechanisms among marketing teams to optimize the synergy of
these channels and maximize overall profitability.

7. Implement Customer Feedback Mechanisms to Enhance Digital Strategies

Banks should regularly solicit and analyze customer feedback to understand their digital experience and
expectations better. Tools such as online surveys, feedback forms, and focus groups can provide actionable
insights that inform improvements in digital marketing content, service delivery, and user experience. Responding
proactively to customer input not only strengthens customer relationships but also helps align marketing efforts
with customer needs, driving higher engagement and profitability.
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